to magazine radio and tv advertisers use 




SPOT SECTION 73 

NETWORK SECTION 117 

TV BASICS 159 

FILM BASICS 183 



The customers' choice ! 

People's tastes vary so widely that radio 
manufacturers offer more than 200 different 
.models and colors. No matter what their taste 
in radios, Southern Californians agree on 
^ marked preference for radio. And buy more 
>than,266,000 radio sets a year-70% more 
ithaatf. (They use them, too. Westerners 

! 

es » request. 



spend an average of 17.3 f r more time with 
their radios than the national average.) 

One other point Southern Californians agree 
on. Having free choice of radio stations to 
listen to, they listen more to KKX—day and 
night, month after month, year after 
year — than to any other station. 

LOS ANGELES • SO.OOO WATTS KNX 
Represented by CBS RADIO SPOT SALES 



RADIO FEATURES 

SPOT SECTION 195 
RADIO BASICS 229 
NETWORK SECTION 251 



CONVENIENT INDE 
to all subjects covert 
appears at front of bock & 




GENERAL BAKING COMPANY does a co 



MPLETE JOB 



DO HAVENS AND MARTIN, Inc. STATIONS 



i 



WMBG 
WCOD 
WTVR 



^ICHMONB^f 

' L WENS & MARTIN- INC, 





Maximum power — 
100,000 watts at Maximum Height — 
1049 feet 



For nearly half a century, the bakers of BOND BREAD 
have grown steadily in a most competitive field. 
The word "quality" has been a keystone in that 
success . . . quality of product ... of selling . . . 
of service . . . and of advertising. 

In broadcasting, quality in every respect adds up to a 
complete job, too. Top quality programming and 
public service over the Havens and Martin, Inc., 
stations in Richmond deliver sales results throughout 
the rich areas of Virginia. Join the other advertisers 
using WMBC, WCOD and WTVR, the First 
Stations of Virginia. 



WMBG am WCOD "» WTV* 



FIRST STATIONS OF VIRGINIA 

Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBC represented nationally by The Boiling Co. 



fall Facts issue SPONSOR'S 8th annual "Fall Facts" issue breaks some records: It's 
hits, ney* records first to hit 268 pages, first to in clude Film Basics (as companion to 

popular Radio Basics, Tv Basics) , first to chart complete data on each 
of 6 major rating services and many others. For full scope of this 
fact-filled issue, see index page 8. For summary of hot trends, see 
lead article page 35. 

-SR- 

CM replaces P&G Here are 10 top advertisers, according to PIB and Bureau of Adver- 
as top spender tising figures (newspaper sections included only once) : 

Net Net Net Net 

Firm Total Radio Tv Firm Total R adio Tv 

1. Gen. Motors $61.8 $2.5 $7.8 6. Chrysler $27.3 $0.9 $3.0 

2. P&G 44.0 14.3 14.7 7. Reynolds 18.8 3.2 9.0 

3. Colgate 33.7 5.6 11.1 8. Gen. Elect. 18.5 1.5 4.6 

4. Gen. Foods 29.9 6.7 6.4 9. Am. Tobacco .18.3 2.4 7.2 

5. Ford 29.3 0.2 4.3 10. Gen. Mills 16.0 4.6 5.5 

Note: Above covers newspapers, magazines and gross network radio and 
tv time only (no spot or talent charges. All fi gures in millions. 

-SR- 

5 network execs Five network execs discuss fall trends in radio, tv advertising in 
cite fall trends "Sponsor Asks" starting page 56, They are: Bob Kintner, ABC; Adrian 
Murphy, CBS Radio; Ted Bergmann, Du Mont; Tom 0'Neil, Mutual; Pat 
Weaver, NBC. FC&B's Arthur Pardoll, Biow's Dr. Larry Deckinger and 
Katz Agency's Dan Denenholz also contribute. 

-SR- 

ABC Radio offer: Leo Burnett's Art Porter told SPONSOR he doesn't think forthcoming 
4 hours weekly NBC, CBS Radio nighttime "rate" cuts will exceed 10% saving to spon- 
sors, won't stimulate interest in nighttime. But others dis agree. 
Ollie Treyz, ABC Radio director, intrigued large agency with pitch 
for solid hour 4 nights across board on ABC for about $50,000 weekly 
time and talent (stars). Treyz' reasoning: "Too many advertisers 
have been using a thimble when they should have been using a bucket," 

-SR- 

HTv radio" set "Tv radio" nearer than you think. Firm ready to bring fm-am set out 
to debut soorr soon which will receive sound on all tv channels, no picture of 

course, plus regu la r am stations. This will enable harried housewife 
to follow favorite tv program around house, also permit beach, car 
listening. See editorial page 268. 

-SR- 

All-Media book SPONSOR'S 26-article All-Media Evaluation Study now being reprinted, 
to be out soon Copies available in August at $4 e ach A For summary of 26 articles 
and more details of book, see article page 38. 

f 
i- 



[SPONSOR. Volume S. No. 11. 12 July 1934. Published biweekly by SPONSOR Publications. Inc. at 3110 Elm Ave.. Baltimore. Md. Executive, Editorial. Advem- iff Clr- 
jmlatlon Offices 40 E. 49th St.. New York 17. $S a year in V. S. $9 elsewhere. Entered as second class matter 39 January 1949 at Baltimore, Xfd. postoffice under Act of 3 Msrch 1S79 
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Men behind TvAB 
merger plans 



Summer Hour 
under $25,000 



Wildroot allots 
1 3 to spot radio 



U.S. has 
380 tv stations 



92% of homes 
listen to radio 



Canadian section 
out 23 August 



Credit NARTB President Hal Fellows, Dick Moore of KTTV, Los Angeles, 
W. D. (Dub) Rogers Jr. of KDUB-TV, Lubbock, Tex., for saving adver- 
tisers new headache: 2 Television Advertising Bureaus. Dick Moore's 
TvAB, which barred networks, is merging with NARTB * s bureau. All- 
industry committee meeting in Washington 22 July t o make plans. 
Networks will be represented. 

-SR- 

"Colgate Summer Hour," featuring new talent, reports 3 acts being 
solicited for separate shows of their own. Program over NBC TV costs 
under $25,000, not $70,000 as reported previous issue. Ted Bates, 
Bryan Houston are agencies. 

-SR- I 

J. Ward Maurer, Wildroot' s ad director, not only firm believer in 100 
ad budgets (one for each market) but also mathematical wizard as 
well. For how he totted up how much he might have lost had he bet 10*0 
a hole doubled at golf — and lost each hole — see Wildroot story page 
42. F irm's spending 1/3 of S3 million-plus budget on spot rad io., 

-SR- 

U.S. tv stations on air, including Honolulu and Alaska, hit 380 as o'f 
mid-July. Uhf stations continue to go off air. KNUZ-TV, Houston, 
uhf ch. 39, went off 25 June, hopes to return if solution to uhf 
problems is found. WKJF, Pittsburgh, Pa., ch. 53, has suspended 
operations till outcome of Senate committee uhf hearings. Uhf sta- 
tion coming on air recently is WMSL, Decatur, Ala. , ch. 23. Three 
vhf's recently on or about to go on are: WISH-TV, ch. 8, Indianapolis 
KGVO-TV, ch. 13, Missoula, Mont.; KGE0-TV, ch, 5, Enid, Okla, 

-SR- 

Radio's vigor never better demonstrated than in recent Nielsen report 
showing close to 43 million homes or 92% of all U.S. radio homes 
listened to their sets in typical week (March 7-13). Average listen- 
ing per home came to 20% hours per week. Report also showed evening 
tv program audiences averaging P4 million more homes than last year. 

-SR- 

SPONSOR's 4th annual Canadian section, scheduled for 9 August, has 
been postponed until 23 August issue. It will cover growth of radix)?, 
tv, list all stations, detail advertising case histories. 



Veic national spot radio ami tv business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Chcsebrough Mfg Co, 
NY 

Duffy-Mott Co, NY 

Monarch Wine Corp, 

Atlanta 
National Biscuit Co, 

NY 

Naugatuck Chemical 
Div of US Rubber, 
Naugatuck. Conn 

Pharma-Craft Co, NY 

Pharma-Craft Co, NY 



Vaseline brands 
Clapp's Baby Foods 
Hebrew National 
I All prods 



Aramitc, Phygon. 
MH-30,40 



Ting 
Ting 



McCann-Erickson, NY 
Y&R, NY 

Rockmorc Agency, NY 
McCann-Erickson, NY 

Fletcher D. Richards. 
NY 

McCann-Erickson, NY 
McCann-Erickson, NY 



•17 non-tv mkts 

22 mkts in Eastern, East Cen- 
tral states 
10 Eastern mkts 

10-12 mkts throughout coun- 
try (additions to current 
sched) 

20 Southern. Southwestern mkts 
(keyed to ti of crop growth) 

17 mkts throughout country 

New Orleans, Dayton, Dallas 



Radio: min anncts: 5 Jul; 26 wks 

Radio: dayti min, partic; 21 Jun, 28 Jun, 

8 Jul: 8 wks 
Radio: dayti, nightti min anncts beg Sep; 

13 wks 

Tv: 2 nightti 20-scc anncts a wk; eaelv 
Jul: 52 wks 

Radio: early-morn min anncts in farm' 
progs; 2 Jul-13 Aug; 4-6 wks 

Radio: early-morn, nightti stn-brks; 5? 

Jul; 8 wks 
Tv: nightti, preceding baseball 20-sec" 

anncts; 5 Jul: 13 wks 



„ I 

I! 



SPONSOR 



One of America's 
Pioneer Radio and 
Television Stations 



GOOD PLA 
TO BUY 

Since 



WGAL * 33rd year 

year 

WGAL-TV- 6th year 

Lancaster, Penna. 



Steinman Station 
Clajr McCollough, President 




Represented by 

MEEKER 



New York 
Los Angeles 



Chicago 
San Francisco 



tULt 1954 



the magazine radio and tv 




ARTICLES 



DEPARTMENTS 
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\\ hat are the hot radio and tv trends this fall? 

A quid look at the major trends in the field culled from the four main sections _ 
which comprise SPONSOR'S annual Fall Facts issue '*«* 

lliyhliyhts of the All-Media stady 

Here is a summary, in capsule form, of each of the 26 articles in SPONSOR'S 
just-completed media study. Study will be available in book form by August «*«* 

Why Wildroot has 100 ad hadyets 

Wildroot breaks the U.S. into 100 natural product distribution areas, plans each 
market's budget separately. Firm believes this approach avoids waste in spend- 
ing. Firm spends $1.1 million for spot radio 

10 top ease histories 

From among the many radio-tv success stories w'lich SPONSOR published last 
year, here are 10 outstanding ones, updated and condensed. These chronicles 
of resultful techniques used by other advertisers may spark ideas for you 



FALL ^C'TVi: l«>.Vj (See complete index paye it ) 

Spttt tv rvpirrt: Availabilities, rales, tv commercials and syndicated films, 

costs, color status at stafions, set counts are among topics covered 7 !i 

Xt'twnrk tv rcporr: Up-to-date buying guide covers availabilities on the 

networks, clearance problems, franchises, program and time costs, uhf. color 117 

Tv llttslcs: Latest data in chart form profiling the tv medium today, from 

growth and penetration to programing and audience composition I iti) 

Film Itcxlvs: Facts and figures on the film side of tv; explores status of film 

locally and network, syndication, audience potential of reruns I it it 

Spot ratlin report: Goes into sales trends, availabilities, rates, transcrip- 
tions, special-audience programing, the "hi-fi" boom, other pertinent topics J it .» 

ft<t<fi<> Itasles; Dimensions of radio today in easy-to-read chart form; a' 
comprehensive guide to both in-home and out-of-home listening 22!) 

Xvtwnrli r<l«lif> rt'pttrt: An examination of network rates, new develop- 
ment in programing, important advertising buys, latest research 2 it I 



COMING 



Are VOI afraid? 

More than a doien advertising agency executives give their reactions to SPON- 
SOR'S media study findings about the psychology of fear on the part of adman — ft <1 alt) 

Hotisseries on the air 

How tv helped the rotisiorie manufacturers convert their product in the house- 
wife's mind from a luxury to a necessity they cannot do without 2(i <falt) 
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—AND SO does MARVIN VINES 

OUR FARM-SERVICE DIRECTOR! 



Sorfie farm-service radio directors try to run a farm de- 
partment, sitting at their desks, 

Xot so at KTIIS. Marvin Vines, our Farm-Service Direc- 
tor, is out, covering the State, almost as much as he's in 
the studio ! 

In the last twelve months, for example, Marvin Vines has i 



Traveled over ^0,000 "hnsiness miles", all with- 
in Arkansas. 

Attended 168 meetings, with a total attendance 
of 19.000 persons. 

Conducted personal interviews on 127 farms. 

Appeared as a speaker, panelist or moderator 
on 97 different farm programs. 

Discussed farm problems with 3 429 persons on 
his daily and weekly broadcasts. 

ALL THIS, plus broadcasting 16 farm programs 
per week, on KTIIS! 

ake Marvin Vines, many of our KTIIS department heads, 
ntertainers, and other "names" get out and cover the 
''tate, regularly. The result — greater listening to KTIIS — 
f eater values for vou advertisers. 





'.0,000 Watts » . . CBS Radio 



Represented! J>y The Branham Co. 
Under Same Management -as KWKH, Shreveoort 

Henry Clay, Executive Vice President 
B;. G» Robertson, General Manager 



KTHS 

BROADCASTING FROM 
LITTLE ROCK, ARKANSAS 




NKLING Wl 



EVERY PROGRAM A HALF-HOUR 
OF SIDE-SPLITTING FAMILY 
SITUATION COMEDY 



BASED ON CHAR 




Mr, Archen John Eldridgt; Mrs, Archert Mary Briari- 



Dexter: Bot 



GH AFTER LAUGH! 



I 



JATION COMED 



ft LIS 

rite tenf||Iiil 



HELLO, 

I'M CORLISS... 
MILLIONS HAVE 
APPLAUDED ME ON RADIO, 
STAGE, IN MOVIES, BOOKS 
AMD MAGAZINES! NOW 
I'M READY TO 
SELL FOR YOU 

on TV! 





Y F. HUGH HERBERT 
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V Umber of color markets by fall 
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TV BASICS 



7» Dimensions of h''s> audience 

II. Television viewing habits 

III. Cost of fel'erisitm ttflrpffiting 



I ll.TI ItASICSi 
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I. Extent film m 0">ff/ lif iH* f rifimn 

II. Kernius of plw jm&g-r'ftt*!® 

in. UmlhduJity i0 tmm* far fti 
ft\ Tips: ah f#cs***p filt" 



II \l)IO I5 VS4CS 

II. tiuifh* risteitim iiuhin 

III, C#ttf "I rptlio a^-fm^mf 
TV. Radio * billinas 




All these clients on television and/or 
radio are expected back in the sponsors' 
booth this fall. Many of them, in fact, 
continue broadcasts right through the summer, 



American Radiator and 

Standard Sanitary Corp. 
American Safety Razor Corporation 
The American Tobacco Co., Inc. 
Armstrong Cork Company 
Barcalo Manufacturing Co. 
Boston Five Cents Savings Bank 
Burnham & Morrill Company 
The California Oil Company 
Campbell Soup Company 
Consolidated Edison Co. 
Cream of Wheat Corporation 
Crosley Div. of 

A VCO Manufacturing Corp. 
Curtis Publishing Co. 
De Soto Div., Chrysler Corporation 
Detroit-Michigan Stove Co. 
Doughboy Industries, Inc. 
E. I. du Pont de Nemours 

& Co. (Inc.) 
Easy Washing Machine Co. 
Ethyl Corporation 
Farmers & Mechanics Savings Bank 
Fedders-Quigan Corp. 
The First National Bank of Boston 
Fort Pitt Brewing Company 
E. & J. Gallo Winery 
Gemex Company 
General Baking Company 
General Electric Co. 
General Mills, Inc. 
General Time Corporation 
The B. F. Goodrich Company 
Hamilton Watch Company 
Geo. A. Hormel & Co. 
International Minerals 

& Chemical Corporation 
The Iron Mining Industry 

of Minnesota 
Lever Brothers Company 



Libby, McNeill & Libby 
Maine Sardine Industry 
The Marine Trust Company 

of Western N. Y. 
Minnesota Mining 

& Manufacturing Company 
M • J • B Company 
The Murine Co., Inc. 
The National City Bank of N 
National Gypsum Company 
Nehi Corporation 
Thomas Nelson & Sons 
New York State Dept. of Commerce 
New York Telephone Company 
Niagara Mohawk Power Corp. 
Northrup King & Co. 
Northwestern Bell 

Telephone Company 
Oneida Ltd. 
The Pacific Telephone 

and Telegraph Co. 
Penick & Ford, Ltd., Inc. 
Pfeiffer's Products Co. 
Polaroid Corporation 
Reader's Digest Ass'n, Inc. 
Rexall Drug Company 
Savings Bank Association 

of Massachusetts 
The F. & M. Schaefer Brewing Co., Inc 




Jacob Schmidt Brewing Co. 
Scudder Food Products, Inc. 
Sea Breeze Laboratories, Inc. 
Shreve, Crump & Low Co. 
The Southern New England 

Telephone Co. 
Standard Oil Co. of Calif. 
R. H. Stearns Company 
Timken Roller Bearing Co. 
Trans World Airlines, Inc. 
Treesweet Products Co. 
United Fruit Company 
United States Steel Corp. 
Vick Chemical Company 
Vitamin Corporation of America 
Western Condensing Co. 
White Sewing Machine Corp. 
Wildroot Company, Inc. 
J. R. Wood & Sons, Inc. 
Wynn Oil Company 
Zenith Radio Corp. 



BBDO 

BATTEN, BARTON, DURSTINE & OSBORN, INC. 



Advertising 



NEW YORK • BOSTON 

SAN FRANCISCO 
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BUFFALO 
HOLLYWOOD 



CHICAGO 
LOS ANGELES 



CLEVELAND 
DETROIT 



PITTSBURGH 
DALLAS 



MINNEAPOLIS 
ATLANTA 



WANT 
BIG 
RESULTS 



in 



Los Angeles 



use 

BIG 

The proof . . . KBIC wins TWO 

"RADIO GETS RESULTS" 

awards of 
Broadcast Advertising 
Bureau, Inc. 

In this year's national annual BAB 
competition, KBIG was the only sta- 
tion in the greater Los Angeles area 
to win, place or show. 
Von's Grocery Co. won Second Place 
in the Food and Grocery Classification 
for "Homemakers' Edition of the 
News." 

J. B. Finch Company won Third Place 
in the Home Furnishings Classification 
for its saturation spot campaigns. 
These national awards honor the sales 
effectiveness of KBIG for two charter 
sponsors whose distribution is confined 
to Los Angeles County. KBIG's 10,000 
watt "salt-water-coverage" on the 740 
kc channel makes it even more result- 
ful for advertisers who want all South- 
ern California. 



10,000 WATTS 

at740 



KBIG 



STUDIOS Itt AVALON 
AND HOLLYWOOD 




GIANT 
ECONOMY 
PACKAGE OF 
SOUTHERN 
CALIFORNIA 
RADIO 



■'"Tito' <^ I L A ^^S.-^r nj£ 

The Catalina Station 
John Poole Broadcasting Co. 
KBID-TV • KBIF • KBIG 
6540 Sunset Blvd., Hollywood 28, Calif. 

HOIIywood 3-3205 
Nat. Rep. Robert Meeker Asso., Inc. 






I' It'll Kttuneh, RuthraujJ & ft van, New York, 
says that 5:30 to 7:00 p.m. is the most undersold 
period in radio. "Often an advertiser can reach, 
many men for less dollars during that period 
than in early-morning radio," 1'hii told sponsor. 
"Beyond that, it's the transition period when men 
are driving home and are susceptible to impulse 
buying. Hence it's a good time for soft drink, 
beer or other refreshment buys, not to mention the 
usual products sold along roadsides like gasoline, 
cigarettes or, actually, any male-appeal product." 



iViua Ffiml. Scheideler, Beck <£- Werner, Heu< 
York, says that the increased radio set sales alone 
are proof of radio's continued growth. "Tv costs are 
still oat of range for many small advertisers" 
j\ina explains. "Radio's low cost-per].000, on the 
other hand, makes it a medium one can't afford to, 
overlook. The main problem is with the radio 
industry itself, which tends to undersell itself. 
Rate cutting, lor one thing, is doing more hann 
than good, giving the medium a 'bargain-basement' 
atmosphere. IT'e've found daytime radio unbeatable." 



Ittifior Itinnstetitl. media director, David J. 
Mahoney, Sew ) ork, feels that more constructive 
selling on the part of reps and station men would 
help timebnyers in their work. "Many salesmen 
could give the media people a lot more information 
about their stations and their markets," Roger told 
sponsor. "Also, it would help them and the agency- 
men if these salesmen were better informed about 
the products for which they prepare availability 
lists. A lot of time can be wasted if a rep can't 
correlate an advertiser's needs to his station." 



W illiam \>. IV//«'iii. McCann-Erickson. Xeti 
) ork, says that one of his most time-consuming 
problems is getting information on S]>ccia1-group 
radio, especially S egro and foreign-language. "In 
order to comince clients of a special group's value to 
them, a great many specific facts are needed, like size 
and characteristics of a station's special audience," 
Bill explains. He suggests that it would he helpful 
for limcbuy ers to have a central source of informa- 
tion on special groups, perhaps one rep to handle 
one special group program carried on all stationst 
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SPONSOR 



Every week more than 
30,000 people open this door 

Household Finance Corporation has used radio as a major 
sales medium for more than a quarter of a century. It has been 
a potent force in making HFC America's largest 
consumer finance company. 



LET 



WHAM 




ALFRED G. WAACK 
Director of Advertising 
Household Finance Corporation 

'Our business in the greater Roches- 
ter market is better than ever be- 
fore in our history. A great deal of 
thanks is due to the effective sell- 
ing of our service by radio station 
WHAM." 



RADIO SELL FOR 



J 




ERG-CARLSON Station, Rochester, N. Y. Basic NBC • 50,000 watts • clear channel • 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, National Representative 
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for the 



best in 



H/STEN- 
APPEAL" 



it's 



KGER 

5,000 WATTS 



SOUTHERN 
CALIFORNIA 



Los Angeles * Long Beach 
for 

^ inspirational 
programs 



KOME 

5,000 WATTS 



OKLAHOMA 



Tulsa 

for 

your musical 
Jp. moods 



KUOA 

5,000 WATTS 



Siloam Springs 

for 

*- regional 

farm features 

The Slalions of the American Home 
Owned and Operated by 



BROWN SCHOOLS, \m 

John E. Brovfn, Sr., Pres. 



You can get choice program or spot 
availabilities in these three great market 
areas. Buy all three stations as a package, 
or any one individually. Call or write today. 

Represented nationally by Gill-Ptrna Inc. 




MADISON 



8PON80K invites letters to the editor. 
Address 40 R. 49 St.. New York IT. 



HUCKSTERS 

We liked the hucksters article by 
Miles David very much ["Huckster?: 
what you can do about them," 31 Ma) 
1954. page 27]. It show? what can 
be done about the hucksters in adver- 
tising and how to do it. SPONSOR is 
to be congratulated for its leadership 
in encouraging the advertising fra- 
ternity to make more and better use 
of the facilities available for effecting 
impro\ einent from within. 

1 sincere!) hope that as a matter of 
policy you will continue to discuss 
abuses in advertising and how to solve 
them through self-regulation. We will 
be very happy to cooperate with you 
in such continuing efforts to promote 
the integrity of advertising. 
Kenneth B. Willson 



resu 



lent 



r 

Vational Better Business Bureau 
A Vic York 



PRODUCT ISN'T STOCKED 

The people of Kittery appeal to you 
as the guide of the great tv and radio 
industries : 

Hundreds here have a habit of lis- 
tening to Our Miss Brooks, sponsored 
by Colgate. It is a swell program! 
But — when these hundreds go to loeal 
stores to ask for "Guardol" (spelling 
not guaranteed — it is not spelled out 
in the commercial) the stores do not 
have it. 

My own experience as one wishing 
to preserve the steak-biters I have left, 
is that t\so groceries and the local 
drug store can provide me with noth- 
ing except "GuardolV" ehief competi- 
tor. It's anti-enzyme, So we take that 
and feel hurt at all that air advertising 
dough "oiii" to waste. 

c ~ ~ 

This same situation exists for some 
other products but we have no definite 
e\ idenee on them. 

What i.> the sen-e of spending money 
to create a desire to huv something 
\ on can t get easily ? 

But. at the least. Miss Brooks makes 
u* a vers close and deep friend of 



Colgate. How man) other firms are 
creating friends? 

Ho rack Mitchell 

Publisher 

The Kittery Press 

Kittery. Me. 



MEDIA BOOK 

We ha\e read an article in the Ma) 
3 issue of sponsor headlined, "HI. 
Psychology of media: why admen buy 
what they do" [page 34]. We under- 
stand there were two articles which 
preceded this article. If so, we'd ap- 
preciate receiving the previous two. 

With your permission we would like 
to reproduce the article referred to 
above. This reproduction may take 
the form of a mailing piece. Obvi- 
ously, sponsor will be given full credit 
when and if permission is granted ug. 

Michael Sembrat 

Manager Advertising & Prom, 

Put in an Publishing Co. 

Chicago 

• Material published in SPONSOR may he re- 
printed pro\ided permission is requested in t«rit- 
in? and erptlil is pit en. This article is part of 
ihc All-Media Series. 



Please reserve a copv of sponsor's 
All-Media Study for WITH, 

Your series is something that ad* 
vertising people have needed for a 
long time. 

Dick Sommeryille 
Program Director 
WITH and WTTH-FM 
Port Huron.. Mich., 



I would like to have reserved for 
me a copy of the volume to be pub- 
lished containing the All-Media Eval- 
uation Study originalK published in 

T. j. McDermott 
V. Jf. Ayer & Son 
A ere York 



We would like to place our reserva- 
tion for one cop) of your book. All- 
Media Evaluation Series. We have 
read the articles with a great deal of 
interest and we are delighted to know : 
that \ou are putting them into hook 
form. 

C. C. Fi LLER 
J ice President 
Tucker II ayne & Co. 
Atlanta 
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fOllD W THAI W W 1 

" 7.. to BIGGER AUDIENCES 

...to MORE CUSTOMERS 

RALPH BELLAMY 




... a great star bringing realistic, action packed 
adventures that every member of the family will enjoy! 

Now, 82 half hour films available 

• Made expressly for TV 

• Ready for 1st or 2nd run sponsorship in leading markets 





a proven success! Originally 
telecast as "Man Against Crime 1 ' 
^^^^^^ /with super-sized! national ratings 

That's not all! 

For an extra sales producing wallop you get 
MCA TV's high power pre-planned merchandising with 

ready-to-use promotion and point-of-sale material that 
will multiply the imped of every dollar you invest! 




This is the way 



to money making sponsorship of "Follow that Man!" Call your nearest 
MCA TV office about availability in your market — today! 



Mow-Complete Service for All of Canada: MCA (CANADA) LTD. 

TORONTO, ONTARIO, CANADA: 111 Richmond Street 
NEW YORK: 598 Madison Avenue, PLaza 9-7500 
BEVERLY HILLS: 

9370 Santa Monica Blvd., CRestview 6-2001 or BRadshaw 2-3211 

ATLANTA: 515 Glenn Building, Lamar 6750 

BOSTON: 45 Newbury Street, COpley 7-5830 

CHICAGO: 430 North Michigan Avenue, DEOaware 7-1100 

CLEVELAND: 1172 Union Commerce Bldg., CHerry 1-6010 




CINCINNATI: 3790 Gardner Avenue, SYcamore 9149 

DALLAS: 2102 North Akard Street, Prospect 7536 

DETROIT: 837 Book Tower, WOodward 2-2640 

SAN FRANCISCO* 105 Montgomery Street,. EXbrook 2-8922 

SEATTLE: 715 10th North, Minor 5534 

ROANOKE: 3110 Yardley Drive, NW, ROanoke 2-4857 

NEW ORLEANS: 5405 South Prieur, UNiversity 5104 



i 




Another Channel 10 First, starting July 19th! 



WJAR-TV 

CHANNEL 10 



PROVIDENCE, RHODE ISLAND 

Represented by WEED TELEVISION 



Only daily live remote TV show in New England. Emceed by 
charming Nancy Dixon and Peter Carew (piano impressions 
and satire) with 3M's three-piece combo. Ail Channel 10's talent 
and celebs visiting Providence will guest. Direct selling to a 
tested women's audience from the area's leading hostelry, 
Monday through Friday, 9:00 to 10:00 a. m. 

Join us for breakfast, sample your products to 100-plus radiantly 
responsive guests in the Sheraton-Biltmore Garden Room. Their 
approbation will register for sure — because 1,120,925 sets in 
area give us 93T coverage! Availabilities now open — call 
WEED Television. 

NBC — Basic 
ABC — Dumont — Supplementary 



14 



SPONSOR 



r 



I want to say that your current se- 
ries on the various media in the busi- 
ness is slightly more than terrific. I 
have, of course, ordered the complete 
book and assure you that everyone I 
know will have an opportunity to read 
the full text. . » 

Frank Stubbs 
Station Manager 
KIMS, Lincoln, Neb. 

•» SPONSOR'*. AU-Mr.Ha Evaluation Series will 
bo reprinted in hook form next month. I'rire is 
$4 a ropy. You mav order now liy writing to 
40 East 19 St., New York 17. 



MERCHANDISING HELP 

In the June 14 "Report to sponsors" 
[page 2] you mention the time buying 
guide we prepared for the franchise 
bottlers of Hires Root Beer. You indi- 
cate that "Stations will welcome idea, 
but may raise eyebrows at some of 
tips; m » » free merchandising help. . ." 

Let me point out that the subject 
of free merchandising was the last 
item discussed in the "Guide." The 
first and most important considera- 
tion is, of course, how to establish a 
good advertising schedule. 

However, many stations do offer 
merchandising help, and the best way 
to get this "extra" help is to ask jor 
iff Exactly how much merchandising 
and the form it should take is a sub- 
ject for negotiation between buyer and 
seller. 

Although it does not replace good 
advertising schedules, it is interesting 
fo note the different stations' reactions 
to requests for merchandising. Some 
feel it is a necessary evil — the price 
you pay to get the schedule; others 
use it as a sales tool. We like the 
latter approach ! 

Dirk A. Watson 
N. W. Ayer & Son 
Philadelphia 



RADIO/TV DIRECTORY 

Would you please send me one copy 
of your 1954 "Radio/Tv Directory"? 

G. H. Mathisen 
Advertising Dept. 
Colgate-Palmolive Intl. 
Jersey City 



We keep a running file in our sales 
office on all SPONSOR stories, and think 
they are terrific. I would appreciate 
me several additional 



your sending 



copies of the new 1934- '55 Radio/Tv 
Directory. 

Fred L. Bernstein 
General Manager 
WTTM 
Trenton 



Please, please, please send us three 
copies of the latest directory. 1 have 
used last year's until it is ragged and 
worn. 

Eleanor Bolenbaucii 
WTOP-AM-FM-TV 
W ashington, I). C. 



Thank you for the handy Radio/Tv 
Directory which we received this 
morning. 

I was somewhat disturbed to note 
that the Unity Television Corp. listing 
indicates a wrong telephone number. 
The correct number is LOngacre 
4-8234. I would appreciate it if you 
will make a personal note to correct 
this in your next issue. 

Len Firestone 
Sales Manager 
Unity Tv Corp. 
New York 

• SPONSOR'S 1954 Uadio/Tv Directory is avail, 
aide free of cliarjre to subscribers,. 



TV PIONEERS CHART 

I saw a copy of the bulletin board 
copy of the tv chart that appeared in 
the Mav 17 issue of sponsor ["TV 
PIONEERS," page 59]. It is indeed 
very interesting and informative. I 
would appreciate it very much if you 
would send me a couple or so copies. 

J. W. Collins 

Manager 

WAGA-TV, Atlanta 

m Extra eopies of the "TV PIONEERS" growth 
chart are available on request. 



SUNDAY SUPPLEMENT 

I have been meaning to write before 
now to say thanks for the splendid 
story that SPONSOR ran on the subject 
of WNBC-WNBT's "Sunday Supple- 
ment" concept ["New way to buy local 
radio-tv: as a Sunday supplement," 31 
May 1954, page 38]. We are very 
gratified for the attention the idea re- 
ceived from your magazine as well as 
the broadcasting and advertising trade 
press in general. Joan Marks did a 
fine job in writing the story. 

Equally important in my opinion as 




Newest Southeast 
Kansas — Northeast 
Oklahoma survey 
covering 1 1 
county Coffeyville 
trade area (256,000 
people) reports: 

KCCF HAS BIG- 
GEST AUDIENCE 
IN 45 OUT OF 52 
MONDAY THRU 
FRIDAY i/ 4 HOUR 
STRIPS! (6:00 
A.M. to 6:30 P.M.) 

KGGF with 10 
KW on 690 KC 
delivers primary 
coverage to a total 
of 87 counties in 
Kansas, Oklahoma, 
Missouri and 
Arkansas. 






KGGF 



690 KC ABC 

COFFEYVILLE, KANSAS 



f 



WEED & CO., Notional Repres^ntat! 



metropolitan giant of 
he south reaches... 




Fabulous Houston has grown from the frontier town of 
yesteryear to the mightiest giant of the South! On July 3rd, 
metropolitan Houston population reached the million mark. 
One million people, representing well over $1,195,425,000 
in retail sales* with an effective buying income of over $6,298 per 
family.* One million, working, buying, energetic people who 
represent the largest metropolitan market of the South 



KCOH 

1430 

George W. Clark, Inc. 

KNUZ 

1230 

Farjae & Company, Inc. 

KPRC 

950 

Edward Petry 
& Company, Inc. 

KTHT 

790 

H-R Representatives, Inc. 

KTRH 

740 

John Blair & Company 

KXYZ 

1320 

Free & Peters, Inc. 

KYOK 

1590 

John E. Pearson Campony 



Sales Management 
Survey of Buying Power 
May 10, 1954 




KJEO-TV 

FRESNO, calif. 

EXCLUSIVE 
UHF MARKET 



ALL stations in the Fresno Trade Areo 
are UHF stations. Las Angeles and San 
Francisco cannot possibly get into this 
area. The flat Valley topography, sur- 
rounded by mountains, and the 4400 
ft. height of the KJEO transmitter 
gives UHF every natural odvontage. 

'SAN FRANCISCO 




the commercial success of the idea was 
the favorable response we got not only 
from the client- who bought it hut 
from many agencies and businessmen 
who wanted to see if the idea tould he 
made applicable to their clients or 
products. We are so encouraged that 
our second supplement was held the 
weekend of June \$\ on the subject of 
domestic travel and again there are 
already encouraging sales signs. A 
group of Pan American countries have 
come to us to explore the possibility 
of doing a supplement on vacation and 
travel in their areas. 

I think sponsor can rest assured 
thai in keeping with its editorial pol- 
icy vou have performed another serv- 
ice to the industr) by bringing the de- 
tails of a fresh new idea to the atten- 
tion of your readers. 

Hamilton Shea 
General Manager 
WXBC-WXBT 
Aeic York 



CHANNEL(47) 



ABC-TV AFFILIATE - 

GREATER Coverage 

SUPERIOR Reception 

Powerful new 12 KW transmitter 
now in operation with E R P of 

444.000 WATTS 

Covers ALL Central California's 
rich BILLION dollar market. 

123,354 sets 
July 1954 

REPRESENTED NATIONALLY BY 

THE BRANHAM COMPANY 

Offlcei In Leading Cltl«f 



SPONSOR INDEXES 

Did SPONSOR publish an index prior 
to 1953? W e have the indexes for the 
first and second half of 1953. \\' T e have 
also saved practically all of the spon- 
sor magazines since you started pub- 
lishing, and this collection would be 
more useful if we had an index of the 
earlier issues. Glancing through copies 
for a couple of years prior to 1953. T 
could not find where an index was in- 
cluded. Perhaps you published those 
separately . 

Frank S. Proctor 

Manager 

WTJS 

Jackson, Tenn, 

• SPONSOU puhlivhe« inih-xes lo it* anirles 
semi-annually, in January anil July. Ttie index 
for the fir»t six month* of 195 1 * ilt appear in 
the nexl i"iie, 2f> July. SPONSOR has heen, 
pnltlKhiiig the^e luitexe* sinee 1')17. 



n 



AN 



open dm 

to the Nation's 
Test Market! 

WLBC-TV 



Muncie . . . sometimes called Mid- 
dletown, U.S.A. . . . has been the 
nation's recognized test ;market for- 
years. Reach this rich Muncie area 
market via WLBC-TV. 

it 70,000 UHF sets 
if 65% tuned to Channel 49 
# $200 Base Rate 
All 4 networks 
iC Proven Test Market 



NEGRO ISSUES 

W ill you please send us five copies 
of your first annual Negro Section if 
still available. In addition, if you have 
any reprints on any articles concerning 
Negro radio, please send five copies. 

John M. Mc.Le.ndon 
Indianola. Miss. 



• SI'ONSi llCn Hi In! annual »(!TO Seetion will , 
lie out 20 Septeniher I Hark W»ue* eon- 

taining previous Nepro «.eetlon» are in i»horl sup- 
ply. IIo*cwr, the 1 °-o 1 Prugram Cnitie <le*ole* 
an e»tlre Aeellon lo .Negro radio ami N a^ailahle 
free lo (iuh*erlliem. l-'xtra eoples, $2 eaeli. 

{{'lease turn lo page 205 \ 




MUNCIE, INDIAN 



O'NEIli. IROAOCASTING CO. 
FRESNO/CALIFORNIA 
P. O. lex 1708 Phone 7-8405 

J, E. O'Neill, President 



Houston hits a 

MILLION! 





Metropolitan Houston reached the million population mark 
on July 3rd. This fabulous industrial giant of the Gulf Coast, 
representing a net effective buying income of $1,856,123,000.00, 
becomes the first million population metropolitan area in the South. 
Tremendous expansion of the city itself barely keeps pace with the 
ever-increasing demands of industry. A million strong today, with 
the promise of an eminently greater future, Houston proudly claims 
the slogan of "Industrial Frontier of the South." 

KPRC is FIRST 

KRPC radio and television remains FIRST in the hearts of 
the metropolitan million. First in morning . . . afternoon . . . 
evening . . . first all the time. 






JACK HARRIS, Vice President and General Manage/ • .Nafipnalfy Represented b/ EDWARD PETRY & CO, 



first in the Sooth's FIRST MILLION METROPOLITAN MAMCM 
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NATIONAL BROADCASTING COMPANY, INC. 

GENERAL LIBRARY 
SO R0GKEFELLER PLAZA, NEW YORK, N. Y 
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Popularity is determined by how 
many listen. In San Diego, mare people 
listen ta KSDO than any other 
station, according ta HOOPER^ 

Whatever it is, you can sell it faster, 

for fewer dallars-per-sale an 
San Diego's FIRST station . . . KSDO. 
May we show you why KSDO 
gets more attention thon 
any other station? 





by Bob Foreman 



Although this is the Fall Facts is-ue of sponsor, the 
following epic delves into a fact that is with u.- without regard 
to season. Since fall, however, is the beginning of the big 
time, it's as good a season a- any to launch this subjech 

The testimonial has long been con.-idered one of adland's 
big guns, as well it should. For this approach to selling has 
the same basic appeal as the over-the-fence conversation, the 
telephone-tip, the friend-to-friend suggestion. In addition to 
these virtue*, advertising has brought the appeal of emulation 
to the testimonial technique so that the beauty secrets of 
movie stars, the vigor of shot-putters and the skills of racing 
drivers are imparted through testimonial advertisement- — 
to name just a few of the vicarious virtues available. 

Now along comes television and makes these advice-givers, 
whether of the star variety or the common garden genus, 
appear in person utilizing their voice and their visage and 
perhaps perform a few seconds of their specialty which could 
be anything from kissing Robert Taylor to driving a car 
through fire. Then come* the -ell. 

As usual, television places added burdens on the advertising 
folks (meaning everyone from copywriter to film director),, 
since tv always tends to expose the phoney in >hort order. 

The giver of the testimonial has to know what he or she is 
talking about — -and. more important, has to appear to or 
the total effect is, instead of convincing, detrimental: to the 
product. 

Many are the campaigns, it turns out, that cannot stand 
this new onus. In other words, what makes tv n> great as il 
is, is also its greatest handicap. W hen you miss, you miss by 
the proverbial country mile. 

\\ hat the above wordage leads me to is the broader aspects 
of the poorly conceived testimonial campaign — -the aftermath 
of phoniness created on and in television. The harm done 
is not merely to the product for which the copy was designed 
but to a more or less degree for the entire medium of 
television, then in turn for all advertising. The degree is 

i Please (urn to page 02 1 
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IN INLAND CALIFORNIA (and western nevadaj 





DELIVERS MORE FOR THE MONEY' 



These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los Angeles 
stations combined . . . and at the lowest cost per thousand! 
(SAMS and SR&D) 

Ringed by mountains, this self-contained inland market is 
90 miles from San Francisco and 113 miles from Los Angeles. 
The Beeline taps a net effective buying income of almost 4 
billion dollars. 

(Sales Management's 1953 Copyrighted Survey) 

WCLATCHY BROADCASTING COMPANY^ 

SACRAMENTO, CALIFORNIA * Paul H. Raymer Co., National Representative 




KOH/o RENO 

KFBK ° SACRAMENTO 
KWG I STOCKTON 

f \ 

KMJ o FRESN ° 

\ \ 

KERN © BAKERSFiELD 
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starring HUGH MARLOWE with Florenz Ames as Inspector Qi 



A 



tpa 

sales 
builder 




our tin^s . • • 




Here's a new TV show that's as reassuring a& money in the bank ... a first-run series 
that's backed by a 25-year habit of success* 

A SUCCESS IN EVERY MASS MEDIUM 

In print , . . on the screen . , . on the air— "Ellery Queen" has consistently spelled "box-office". 
On TV live— on a handful of DuMont-cleared stations— "Ellery Queen" demonstrated an amazing 
ability to dominate its period, without any "inheritance" . . . against any competition. 
Now, specially filmed for TV . . . starring the man who created the radio role, "Ellery Queen" 
is marked for new highs. 

A TREMENDOUS READY-MADE AUDIENCE 

The readers who made "Ellery Queen" a 30,000, 000-copy best-seller . . . the movie goers . . . 
the former listeners and viewers— these are the people who give this new series a ready made, 
multi-million audience. Marlowe fans who have enjoyed his work on stage and screen 
("Voice of the Turtle" . . , "Twelve O'Clock High" and many others) will swell the figure. 
And top production— all down the line— will win and hold new viewers for this series. 

A SHOW THAT CAN'T MISS 

To the proved commercial impact of mystery shows, "The Adventures of Ellery Queen" 

adds the power of a great name . . . the prestige of fine dramatic programming. Call, write or wire 

for the full story, and for franchises in areas where you need a show that can't miss. 




evision 



7 VAMSON AVENUE, NEW YORK 22, N. Y, - 1041 N. FORMOSA AVENUE, HOLLYWOOD 46, CALIF 





THE CLOVERLEAF 
STATION 



MONTEREY 



SALINAS 



SANTA CRUZ 



WATSON VI LIE 





FAST 
GROWING 
MARKETS 

SERVING 
300,000 
LISTENERS 



5000 

WATT 



SALINAS 

CALIFORNIA 




REPRESENTED 



iWir tleuelttpmvnls on SPONSOIt &tm'ie§ 

S©e: "For«ifrii-laiiK"af;<' radio: 1933" 

Issue: 26 January 1933 

SllllJCCl : V*w Spanish-language t*v shou on 
\\OK-T\ appeal* rti large market 

.New ^ ork f s 817,000 Spanish-speaking people might be called 
Americas ninth largest market: the group not onh tops Boston, but 
abo is growing at the rate of 1.135 Spanish-speaking people weeklv, 
according to the Ma)or*s Committee on Puerto Kican Affairs. 

WOK-TV, New York, is seeking to cash in on the market with a 
weekh hour-long Spanish Hour. Station reports it is hooked solid 
with advertisers, and that there's a waiting list for fall. 

According to a special Pulse survev done for the station, Spanish 
Hour has a 27.5 rating among the Spanish-speaking population— the 
Mo. 1 show among the Puerto Kican group at that time I Mondav, 
10:00-11:00): it is seen in half the Spanish-speaking homes where 
tv sets are in use: it tops the next closest program 1>\ 1 \\ r 'r : reaches 
176 families in every 100 Spanish-speaking homes watching the 
program: is viewed by 389 viewers per 100 sets: ha* a circulation 
exceeding that of two Spanish-language newspapers. 

The program features visiting celebrities of the Latin American 
world. Five-minute film clips of current Spanish-language movies 
when show n drew such a large response that Azteca Films I one of 
the worlds largest producers of Spanish-language films! bought a 
quarter-hour segment of the program. Other quarter-hour sponsors 
include Gustone Vitamins. Busch Jewelry Stores and Colony Motors. 
Albert Ehlers (for Cafe Caribe eoffee I has just finished a 13-week 
cycle, will hiatus for the summer and return again next fall. 

The program draws about 7,000 pieces of mail weekly, of which 
about 25 r f is written in English. 

Ten out of the 273 tv stations responding to sponsor's Program 
Guide questionnaire reported Spanish-language programing. The 
Program Guide, just puhli-hcd. lists specialized programing b\ 
1,568 radio and 273 tv stations. The tv stations reporting special- 
ized programing for the Spanish-speaking population of the L.S. are 
generally located in the Far West and Southwest. * * * 

Sec: "What yon should know a hunt filnv 

»er\ice firm>" 

Issue: 8 February 1934. page 48 

SllJljoC't: Services' a\atlahl.e to film indicators,, 
t\ stations 

Tv executives were surprised recently when a plan was announced 
for sav ing them, rather than costing them monev . 

According to the Bonded Film Storage Co.. the tv industry could* 
save at least 20 r c of the cost of transporting film— if it were all 
shipped from a "pool"' maintained in central film "warehouses ' by 
Ponded Film Storage. 

Under the Bonded plan, the shippers would take advantage §{ 
lower freight rates due to increased weight shipped. 

For example, a reel of film weighing five pounds costs as much 
to ship as 10 reels weighing 50 pounds. However, film distributors, 
networks, agencies and stations don't have time to wait around until 
thev get a big shipment of film — all to be shipped to just one 
destination. Therefore, thev have to ship in smaller (and more 
expensiv e l lots. 

Bonded would also service the film I clean, in-pect. repair'. 

Chester M. luiss, president of Bonded, said the plan for consoli- 
dated film shipment* would save at least SI million of the more than 
S5 million spent annualK for tv film transportation. * * * 
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The Land of Milk and Honey is Not a Test Market! 




\ 



What's typical or average 

.<■■ 

about a 
rich area of 
a million folks 
with exactly one 
TV station 
since March 1953 

. . especially 
when that 
4 network operation 
has 100,000 watts 
on Channel 2? 




Haydn R. .Evans, Gen. Mgr. 
Rep: WEED TELEVISION 



WAITING 



FOR YOUR SHIP 
TO COME IN? 



You won't have to wait very long in 
Cleveland — for this inland port (along 
with all its other bustling activity) 
set a new all-time record for itself 
last year in volume of dry, bulk 
freight moved. During 1953, the Great 
Lakes fleet carried almost 200 million 
net tons - and over 809< of its 286 
vessels call Cleveland home. 

The movement of Cleveland-made 
goods to the rest of the world is 
matched in magnitude only by 
the influx of goods Clevelanders 
want to buy. (How competent they 
are to do this is reflected by 
their 1953 banking balance of 
$33,387,000,000.) 

Industrial action is the mounting 
keynote in the Cleveland area, 
geared to America's industrial 
progress. And the one TV station 
that's really geared to Cleveland's 
thoughts and tastes is WXEL. It 
follows that the shortest route 
between two points (i.e., Cleveland 
pocketbooks and your advertising) 
is via the television station iden- 
tifying itself most closely with 
this remarkable market. As other 
advertisers are happily finding, 
your ship comes in every day when 
you sign aboard WXEL. Ask the 
KATZ agency for details. 

Cleveland 

WXEL 

Channel S 
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iVcie on Television Networks 
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SPONSOR 



Borden Co, (Instant Cof- 
fee), NY 

Brown Cr Williamson Tob 
(Viceroy), Louisville, Ky 

Campbell Soup Co, Cam- 
den, N| 

Chrysler Corp, Detr 

Chun King Sales, Inc, 
Duluth, Minn 

Doeskin Prods, NY 

Firestone Tire Cr Rubber 
Co, Akron, 0 

Florida Citrus Comm, 
Lakeland, Fla 

Ceneral Mills, Mpls 

Dorothy Cray Cosmetics, 
NY 

Creen Ciant Co, LeSueur, 
Minn 

Hawaiian Pineapple Co 

(Dole), SF 
[nfl Shoe Co, St. Louis 

Int'l Shoe Co, St. Louis 

Johnson Cr Johnson, New 

Brunswick, NJ 
Lehn Cr Fink, NY 

Liggett Cr Myers (Ches- 

terfield), NY 
Minute Maid Corp, NY 

John Oster Mfg, Racine, 
Wis 

Pharmaceuticals, Newark 

Pharmaceuticals, Newark 
Pillsbury Mills, Mpls 

Procter Cr Camble, Cinci 
Procter Cr Camble (Tide)* 
Cinci 

Procter Cr Camble, Cinci 
Procter & Camble, Cinci 

Procter & Camble 

(Cheer), Cinci 
Reardon Co (Dramex), St 

Louis 

R. J. Reynolds Tob, 
Winston-Salem, NC 

R. J. Reynolds Tob, 
Winston-Salem, NC 

Serutan Co, Newark 

S.O.S. Co, Chi 

A. E. Staley Mfg Co, 

Decatur, III 
C. A. Swanson, Omaha 

Toni Co, Chi, 

Toni Co, Chi 

Toni Co, Chi 

Toni Co, Chi 

Toni Co, Chi 
Winder Co, Chi 



AGENCY 



CCSS, NY 
Ted Bates, NY 
BBDO, NY 

McCann-Erickson, Detr 
JWT, Chi 

Crey Adv, NY 

Sweeney Cr James, Cleve 

JWT, NY 

Tatham-Laird, Chi 

Lennen Cr Newell, NY 

Leo Burnett Co, Chi 

N. W. Ayer, SF 

Henri, Hurst Cr MacDon- 

ald, Chi 
D'Arcy, St Louis 

Y&R, NY 

Lennen & Newell, NY 

C&W, NY 

Ted Bates, NY 

Henri, Hurst & MacDon- 

ald, Chi 
Edward Kletter, NY 

Edward Kletter, NY 
Leo Burnett, Chi 

Benton & Bowles, NY 
Benton & Bowles, NY 

Compton, NY 

Dancer-Fitzgerald- Sam- 
ple, Chi 
Y&R, NY 

Krupnick & Assoc, St 

Louis 
Wm. Esty, NY 

Wm. Esty, NY 

'Mward Kletter, NY 
MrCann-Erickson, SF 

Ruthrauff & Ryan, Chi 

Ta'.ham-Laird, Chi 

!.?o Burnett, Chi 

Leo Burnett, Chi 

L-3 Burnett, Chi 

Weiss & Celler, Chi 

W-ss & Celler, Chi 
i a:h2.---Liird. Chi 



STATIONS PROGRAM, time, start, duration 

CBS TV 69 Carry Moore Show; F 11-11:15 am seg; 9 July; 

52 wks 

CBS TV B6 Viceroy Star Theatre; F 10-10:30 pm ; eff 2 July 

CBS TV Lassie; Sun 7-7:30 pm; eff 12 Sept 

CBS TV 70 Title TBA; Th B:30-9 pm; 30 Sep; 52 wks 

CBS TV 70 ' Carry Moore Show; alt Th 10:15-10:30 am seg; 

eff 15 July, 52 wk? 
CBS TV 45 Robert Q. Lewis; M 2-2:15 pm; 13 Sept; 39 wks 

ABC TV Voice of Firestone; M 8:30-9 pm; 14 June; 52 

wks; simulcast 

ABC TV Twenty Questions; T 8:30-9 pm; 6 July; 52 wks 

CBS TV 60 Captain Midnight; alt Sat 11-11:30 am; 4 Sep; 

52 alt wks 

ABC TV Ray Bolger Show; joint sponsor F B:30-9 pm; 17 

Sept; no. wks not set 
NBC TV Mickey Rooney Show; alt Sat B-B:30 pm; 2B Aug; 

no. wks not available 
CBS TV 46 House Party; F 2:45-3 pm seg; 30 July; 52 wks 

NBC TV Howdy Doody; alt F 5:45-6 pm; 6 Aug; 7 telecasts 

NBC TV Ding Dong School; alt T 10:15-30 am seg; eff 

2B Sept 

NBC TV 76 Imogene Coca Show; partic sponsor Sat 9-9:30 pm; 

2 Oct; 39 wks 

ABC TV Ray Bolger Show; joint sponsor F B:30-9 pm; eff 

17 Sept 

CBS TV 73 Tv's Top Tunes; M, W, F 7.45-B pm; 2B June; 

summer repl Perry Como; B wks 
ABC TV 51 Super Circus; Sun 5:30-6 pm seg; incr from alt 

wk to every wk; eff 27 June 
NBC TV 49 Today; partic sponsor M-F 7-9 am; 2B Sept; 15 

partic 

CBS TV 66 Juvenile Jury; T B:30-9 pm; 22 June; summer 

repl for Red Skelton 
CBS TV B6 Two in Love; Sat 10:30-11 pm; 19 June; 52 wks 

NBC TV Mickey Rooney Show; alt Sat B-B:30 pm; 28 Aug; 

no. wks not available 
CBS TV 122 On Your Account; M-F 4:30-5 pm; 5 July; 52 wks 

NBC TV Concerning Miss Marlowe; M-F alt das 3:45-4 

pm; 5 July; 52 wks 
CBS TV 67 The Seeking Heart; M-F 1:15-1:30 pm; 5 July; 

52 wks 

CBS TV B9 Welcome Travelers; M-F 1:30-2 pm; 5 July; 52 

NBC TV Colden Windows; M-F alt das 3:15-3:30 pm; 5 

July, 52 wks 

NBC TV 49 Today; partic sponsor M-F 7-9 am; B Sept; 14 

partic 

NBC TV The Hunter; Sun 10:30-11 pm; eff 11 July 

CBS TV 32 Morning Show; T-F 7-.45-50 am; alt das; 1 June; 

31 wks 

Du Mont 51 The Stranger; F 9-9:30 pm; 25 June; 13 wks 

CBS TV 56 Bob Crosby Show; alt F 3:30-45 pm seg; 9 July; 

52 alt wks 

ABC TV Don McNeill's Breakfast Club; T, Th 9:30-9:45 

am seg; 27 July; 52 wks 
CBS TV 67 Bob Crosby Show; alt Th 3:30-3:45 pm seg; 5 

Aug; 56 wks 

NBC TV College of Musical Knowledge; Sun 7-7:30 pm; 

4 July; 11 wks 

CBS TV 57 Carry Moore Show; alt Th 10:15-10:30 am seg; 

eff B luly; 52 wks 
NBC TV People are Funny; alt Sun 7-7:30 pm; eff 19 

Sept 

CBS TV 4B Bob Crosby Show; T 3:30-3:45 pm seg; 15 June; 

52 wks 

NBC TV Dollar a Second; Sun 10-10:30 pm; eff 4 July 

CBS TV 60 Caotain Midnight; alt Sat 11-11:30 am; 4 Sept; 

52 alt wks 



Henetvetl etn Television iXetieovLs 



SPONSOR 



Brown Shoe Co, St Louis 

Col»-ite-P->lmdlijte, Jersey 

City, NJ 
Continental Baking, NY 
Ceneral Mills, Mpls 

Ceneral Moto-s, Frigidaire 

Div, Det oit 
Hotpoint Co, Chi 



AGENCY 



"leo Burnett, Chi 

Wm. Esty, NY 

Ted Bates, NY 
Wm. Esty, NY 

FC&B, Chi 

Maxon, Chi 



STATIONS 

ABC TV 60 

CBS TV 116 

NBC TV 35 

CBS TV 71 

CBS TV 52 

ABC TV 67 



PROGRAM, time, start, duration 

Smilin' Ed's Cang; Sat 10:30-11 am; 21 Aug; 
wks 

Strike It Rich; W 9-9:30 pm; 7 July; 52 wks 



52 



Howdy Doody; W 5:30-6 pm; 9 June; 52 wks 
Barker Bill's Cartoons; W, F 5-5:15 pm; 2 |une- 
52 wks 

Arthur Codfrey Time; T, Th 10:30-45 am; 8 

June; 52 wks 
Adventures of Ozzie & Harriet; alt F B-B:30 pm; 

2 July; 52 wks 








Xumbers after names 
refer to iXew and Re- 
new category 

George .1/. Finlry(Z) 
Rodney Erickson (3) 
H. D. Talbot Jr. (i) 
E. H. Weitzen (4) 
E. Gelsthorpe '4) 
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Renewed on Television Networks (continued) 



SPONSOR 



Int'l Stiver, Mcridcn, Conn 

Kellogg Co, Battle Creek, 
Mien 

Nestle Co, White Plains. 
NY 

Pillsbury Mills. Mpls 

Pillsbury Mills. Mpls 
Plymouth Div, Chrysler 

Corp, Detroit 
Ralston Purina, St Louis 
Revere Copper & Brass, 

NY 

Simmons Co, NY 



AGENCY 


STATIONS 


Y&R, NY 


CBS 


TV 


56 


Leo Burnett, Chi 


NBC 


TV 


48 


Cecil & Prcsbrey. NY 


ABC 


TV 


53 


Leo Burnett, Chi 


CBS 


TV 


51 


Leo Burnett, Chi 
N. W. Aycr, NY 


CBS 
CBS 


TV 

TV 


50 
139 


Cardncr, St Louis 

St- George & Keyes, fiY 


ABC 
NBC 


TV 
TV 


53 
22 


Y&R, NY 


CBS 


TV 


56 



PROGRAM, time, start, duration 



My Favorite Husband; alt Sat 9:30-10 pm;1 

Sept, 22 alt wks 
riowdy Doody; T & Th 5:30-5:45 pm; 1 June 2 

wks 

Space Patrol; alt Sat 11-11:30 am - 4 Sept-; 52 \ 

Arthur Codfrey Time; M -Th U';15-30 ami 

June, 52 wks 
House Party; M-Th 2:45-3 pm; 1 June; 52 w! 
That's My Boy, Sat 10-10:30 pm; 10 July; 13 i 

Soacc Patrol; alt Sat 11-11 :30 am: 4 Sept; 52 $ 
Meet the Press; alt Sun 6-6:30 pm; 1.1 July 3 
Pgms 

My Favorite Husband; alt Sat 9:30-10, pm I 
Sept. 22 alt wks 



3, 



See page I for New National Spot Radio and Tv Business) 

Advertising Agency Personnel Changes 

NAME I FORMER AFFILIATION 



NEW AFFILIATION 



C Ralph Bennett 

Barry Blau 

Albert R. Bochroch 

Douglas K. Burch 

Christopher Cross 
Harold H. Dobberteen 
Rodney Erickson 
Ceorge M. Finley 
Ted Cravenson 
Mary Harris 
Sander Hcyman 

Kingslcy F. Horton 
Howard S. Johnson 
Russ Johnston 
Franklin P. Jones 
Edward J. Labs, Jr. 
William W. Lewis 
Phillip L. McHugh 
Joseph C. Meehan 
William S. Oliver 
Roger Purdon 
Daniel Welch 
Granville Worrell 



Fred Cardncr Co, NY, partner & creative dir 

Huber Hoge & Sons, NY, media dir 

Cray & Rogers, Phila, contact dept & in chg new 

bus > 
Benton & Bowles. NY, asst tech dir tv, assoc 

redg dir radio 
K&E. NY. asst publicity dir 
Foote, Cone & Belding, NY, vp & dir media 
Y&R, NY, mgr acct planning 
Bryan Houston, Inc, acct exec 
Ben Sackhcim Co, NY 
Free lance r-tv dir, prod, writer 
Schcnley Ind, LA, adv & sis 

CBS, Pacific Coast, sis mgr 

C&W, NY, dir pub rcls r-tv 

Ward Whcelock, Phila. in chg r-tv 

Cray & Rogers, Phila, publicity dir 

Allied Bdctg Co, Syracuse, gcnl mgr 

Ceyer, NY, comml dir 

Tracy-Locke Co, Dallas, r-tv dir 

Ceyer Adv, NY, pr acct exec 

Ayes, Swanson & Assoc., Lincoln, acct exec 

Wm Wcintraub, NY, copy chief 

Foote, Cone & Belding, Chi, acct exec 

Cray & Rogers. Phila, contact dept 



Same, exec vp 

Emil Mogul Co, NY, traveling r tv time buyer 
Same, vp 

Stockton. West, Burkhart, Inc, Cir.ci, mgr 61 
progrmg 

Same, dir exploitation div prom dept 
Bryan Houston, Inc, NY, vp & dir media 
Same, vp 

Same, vp & acct supvr 

Wexton Co. NY, vp & chmn plans bd 

McCann-Erickson. NY, prodn supvr 

Roy S. Durstinc, Inc, LA, exec staff, head 

r-tv activities 
McCann-Enckson, NY\ r-tv acct exeC. 
Same, vp 

McCann-Erickson, NY. acct exec 
Same, vp 

Flack Adv, Syracuse, acct exec 
Same, dir r-tv 

Campbell-Ewald, Detroit, r-tv dir 
Same, dir pub rel dept 
Curt Freiberger & Co, Denver, acct exec 
Bryan Houston, NY, vp & creative dir 
Needham, Louis & Brorby, Chi, acct execi 
Same, vp 
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Sponsor Personnel Changes 



NAME 

Charles Derrick 
Edward Celsthorpe 

Robert M. Lehman 
Norman V. Osborn 
Harold D. Talbot Jr. 

Edward H. Weitzen 



FORMER AFFILIATION 
Pepsi-Cola, NY, display mgr 

Bristol-Myers, NY, dir specialty sis, new prods 

devel dept 
Duane Jones, N Y, mdsg mgr 
Ward Whcelock Co, Phila, mgr plans-media dept 
B. F. Coodrich. Watertown, Mass., sis prom mgr I 

floor covrg div 
Bulova Research & Devel. Labs, NY, prcs & dir 



NEW AFFILIATION 



Same, adv mgr 
Same, dir sis prom. 



prods div 



American Safety Razor Corp, NY, asst mdsg » 
Thomas Lipton, Inc, Hobokcn, media dir 
Sylvania Elcc, Salem, Mass, adv mgr, lighfi 

American Machine & Foundry, NY, vp in chg r 
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IS etc Firms, Sew Offices, Changes of Atltlress 



ABC's Western Film Synd, Hywd. new address, 1539 North 

Vine St, Hywd 2B 
Fred W. Amend Co, Chi, new sales office, 1603 Orrington Ave, 

Evanslon, III 

Amer Merchandising Org, Phila, new radio-tv prize supplier, 

203B Pine St, Phila 
BMI, new exec office address 5B9 Fifth Ave, NY, PLaza 

9-1500 

Campbell-Ewald, NY, new addicss, 48B Madison Mu B-3400 

Ettinger Co, Hywd, new address, 8120 Sunset Blvd 

Ccncral Adv Agency, new agency. Markham Bldg. 1651 Cosmo 

St, Hywd; owner jonn M. Kemp 
Mel Cold Prodns, new NY film prodn co at 1639 Broadway. 

Mel Cold, prcs, formerly head of N » t' I Screen Service, East 

Coast div 



William W. Harvey Co. new offices at 5747 Melrose Ave^U 
Hcadley-Rccd, new New Orleans office, 504 Delta I 
Baronne St 

KBiF, Fiesno, new address, KBID-TV bldg, 1117 "N" 5* 
Lew King Adv, Phoenix, becomes Le* King Prodns, corrp 

p-odn scrv avail for radio & tv 
McCann-Erickson, NY absorbs Wilkinson, Schiwetz & t 

Hous'on agency 
McCow.-'n Prodns, lA, new telefilm prod firm address K 

Studios, La Brca Ave, LA 
Official Films, new West Coast offices, 275 So Beverly 

Beverly Hills. Cal 
Pelican Films, new co at 41 W. 47 St, NY, formed 6y Tho 

J. Dunford, Jack Zander & Elliott Baker 
William C. Rambcau Co, Chi, new offices at 1:B5 No Will 

Ave. Chi 1 



Numbers alter names 
refer to Sen and Re- 
neu- category 

II. S. Johnson (3) 
Don phis K. Hun h i 3 i 
liofirr Pur ilon 13) 
If ill ia in A. I.ruis (3) 
//. //. DnlibrrtrenVM 

Cmnrillc l( orrrl/lA) 
I. R. llochrorh 13) 
franklin /'. i<wi<\<«<3) 
7 <■</ (,rm ciison '3 1 
/. I.uhs Jr. (31 




Iowa has six Metropolitan Areas which, all 
combined, do 32.8^c of the State's Retail Sales, 
as shown at the right. 

Quite a number of radio stations can give you 
high Hoopers etc., in ONE Metropolitan Area. 
WHO gives yoi/ high coverage in virtually 
ALL the State's Metro pol /tat/ Areas, pl//s prac- 
tically all the REMAINDER of Iowa, too! 



RETAIL SALES PERCENTAGES 



5.4% Cedar Rapids - • 

4.2% Tri-Cities- • . 

11.4% Des Moines • • 

2.9% Dubuque • • ■ 

4.6% Sioux City • • 

4.3% Waterloo • • • 

32.8% TOTAL METRO. AREAS 

67.2% REMAINDER OF STATE 1 

100.0% 

(1054 Consumer Markets fieuret) 



At 9 a.m., WHO gives you 
74,526 Actual Listening Homes 
for only $47.50 



(157 LISTENING HOMES per PENNY!) 



According to the authoritative 1953 Iowa Radio- 
Television Audience Survey, 74,526 homes all over 
Iowa are actually tuned to WHO at 9 a.m., every aver- 
age weekday. Figuring time costs at our 1-minute, 
26-time rate, WHO gives you 15.7 actual listening 
homes, per penny! 

That's the result of ALL-STATE programming, ALL- 
STATE Public Service, ALL-STATE thinking, here at 
WHO. Ask Free & Peters for all details ! 



FREE & PETERS, INC., National Representatives 



BUY All of IOWA- 
Piue "Iowa Plus"— with 




If 
II 



[•J 




Des Moines . . . 50,000 Wafts. 

Col. B. J. Palmer, President 
P, 4. Loyet, Resident Manager 
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MONTREAL 

IN U.S.- WEED 
IN CANADA-ALL CANADA 

t 




Milton Berle, Henry Markus and Jan Murray discuss mock money problems 



Henri/ A. Markus 

Vice President 
Wine Corp. of America, Chicago 

It all started late one afternoon in 1947 when Henry A. Markus, 
v.p of the Wine Corp. of America, walked into the storage room 
and drained 40,000 gallons of wine into the Chicago sewers. This 
decision helped double the firm s sales within a year. 

The reason? Pouring 40,000 gallons of Barloma wine down the 
drain made room for Mogen David wine. This kosher w ine with mass 
appeal has gotten all the firm's advertising backing from 1947 on. 

"On a sales trip in Peoria I met a jobber who wouldn't buy any 
Barloma," Markus explained to SPONSOR. "He did want 50 cases of 
Mogen David — and 50 cases is a lot of wine! Our sales records 
showed Barloma just holding its own while Mogen David sales 
were climbing. 

"The answer was obvious— promote Mogen David. But we didn't 
have enough room for Mogen David, so I got rid of Barloma." 

Markus also applies his marketing and sale* experience in guiding 
the advertising strategy of the wine firm. The bulk of this adver- 
tising, through Weiss & Geller. is in tv. Here's how Mogen David 
Wine's 81,986,000 budget for 1954 breaks down: SI ,238.000 for tv; 
$448,000, billboards; $300,000, newspapers, radio, spectaculars. 

During the past year Mogen David sponsored Dollar A Second, 
Du Mont, Mondays 8:00-8:30 p.m. over 93 stations. This show cost 
the sponsor $10,500 a week to produce. An audience-participation 
quiz program, it was m.c.'d by Jan Murray. For the 1954-1955 
season show will move to ABC TV. with a 130-station lineup. 

Mogen David's network tv advertising is aimed at a mass family 
audience. The firm switched from sponsorship of dramatic pro- 
graming in 1952 when it dropped Charlie Wild. Detective. 

"Ours is an ideal family wine," Markus told SPONSOR. "Therefore 
we like to reach the family when it is gathered iti group entertain- 
ment before a tv set. And we prefer to reach them with light 
entertainment rather than heavy or disturbing dramatic shows." 

Ill is formula has paid off: For the first six-month period of 1954 
sales are up 30 r J over '53. And if sales ever slip? 

Markus grins at this question: "We have another wine formula 
with e\en better consumer tests than Mogen David. Now if we 
only had the space. . ." f *' * 

SPONSOR, 




SMOOTH QXi 





Set your course on Channel 2 for 
the- rich Midwest matket, and just lean back and relax! 
You'll breeze in first when you speed sales 
with all the full power impact of 



WJBK-TV 



DETROIT 



'Way out in frorit with. 
100,000 watt power, new 1,057 foot tower, 
top CBS, Dumont 6nd local programs. 





National Sales Director, TOM HARKER, 1 18 E. 57th, New York 22, ELDORADO 5-7690 
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Ul 3 . . . to their ear 



The product cost — of all things 
— 3100. The advertiser wanted 
leads. First MUTUAL broadcast 
rolled in 3.500 and in — hold 
tight- 13 weeks, 46,000! 
Man had to advertise for 
extra salesmen. 




Sure we've an audience lift (even listening at night is up on Mutual over last year 

in the latest Nielsen report— M-F 7:30-10 pm.) Sure we've a billing gain (the only network 

to have one in fact— J an. -April '54 over Jan. -April '53). Sure we lift our voice 

in 328 markets other nets and other media miss. That's the great strength of Mister Plus. 

But the lift that counts, we think, is the lift Mister Plus gives clients' sales. 

Want a lift, Mister? 



Mutual Bio&tasting System 



A Service of General Teleradio for All- America . . . PLUS 




w 



STORM COMir<C" BY CLYDE BROVl'N 



fen. CivuL[LilrilLti£4_ 



ITH a promising Fall Season, thousands 

of farm families are ready to turn to the advert 
tiser . * . for the products their well-earned 
money will buy. 

How can the advertiser most effectively send 
his sales message directly to the working families 
in the Midwest? Naturally, through the media 
that has helped build this market by serving its 
people. That media is . . . WLS! It has given 
these working families the kind of entertain- 
ment, news, markets and other services that 
have won their complete confidence and loyalty. 

Yes, it's time for the advertiser to reap the 
harvest that awaits him when he concentrate's 
his sales message in the Midwest . . . through the 
powerful selling of WLS! 






The 




PRAIRIE 




FARMER 




STATION 







\T~" CHICAGO n 

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAlR AND COMPANY, 
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SPONSOR 
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HAL FELLOWS, NARTB PRES., SOUGHT MERGER WITH TVAB R. A. MOORE, KTTV, ACTING CHAIRMAN OF "OLD" TVAB 



!\ T etC facts for sponsors: Advertisers will get increased flow 
of facts about tv soon. Industry should have Television Advertising 
Bureau before summer's out which will furnish facts about tv as part 
of its promotional function. New TvAB will be result of merger be- 
tween TvAB, which stations had organized, and planned tv promotion 



bureau of NARTB. Pictures above are of two of industry's leaders 
who helped bring about merger: NARTB President Harold Fellows 
and Dick Moore, KTTV, of station-organized TvAB. Also in offing 
for advertisers is official count of tv sets in all U.S. markets by 
NARTB's planned Television Audit Circulation. (See page 76) 



The 20 trends p must 
know about in fall radio-to 

Here from the pages of SPONSOR'S 8th annual Fall Facts issue 
is your over-all look at this fall's hottest trends 



jj his is the eighth in sponsor's series of Fall Facts is- 
sues. It is also the largest issue in sponsor's history, hav- 
ing 268 pages. To help give you the over-all picture quick- 
ly, sponsor's editors have prepared the brief report which 
appears on the next two pages. Its paragraphs are high- 
lights from the complete coverage which follows later in 
this issue. This issue's function is to help you make im- 
mediate buying decisions and to serve for the year-'round 
as a manual. It is divided into seven main sections: re- 
ports on spot tv and network tv, on spot radio and net- 
work radio; and three Basics sections, one on radio, one 
on tv and one on film. The Basics give you fundamental 
industry facts, many of them in chart form. 

12 JULY 1954 



You'll find complete index 
for this issue on page 8 



In addition to usual Digest Page appearing 
with each issue of spoxsor, this issue has com- 
plete subject index to its seven main sections. 
You '11 find it helpful in looking for subjects 
you are most concerned with. See page 8. 



. Si" 
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Color 1 1* is StUVlittlf ffrmvth on local as well as national 
level. Above, one of WKY-TV, Oklahoma City's live color shows. 
For color coverage this issue sse Spot tv starting page 73 and Net- 
work tv starting page 117. Results of SPONSOR survey of U.S. tv 



stations and their color equipment appear page 76. Shown above 
(I. to r.): Bob Doty. WKY-TV product ion supervisor; Prissy Thomas 
who does announcements for client, Club Cracker; Milt Stephan. 
Allen & Reynolds; Leonard Fox, Oklahoma sales mgr. for client 



SPOT TV TRENDS 

(amplitt report starts poor ~?> 



1. Stations are gearing up for color telecasting. 

special SPO.NsOK postcard survev of all U.S. outlets shows. 
More than seven out of ever) 10 outlet? hope to ha\e 
equipment to televise color shows from network lines he- 
fore the end of the \car. About 20 r ' expect to install 
color *lide and film equipment for local-level telecasts. 
Now the prohlem rests with equipment makers. Adver- 
tisers are expected to move in on color spot tv "experi- 
mentally' early this coming fall. 

2. Official industry tv set count may soon he on 
the way. Politz research firm has been retained bv 
\ARTB to sludv methods of counting tv sets in I .S.. cir- 
culation of tv stations. Also the station-formed Tv AB will 
become all-induslrv promotion bureau to distribute fact- 
and figure- of television to advertisers. 

.'i. Heavy pressure is still on from advertisers 
seeking nighttime spttt slots. Beps report that night- 
time turnover of advertisers in largest markets is often 
le-s than \ ' < . Result: Main advertisers are moving in on 
afternoon and morning slots rather than sweat out the 
long "prioritv lists." 

■/. Tv film industry is booming. With network 
< -osts at all-time high, many advertisers are Using multi- 
market campaigns built around syndicated film programs. 
Sonic 2.V t of today s syndicated vidpix business is in 
thi- field. In film commercial?-, trend is toward more 
animation and fewer non-extra actors, larger per-film 
budgets and smaller liumlmrs of film commercials, leading 
producers leporl. 



N ETWOR K TV TRENDS 

Complete nport starts page 11" 



/. The SliO signs at nigh't are up earlier for this 
fall than in prev ious seasons. Nighttime availabilities on 
CMS and NBC are non-existent. ABC and I)u Mont have 
time available, though former is filling up its evening pe- 
riods nicelv. 

2. Clearances uill he easier this fall than last 
though it is hard to generalize about this complicated 
subject. There are -till a number of problem areas and 
there is no relief in sight in a few of them. The agencies 
-till have men traveling around the countrv trv in» to clear 
time for specific shows. 

li. Costs uill he up for most ad n'rtisers. One 
rea.-on: fierce network competition i> bringing forth more 
expensiv e shows, such as the NBC spectaculars. There are 
also ihe ''normal" increases for talent, script, etc. Time 
costs are increasing with more tv homes and larger sta- 
tion lineups. 

•/. Economic pressures are causing many uhf 
stations to go off the air. There i- no apparent spon- 
sor prejudice against uhf stations per se. Mo-l sponsors 
realize that rate of uhf conversions is closelv linked with 
degree of vhf competition a uhf station faces. 

Despite paucity of color sets in homes, color 
programing and station conversion to transmit color 
is continuing at a healthy rate. The number of color 
-cts is likelv to be much below early estimates. 

6. Time franchises are more vulnerable.. The 
bumping of I .S. Tobacco's Martin Kane and l oice of 
Firestone from NBC program lineup, the "right-of-way" 
programing of spectaculars and strong grip on programing 
hv network- are all evidence of this trend. 
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SPOT RADIO TRENDS 

Commu te report starts page t!>5 



/. Major shifts have taken place in spat ratlin 
sales strategy of reps, stations. Among key develop- 
ments: more "service" packages of news, weather, traffic 
bulletins aimed at in-home and out-of-home radio audi- 
ence; more efforts to stretch Monday-through-Fridav 
morning programing to include Saturdajs thus giving sta- 
tions an "extra morning'" to sell: more nighttime low-cost 
saturation plans; more programs heamed toward pin- 
pointed audiences. 

2. "To/rt/" measurement of radio to be feature 
of fall spot buying. As timebuyers become more re- 
search-conscious, new research tools are being developed. 
Nielsen expects to start his new area radio-tv measure- 
ment service. Nielsen Station Index, in October. Pulse 
plans to conduct more full-area studies, more out-of-home 
lating. Time buying today also makes use of audience 
composition data, cumulative ratings, turno\er. 

3. Spot business outlook continues to be general- 
ly: optimistic. Spot program hours of mornings, after- 
noons, early e\ etiings and late at night have been least 
hit by tv, are most popular with agency radio buyers. 
Annual level is over $135 million. 

4. Radio's '""specialties'"' are gaining favor icilh 
audiences, buyers. More than six out of 10 stations air 
one or more farm shows. Nearly 140 radio outlets pro- 
gram more than 10 hours weekly of classical music. Some 
375 stations aim program* at Negro market; 22 outlets are 
100% Negro-programed. Foreign-language broadcasts are 
holding their owii in many of the nation's largest metro- 
politan areas. 



NETWORK RADIO TRENDS 

Coin /ih It n /mi ( xtttrtx ftttfif 2 )1 



J. Nighttime costs will lake a droit in the fall 

with time discounts set for an increase on CH 4 *" and NBC. 
ABC is expected to follow suit. Mutual will continue it- 
"automatic rate cuts * a.- new t\ outlets come on the air. 
(Admen quoted in this Miction explain what effect thc\ 
think cost reduction will have.) 

2. Programing trends trill he marked by greater 
use of strips at night. CBS will add an hour of them. 
There are four reasons for thi> trend: 111 reduced -how 
costs per advertiser. (2) sponsor can get large cumulative 
audiences quickb, (3) networks can sell them as spot c ar- 
riers and (4) audiences can lemembei them more ea-ih 
than different urograms each da*. 

3. More spot carriers wilt be offered for sale 
in the fall. Mutual is expected to get an O.K. on carrier 
strips in the morning and afternoon from its affiliate^, 
NBC has added a spot carrier at night ami CHS ma\ -ell 
its new strips in T'^-minute segments. 

4. ISeiv set count figures and radio listening data 
will shed additional light qii radio and will -park new 
radio promotion efforts by broadea.-ters. Set figures gath- 
ered b> Politz for B\B and networks will be released 
shortly. Mutual will also release data. 

5. Program formats will be increasingly marked 
by relaxed, easy-t(t-tislen-lo fare with the disk jockey 
approach coloring more and more -hows. The networks 
will seek to differentiate themselves from independent Ma- 
tron d.j. shows b\ using big names. 

d. The possibility of a regular measurement of 
auto listening nationall) bj Nielsen will give fillip to 
networks efforts to reach auto listener. 



Important reevnt net radio baas include those of spon- 
sors below. Merit Card bought Martin Block on ABC, company's 
first net radio buy. Royal Crown bought Robert Q. Lewis on CBS 
Saturday mornings to get big pre-marketing audience. Florida Citrus 



Commission is sponsoring "Florida Calling" on MBS, first net buy for 
Commission. Prudential is buying into "Fibber McGee and Molly" on 
NBC at night. Prudential wants to reach men, biggest insurance 
buyers, feels night is best time. See Network radio starting page 251 
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2ft articles of metllu study 

iioit* he in;/ printed in book form 

The 36 articles of the All-Media Evalua- 
tion Study are now being reprinted in 
book form. Copies should be available 
in August at $4 each. Volume mil run to 
about 200 pages, 130,000 words, sponsor 
format, with all the numerous tables, 
charts and surveys as they appeared in 
the original articles. Agencies, adver- 
tisers, broadcasters will find volume 
most complete on media evaluation 
published to date. You may order now. 




Here's a summary of what each of 26 articles in 2-year study contains. You 
will want to read, then file this with study as convenient reference 



$ ponsok's two-year All-Media Evaluation Study will 
have been time wasted if the agencyman, advertiser and 
broadcaster for whom it was undertaken don't use it. 

To give you an idea of its scope the following summary 
(next three pages) was prepared. You'll find it not only 
a concise digest of what the study entailed hut also a 
reminder of what you might have overlooked or forgotten 
when the articles first appeared. After reading it, we 
suggest you file it with your media articles as a reference. 

For those who want the study in book form, we suggest 
\ou order the hound volume due to be published in 
August at $4 a copy. 

Here are the 10 most important conclusions of the series 
I for a full discussion, see 28 June 1954 issue ) : 



1. Media evaluation lags far behind copy, market. 

2. Much money is wasted on no«-scientific practices. 

3. Lack of research on much advertising is appalling. 

4. On the other hand, widespread acceptance of many 
new "tools" is equalk bad. 

5. Refusal to experiment in use of media is notorious.. 

6. Methods for choosing media, especially for new 
products, are often primitive. 

7. Much research to prove one medium "best" is useless. 

8. It is possible to set up an accurate intermedia test. 

9. Reasons given by some advertisers for not using 
air media are incredible. 

10. Psychology, especially study of motivations, has 
a vital place in media evaluation. * * * 
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PART J. "Why evaluate ad media?" Ten pages of 
charts including SO tips to advertisers, agencies and media 
on evaluation. Two-page chart spells out how typical agen- 
cy analyzes each major market. Another chart gives figures 
through years to show how all major media complement 
each other after initial period of competition fall prosper 
or show revenue declines simultaneously). Article shows 
why media selection still is in "cave man stage," cites ex- 
amples of various yardsticks (20 April 1953 issue). 

Sfr 5$» Sfr 

PART 2. "Media Basics I." Two pages, including one 
full page of charts and figures, are devoted to each of the 
following media: newspapers, direct mail, radio and maga- 
zines. Advantages, limitations, biggest clients and growth 
charts are given for each medium. Spokesmen for each 
medium tell why advertisers should include their particu- 
lar media in total advertising schedule (4 May 1953 issue) . 



PART 3. "Media Basics II." Two pages, including one 
full page of charts and figures, are devoted to: television, 
business papers, outdoor and transit. Advantages, limita- 
tions, biggest clients and growth charts are again given for 
each medium and media spokesmen tell why advertisers 
should include their particular media in total advertising 
schedule (18 May 1953 issue). 



PART 4. "I, How to choose media." Different agencies 
use different yardsticks in selecting media for ad campaigns. 
The various techniques are discussed here. Tips from spon- 
sor's All-Media Advisory Board and executives of research 
organizations are given on setting up research, choosing 
objectives. Chart comparing billings of magazines and air 
media rebuts Life's claim that it leads media parade in an- 
nual billings (1 June 1953 issue). 



PART 5. "II. How to choose media." Debate on wheth- 
er some advertisers' newspaper backgrounds and complex- 
ity of air media create bias in favor of print. Twenty-six 
advertisers, agencymen and researchers discuss factors they 
personally consider most important in selecting and rec- 
ommending media (15 June 1953 issue). 

J|i pf* Sft 

PART 6. "What sponsors should know about Life's new 
4-media study." Article debates whether Life's study is 
really impartial, reprints charts from study to show mis- 
use of statistical data. Network researchers' and agency- 
men's opinions on the study are quoted. Highlights of the 
report are given with comments by air and print experts 
on various points (29 June 1953 issue). 

Sfr 5f* 

PART 7. "Beware of these media research pitfalls!" 
Why both the print and air media are guilty of over- 
reaching in their research. Various media sales tests — 
including tests made by radio networks — are examined to 
show validity or non-validity. Four principal methods of 
measuring sales effectiveness are given, with their weak- 
nesses. Chart points up 10 media research traps for the 
unwary (27 July 1953 issue) . 
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tierc are excerpts from letters 
to SPONSOR on Media Study 

RESEARCHER. Benjamin Shimberg, asst. to pres., 
Educational Testing Service, Princeton: "I think 
SPONSOR is to be commended for undertaking a 
project of such magnitude. In so doing you are 
rendering an important public service, not only to your 
subscribers but students and researchers as well." 

AGENCYMAN. Reid Webber, president, Webber 
Advertising Agency, Grand Rapids: "This is a noble 
service to the advertising industry and should 
strengthen the scientific use and resultfulness of 
the several media." 

MARKETING MAN: H. D. Everett Jr., director of 
marketing research, Ford Motor Co., Dearborn, 
Mich.: "Again I would like to compliment you on this 
series of articles and put In a request for several sets 
c<f reprints of the whole series after its completion." 

STATION MANAGER. Frank Stubbs, station manager, 
KLMS, Lincoln, Neb.: "I am sure that this will 
prove to be one of the most valuable things yet 
done in the business and I am most anxious to 
get all results in a single volume." 

AGENCYMAN. James A. Boyce, The Mautner Agency, 
Milwaukee: "Have found your recent Media Series 
both invaluable and elusive — seems EVERYONE has 
found a use for it. The problem in our agency 
is that only I tore the series out of the magazines 
when it appeared. Would you be good enough 
to send me a reprint of the entire series which I 
could file for general agency use — then maybe 
I'll get to use mine once in a while!" 

SPOT SALES MANAGER. Sam Cook Digges, general 
sales manager, CBS TV Spot Sales: "Please reserve 
me a copy of SPONSOR'S All-Media Study. . . . This 
is to be a personal copy for me, and I will be glad 
to send you a personal check. . . . SPONSOR is cer- 
tainly to be congratulated on this excellent study." 

MEDIA MANAGER. Laura B. Mang, manager of media 
department, Moser & Cotins, New York: "The articles 
have presented very intelligent treatment of contro- 
versial subjects and we shall greatly appreciate having 
them in book form for examination and reference. 

STATION MANAGER: Arch L Madsen, manager, 
KOVO, Provo, Utah: "I think your marvelous Media 
Evaluation Study is one of the very finest things that 
has ever happened to us in radio. Please arrange to 
send this station four copies of this entire series." 
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Com i iff/ iff* next o«i merit a 

Two articles graving nut of the All-Media Kroluu 
timt SttuJit will hi published in ni'Onsoh soon: (1) 
Dick IJidhu'm analyst* of media trends which he 
uiiidc for Salliran, Stan}) re, Culircfl <( Jiaglcs where 
lie's media research director; (2) Jdrertest Re- 
search's teat of a half -hoar segment of Your Show 
of Shows r.v. « doable- jtarje spread in Lift' oh ad 
recall, (iaess who won.' 



I'ART It. "II. Beware of these media research pitfalls!" 
Entire text of Advertising Research Foundation's criteria 
for advertising and marketing research is reprinted. Twen- 
ty-one researchers. agency men, advertisers and air experts 
tell how they set np tests and nse media research (21 
August 1933 issue). 

if, if, ifi 

I'ART ?J. "Flow 72 advertisers e\aluate media." Pour 
pages of charts tabulate answers each of 72 advertisers 
gave to sponsor's lG-part questionnaire on media evalua- 
tion. These advertisers spend total of $137 million annu- 
ally on adv ertising. Questions are explained and sponsor's 
conclusions given. Includes information on advertisers' 
sources for media data; methods of determining media ef- 
fectiveness; which medium advertiser considers most ef- 
fective. Includes list of 11 most important facts learned 
in survey of 2.000 advertisers (7 September 1953 issue). 

if, if* if, 

I'ART 10. "Hon 94 agencies evaluate media." Four 
pages of charts tabulate answers each of 94 agency men 
gave to sponsor's IC-part questionnaire on media evalua- 
tion. Includes information on agencies' sources for media 
data: methods of determining media effectiveness; which 
medium agency considers most effective. Background of 
admen answering questionnaire is also given. List of 10 
most important facts learned in this survey of 1.000 agencv - 
men (21 September 1953 issue I. 

*f* tf, 

I'ART 11. -'How UHDO evaluates media." Bernard C. 
Duffy, president of Batten, Barton. Durstine &. Osborn. one 
of world s largest agencies, gives personal opinions on the 
various media, tells what his agency wants to know about 
media before planning an advertising campaign. Included 
arc specific example- of which media are best to fill special 
needs of certain products (5 October 1953 issue). 

if* if, if, 

I*/ HIT 12. "How Km i I Mogul tests media weekly for 
Kayco." Customers fill out cards while they wait to get 
their auto seat covers fitted. These cards indicate what 
made customer come to Kayco for seat covers and in what 
media they've noticed Ka\co ads. Article gives results of 
such tests, with detailed explanation of how agency can go 
about setting up similar system for its own clients. Full 
page of charts shows how you can profit by being able to 
check media on weekly basis (19 October 1953 issue). 



IMKT I'.i. "Why these 31 advertisers DON'T use air 
media." Results of inail-and-plione survey of 199 advertis- 
ers who are non-users of the air media. Easy-to-read chart 
lists name of company, product it manufactures or dis- 
tributes, agency, 1953 advertising budget and the reasons 
it gave for not using air media. Among reasons most 
commonly cited: product "unsuitable" for air advertising: 
radio and or tv arc "too expensive"; radio gives too much 
coverage where product isn't being sold; radio and/or tv 
"flopped" in past, firm hasn't tried them since (16 No- 
vember 1953 issue). 

if, if, if, 

I'ART J«l. "What's wrong with the rating seryices." 
Comprehensive reference chart gives point-by-point com- 
parison of the rating services from the standpoints of basic 
data supplied: techniques; sample bases; limitations, and 
advantages. Includes sponsor's own ideal rating system 
and how the six existing services compare from aspect of 
sample size, breakdown of figures given, and so on. In- 
cludes seven important DOXTS in using ratings (28 De- 
cember 1953 issue). 

if, if, if, 

I'ART IS. "What's wrong with print measurement ser- 
vices?" Facts about the three readership services includ- 
ing their sampling methods, questioning procedures and 
how much each one costs. List of basic questions adver- 
tisers raise about readership services. Article includes 
opinions of researchers on the services, explains why know- 
ing the facts about each one is vital to advertisers and 
agencies (11 January 1954 issue). 

*f* *f* *f* 

I'ART Hi. '"How different rating services vary in the 
same market." Ward Dorrell, research director of John 
Blair Co. and Blair Tv, station rep organization, points 
out the fact that different services often come up with 
widely divergent ratings and sets-in-use figures for the 
same market. Dorrell underscores importance of using 
other criteria besides ratings when planning advertising 
campaign. Three easy-to-read bar chart- give examples of 
variation in same markets (25 January 1954 issue). 

if, if, if. 

I* ART 17. "Can you set up an "ideal' media test'.'''* 
Most researchers assert it's impossible to set up a fool 
proof or ideal intermedia test. Includes descriptions of 
three agency attitudes towards testing and explanation of 
win testing is so important and so difficult to perfect 
Three tables describe the '"ideal" intermedia test based 
on interviews with 150 media experts, list 10 do's in 
media testing and sfiow some variables that make testing 
difficult (22 February 1951 issue). 

2$, $fc 

PART lit. 'Ml. Can vou set up the 'ideal' media test?" 
\rliele quote* seven media authorities on how to solve 
the media-testing problem. An analysis of the four meth- 
ods of market research recommended by one independent 
researcher is given. List of 51 advertisers who have tested 
media, chart of media lest:- used bv various agencies and 
advertisers and 10-point market testing check list by A. C. 
\iclscn are included ( <°> March 1954 issue). 
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PART |#. "How Block Drug tests media. - ' George J. 
Abranis, advertising director of the Block Drug Co., Jer- 
sey City, tells what his firm has learned from hundreds of 
media and copy tests and the steps it takes to set one up. 
Block Drug spent $5.5 million in advertising last year, 
65T in air media. Among Abrams' tips: use markets 
typical of the U. S. : don't accept statistics blindly (22 
March 1954 issue). 



PART 20. "I. The psychology of media." Article gives 
results of tests to indicate which media are best under 
certain typical conditions. Findings by sociologist Joseph 
T. Klapper on 20 years of pre-tv testing on psychology 
and media are given in chart form. Objective reports on 
Prof. Paul F. Lazarsfeld's newspaper-vs. -radio study and 
other experimental studies are included. Among the tests 
discussed are experiments by Dr. Frank Stanton, now pres- 
ident of CBS, while be was an instructor at Ohio State in 
1933 (5 April 1954). 

■3£ Sf, if, 

PART 21. Psychology of media." Nine statements 
by leading philosophers, psychologists, researchers, adver- 
tising executives and college professors on the psychologi- 
cal values of media are included. Article examines which 
media contribute most to raising the cultural level of the 
American people: explains why air media are "dynamic" 
and print media "static"; tells why one psychologist feels 
all media evaluation should be put on a psychological 
basis (19 April 1954 issue). 



SPONSOR thanks Us ndrisers 

For 22 months 12 leaders in the advertising pro 
fession (names print rtl below) helped si*on\sok 
maintain a high level of interest and aeeuraeu 
in its All-Media Study. Xoiv si'oxsou wishes to 
thank these 12 ad experts pins the dozens of Otlier 
agencumen, advertisers, media researchers, psycholo- 
gists, broadcasters and others who have contributed 
to the series during the tiro-gear span. 



media) answer sponsor's four-part questionnaire, tell what 
media they use and how well thev sell. Article quotes 47 
heavy air advertisers on why thev like radio and tv. what 
are strengths and weaknesses of both media and what re- 
sults they have had (17 May 1954 issue). 



PART 24. "Media article 21: Conclusions by Advisory 
Board." SPONSOR'S Editorial Director Ray Lapica asked 
the 12 members of the All-Media Advisory Board to write 
down their comments, summaries, interpretations or refu- 
tations of the previous articles in the series. Six of the 12 
discuss such topics as magazine-of-the-air t\ concept; out- 
of-home radio audience; 10 questions to consider in time 
buvin°: (31 Mav 1954 issue). 



PART 22. "111. Psychology of media: Why admen 
buy what they do." Adman's own personality and charac- 
ter may have more direct bearing on his media choice 
than the physical or psychological qualities of the various 
media themselves. Article reveals inner motivations of ad- 
men in their choice of media may derive from background, 
job security', personal bias, desire to win recognition. Dr. 
Ernest Dichter, president, Institute for Research in Mass 
Motivations and Media Advisory Board member, explains 
why he feels fear and insecurity often hit admen. Due to 
fear, he says, admen often fall back on substitutes for 
creative thinking such as the cost-per-1.000 concept and 
repetition (3 May 1954 issue). 



PART 23. "Do radio and tv move goods?" Two charts 
document fact that most large advertisers, in all product 
categories, use air heavily. A total of 66 advertisers spend- 
ing S178 million this year ( nearly $50 million of it in air 



PART "Media article 25: Conclusions by Advisory 

Board." The last six of the 12 members of the All-Media 
Advisory Board present their comments, criticisms, inter- 
pretations of the pre\iou> article^ in the series. Among 
the topics discussed: relationship among distribution, 
product and media: importance of cumulative advertising 
impressions; ratings as a yardstick I 14 June 1954 issue I. 



I 9 ART 26. "sponsor's conclusions.'* Final article in 
the series gives personal observations, conclusions drawn 
from hundreds of interviews, surveys conducted in course 
of 22-month study. The study involved interviewing per- 
sonally i-oine 200 of the leading advertising experts in nine 
cities. It meant 14 trips. 11 separate mail surveys, one of 
them alone covering 1,000 advertisers and 1,000 agencies. 
Among sponsor's conclusions: The advertiser, agency or 
broadcaster who stops trying to find a better method of 
evaluating media will fall behind (28 June 1954 issue). 



. ■ 



SPONSOR'S All-Media Advisory Board 



George J. Abrams .... ad director, Block Drug Co., Jersey City 

Vincent R. Bliss executive v. p., Earle Ludgin & Co., Chicago 

Arlyn E. Cole president, Cole & Weber, Portland, Ore. 

Of. Ernest Dichter -pres., Inst, for Research in Mass Motivations 

Stephens Dietz _v.p., Hewitt, Ogilvy, Benson & Mather, New York 
Sen R. Donaldson ._. ad & sales promotion director, Ford, Dearborn 



Marion Harper Jr. 
Ralph H. Harrington 

Morris L. Hite 

J. Ward Maurer 

Raymond R. Morgan - 
Henry Schochte — 



president, McCann-Ericltson, Inc., New York 

ad mgr., Gen. Tire & Rubber Co., Akron 

president, Tracy-Locke Co., Dallas 

ad director, Wildroot Co., Buffalo 



.pres., Raymond R. Morgan Co., Hollywood 
senior v. p., Bryan Houston, New York 
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This map is J, Ward Man ror's gnidt' in ad planning 

Wildroot breaks U.S. into 100 natural product distribution areas, plans each market's 
budget separately. Maurer, ad director, buys as many radio announcements in each 
market as budget permits, uses at least one comic-strip weekly per market. Left- 
over money goes to other media. Budgets are based on sales, past experience 



Why Wildroot has 100 ad budgets 

Company believe* iiinrket-by-iiinrket approach avoids waste in spending, 
helps achieve proper balance between local ami national ad media 



II 
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ildroot is unique because: 

1. It lias 100 acl budgets-, not one. 

2. It spends 35' i of its over S3 mil- 
lion ad budget on spot radio, nothing 
on network radio or tv. 

3. It has had only one agency over 
the past 40 years BBDO. 

1. It has a unique jingle which its 
own ad director. J. Ward Maurer. 
wrote 11 \ears ago and which is still 
going strong. 

Walk into J. W ard Maurer* * office 
and the fust tiling that catches \our 



hy Krith Trtmlow 

e\e is a big map of the I nited States. 

Maurer is advertising director of the 
W ildroot Co. in Buffalo. The brighth 
colored map on his wall isn't a politi- 
cal or geographic one. It's an econom- 
ic map showing the \\ ildroot s whole- 
sale trading areas, the distribution 
areas surrounding the cities where 
W ildroot jobbers and wholesalers ha\e 



case history 



(heir warehouse* I see picture above- 1. 

That map is the basis for Wildroot's 
national and local advertising budgets 
( principal!) for W ildroot Cream Oil 
hair tonic I. \\'h\ does Maurer reh 
on cartography when planning his ad- 
vertising program? Why does he split 
the counin up into a hundred man 
kets? Here's what he sa\s: 

"I believe that all national advertis- 
ing should be looked at carefully. 
W hen you break down your national 
advertising media on a countvd>\~. 
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county basis — or, as we did, on a mar- 
ket-by-market basis — you see that you 
can t cover the country with national 
advertising alone. 

"hi too many markets jou'd be over- 
spent. 

"To cover the country, you need 
both local and national advertising. 
But that poses a toughie: How do you 
know how much you should put into 
national? How much into local? 

"So we break the country down in- 
to natural distribution areas. Then 
we get the circulation figures for na- 
tional and local media for each county 
which is within the distribution area. 
From these figures we can determine 
exactly what each medium costs us in 
the market. 

"Maybe we discover we're not get- 
ting good coverage from national me- 
dia in a certain market. Then we know 
wje should use more local media. We 
can figure out how much money we 
should spend in local media by know- 
ing the population of the market, the 
cost-per- 1,000 of reaching potential 
customers and the cost of the national 
media in that market." 

For every color (representing a dif- 
ferent market) on the big map on 
Maurer's office wall there is a separate 
budget. 

When Maurer and his staff figured 
out the Wildroot wholesale trading 
areas, they just happened to end up 
with an even 100 markets. 

"When I say we have 100 markets, 
it looks as if we arbitrarily divided the 
country into a hundred pieces. We 
didn't. That's how many wholesale dis- 
tribution areas we have," he explains. 

There are other advantages, besides 
allocation of national and local media 
budgets, to working on a market basis. 
For one thing, says Maurer, you can 
get county-by-county statistics that will 
help you figure out what your sales for 
the whole market should be (by add- 
ing up the counties in the market). 

On the county level, Wildroot uses 
Commerce Department, Census and 
Aielsen figures, among others. Maurer 
told sponsor: 

"I believe that our 100 market ap- 
proach is at least somewhat unique. I 
have no doubt but that Procter & Gam- 
ble, and a few similar companies, who 
are so research minded, have been 
working on this same principle, and 
perhaps have perfected it to a finer 
degree than we have been able to do. 

"However, from mv knowledge of 



IVifrfroof'x approach bolls down to: 

1. 100 advertising budgets — one for each wholesale distribution artm 

2. Cost of national advertising broken down by a county by county basis 
'.I. Kach local ad budget depends partly upon national media cost in area 
1. Kntire radio advertising- budget - - $1.1 million goes into spot 
.>. Wildroot retains campaign theme, changes media, way media are used 
(i. Agency considered business partner rather than strictly idea fnetorv 
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what other companies do, and the peo- 
ple that I have talked with in connec- 
tion with my ANA activities. I be- 
lieve that any companies who have em- 
ployed this approach are certainly in 
the minority and if SPONSOR can do no 
more in this article than to stimulate 
the thinking of the majorit) of the 
companies who have not attempted this 
approach. I think it is a worthwhile 
contribution." 

The budget for each of the 100 mar- 
kets now is based on Wildroot's sales 
figures and the company's own past 
experience. But Maurer says: 

"We do not consider only the sales 
and advertising relationship, but also 
take into consideration such factors as 
the total hair tonic industry sales, on 
the market-by-market basis; share of 
market figures which are furnished bv 
the A. C. Nielsen Co.; male popula- 
tion figures according to the 1950 
census, etc." 

At present 11^ of Wildroot's $3 
million-plus media budget goes into 
national media — and currently nation- 
al media consists of only magazines. 

Thus, about $2.7 million is going 
into local media. This is fairly new 
for Wildroot which, in the past, allo- 
cated most of its budget to national 
media. "But when you look at it from 
a market-by-market basis.' says Mau- 
rer, "it becomes apparent that a com- 
bination of local and national adver- 
tising is the only thing that makes 
sense. 

"1 do not mean to take a crack at 
national advertising. However. I think 
most people who seriously study the 
proposition will find out that a combi- 
nation of both national and local i> 
ideal."' 

Two basic media for all Wildroot 
markets are spot radio and daih news- 
papers. More than a third of Wild- 
root's total ad budget goes into spot 
radio, with the company currently us- 
ing more than 500 stations. 

Iai each market, Wildroot buys at 



leasl one comic >trip per week in a 
newspaper. And as many radio an- 
nouncements as it can afford. If there 
is nione\ left over for use in a partic- 
ular market, it is invested in car card.-, 
television, outdoor and other media. 

While each of the 100 budgets now 
is based on sales figures and past ex- 
perience. Maurer believes that it is 
only a matter of time until he can fig- 
ure out the potential sales figures for 
each market. With this data, "it ma\ 
be more intelligent for us to base ad- 
vertising budgets on each market's po- 
tential,'' says Maurer. 

"If that happens, and with the op- 
portunity to sales test in those mar- 
kets, then we may get close to finding 
the answer to a problem we've won- 



Copy tests sold Maurer on using Fearless Fos- 
diclc for '54 campaign. Fosdick ads embody 
"Get Wildroot Cream Oil, Charlie" jingle 
t'r.eme used past 12 years. Maurer wrote jingle 
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dered about ior ;i long, long time: 
W hen do we reach the point of dimin- 
ishing returns? 

"ll took ;m awfully long time tu 
A\ork out our 100 market.-, and to 
make up a different budget for each 
market," Maurer adds. "It's still time- 
consuming. * 

For Maurer, however, the problem 
doubtless was a lot easier than for oth- 
er* less mathematically inclined. 



It 



an ad\ ertisiii"; convention 



in 



White Sulphur Springs a y ear ago 
Maurer was asked by a si'ONSO.K re- 
porter after a golf game how much a 
golfer would lose if he lost every bet 
at 10e a hole, to he doubled on each 
hide. In less than one minute be- 
tween soaping and showering- Mau- 
rer had it figured out: "Over $13,000." 
(Exact figure: $13,107.20.) 

In discussing Wild root's advertising 
history, Maurer will tell you that 
"there are two ways of advertising 
our kind of product. 

'"One: Pake jour pick of media, 
then stick with it with bulldog deter- 
mination, changing only your theme. 

"Two: Take a theme, stick with it, 
and change only jour media and the 
way J ou use the media. 

"We do the latter. We've used the 
same theme 'get Wildroot Cream Oil 
Charlie' — for 12 \ears. Instead of 
changing our theme, weve changed 



Inedia and our media use. ' 

Sow spending 35' / of it* budget in 
spot radio, Wildroot is not worried 
about the number of tv stations in 
am given market. It does buv radio 
lime to a\ oid t\ competition, however, 
insofar as the period of day is con- 
cerned. 

Maurer, through \\ i Id root's agency, 
BBDO, usually bins radio announce- 
ments in the earlj morning, late in the 
afternoon (to catch teenagers since 
Maurer is convinced it i* important to 
get customers while thej're young), 
some late at night. Maurer tries to 
reach a male audience. "'Of cour.se." 
he sajs. "it's bard to reach an all-male 
audience, but we do want a pretty 
good part of our audience to be male. 
We also want a young audience. Prac- 
tically all our advertising the past 10 
or 15 \ears lias been planned with the 
idea of not only reaching men, but also 
y oung fellows." 

As basic to Wildroot's advertising 
strategy as its never-changing theme is 
its use of the Wildroot singing com- 
mercial — now considered a classic in 
the realm of musical announcements. 

Maurer wrote the words and music 
to the jingle in 1942. He won t sa\ it 
made W ildroot the largest selling hair 
Ionic overnight, but he's pretty sure 
it helped in boosting Wildroot to its 
claimed No. 1 position. 



W ildroot's jingle has been on the 
air since 1913 hut it didn't mark the 
company '* first radio experience. 
W ildroot used air media as early as 
1932. but until Maurer s jingle canle 
along the firms radio results wen? 
soinow hat discouraging. 

Back in '32 Wildroot sponsored a 
weekly 15-miiiute program featuring 
an "Elizabeth May" who gave women 
hints on the care of the hair. There 
abo was some spot activity ; Wildroot 
had participations, for example, on Ar- 
thur Codfrev's Sundial on WJSV (now 
WTOP). Washington. 1). C. 

There was a three-year hiatus, then 
Wildroot sponsored a program in its 
home town of BufTalo during the last 
13 weeks of 1935. The company want- 
ed to build it into a show of network 
calibre hut it never quite came off. 

The year 1936 Wildroot would just 
as soon forget. Everything went into 
radio that year nearly e\er\ nickel 
of the $250,000 budget. Results weru 
less than astonishing. 

About the time Wildroot was look- 
ing around for a program in '36. Ted 
llusing had just published a book. ]<> 
Years Behind the Mike. Wildroot hired 
Musing on CB5. put him on a show 
named after the book, gave liim musi- 
eal support from a group called The 
Charioteers (one of The Charioteers.. 
I Please turn to page 224 I 



net/ Is "* bii.s tuews |icn*iii€*l"**l Wildroot, BBDO ad execs 
hold frequent meetings to exchange ideas, information. BBDO has 
been firm's agency for over 40 years, is regarded as "business part- 
ner" by Meurer, is in on all planning from beginning. Below, I. to r., 



Alan D. Lehmann, BBDO a e (seated), Earl Obermeyer, asst. to Wild- 
root ad dir. (standing), J. Ward Maurer, Wildroot ad director, Jay 
Larman, asst. a e, BBDO (standing right), Charles Dentiger, Wild- 
root media director. In center: star of Wildroot commercials, Fosdiclt 





44 



SPONSOR 



10 TOP CASE HISTORIES 

Updated condensations of SPONSOR articles appear below. Many other condensed articles 
plus capsule result stories appear in Radio Results and Tv Results, out this month 




AMERICAN AIRLINES: ALL-NIGHT RADIO 
MUSIC GETS BIG AUDIENCE AT LOW COST 



Article appeared 4 May 1953 



Yw businesses are as competitive as airline operation, and 
lie airline can stay on top of the heap unless its management 
(■Onus up with a steady stream of fresh ideas — particularly in 
the twin fields of advertising and airline promotion. 

In summer '52 C. R. Smith, the hard-driving Texan who is 
AA's president, spotted a new advertising opportunity for his 
.nirlhle. An executive who often sits up half the night to go 
Over detailed reports from far-flung AA regions, Smith just as 
Often keeps a radio going at his elbow. How many others, 
Smith wondered, also tune their radios to all night broadcasts? 

■Ripwarch executives of CBS and Ruthrauff & Ryan, AA 's 
agency, scheduled a meeting. The findings: audiences are big 
mill eo*ts are low in nighttime radio. 

By the end of 19.12, there were many concrete developments. 
CBS Eadio Spot Sales had quietly checked with five owned-and- 
opevattd CBS outlets— VTCBS, WEEI, WBBM, KCBS and KXX 

coil! a key affiliate, WTOP. 

When the contract was signed it proved to be a corker. Con- 
vened that it had the right time slots and the right program 



format, AA made a deal for the largest single block of radio 
airtime in broadcasting history — 30,000 hours - over a three-year 
period. Cost for time and talent: an estimated $1,500,000. 

The midnight-to-daw n (five and one-half hours) shows deliver 
plenty of advertising coverage to the sponsoring airline. By a 
conservative CP.S estimate, something like 80% of AA sales 
territory is within easy reach of the six CBS outlets. 

Program policy: The problem which faced AA and CBS from 
the beginning was to find a program with wide appeal. 

AA's shows feature a smooth blend of concert favorites, show 
tunes, operatic excerpts and popular symphonies. 

Commercial policy: Early in the game, AA and Ruthrauff & 
Ryan decided commercials would lie live, in semi ad-lib style. 

During the first two hours of any of AA 's shows, the com- 
mercials are tailored to the particular market. 

The last three-and-a-half hours of AA's all-night shows fea- 
ture institutional pitches which are general. ★ ★ ★ 
What's* happened since: AA's radio contract as reported ahove 
runs until 13 April 1050. Air advertising today is unchanged. 




PALL MALL: AIR GETS OVER 50% OF BUDGET, 
HELPS MAKE CIGARETTE NO. 4 IN SALES 



Article appeared 23 March J 953 



L>ne i:jf the h^tt^&t trends in the cigarette business today is 
tlir- sizzling ssles climb of king-size brands. And the hottest 
^ir;g-size brand is Pall Mall. 

Likn all big cigarette advertisers, American Cigarette and 
Cigar (division of American Tobacco") places over 50% of its 
budget i'or air, fiPtresOR estimated that somewhere between $5. 5 
and jfff jnHjiou would be spent to advertise Pall Mall in 1953 
and alioiit Hi rev quarters of this would go into radio and tv. 

The tv tost tivufl had been hitting Pall Mall hard, what with 
it carrying two lift work shows, The Big Story and Doug Ed- 
wards and the Xsi'ifc^, So American Cigarette and Cigar and its 
agency, Sullivan, Stauffer, Cohvell & Bayles put a tv show ou 
alternate work*. The program affected was 77/ 1- Big Story, the 
alternate -we^k partner, The Simouiz Co. 

The new surytlui was diverted to other mediii. Half went to 
Hia^ar.mHs and Sunday supplements, half into spot radio. 

The campaign is Pall Mall's biggest in spot radio since its 
titflrtiis wituratiuii drive during 1041- '42. It 's in 45 markets daily. 

TrrbiU'Cismcrj hjive been watching Pall Mall's meteoric rise for 



a number of years wondering, how did Pall Mall do it.' 

One of the keys to the solution is another question: Are 
Pall Mall sales on the rise because it is king size, or are king- 
size sales on the rise because of Pall Mall ' 

It should not be surprising to learn that Paul M. Hahn, presi- 
dent of both American Tobacco and American Cigarette and 
Cigar, favors the latter viewpoint. 

Those who take the opposite viewpoint, namely that Pall Mall 
has been riding a king size trend anywaj, come up with this 
analysis: (1) King-size cigarettes are on the way up because 
consumers feel that the extra length filters out nicotine. (2) 
Kings are popular with women. (3) Appeal to economy-minded. 

Two more reasons are often given to explain its success: 

1. Conxi.ttency in advertising. Copy themes are fairly stable. 

2. The pack and color. The design and color ("Pall Mall 
red") of the pack had a lot to do with its siicecs. ★ ★ ★ 
Yiltat's happened »ince: Firm sponsored ABC TVs Ray B< ,cer 
show this past season, is switching to Danny Thomas, ABC TV, 
in fall. The radio drive continues through '54. 
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CASTRO CONVERTIBLES: ONE STORE BECOMES 
$10 MILLION BUSINESS WITH AID OF TV 



Article appeared H Mai) l () ~>j' 



Can a local retail store fit tv into its advertising budget,' 

Castro Convertible*, until 1D4S a single store with a handful 
of salesmen, found that the small advertiser can afford tele- 
vision, and, furthermore, that clever use of air media can be 
the skyrocket to success. 

Today, Castro Convertible sofas are manufactured in several 
plants, are sold in seven stores in the New York metropolitan 
area. Until his debut in television in li)48, Bernard Castro, 
president of Castro Convertibles, never sold more than 100 units 
a week in his small 21st Street and Sixth Avenue store. A 
sponsor guesstimate places Castro's present sales volume at well 
over $10 million. Agency: Newton Advertising. 

Known since 1!'4S for his memorable tv commercial, Castro 
began using radio in October 11)50 to get frequency of impact, 
Here is Castro's formula: 

T r se tv for product demonstration, and to identify copy theme 
(in Castro's case: "easy to operate") with product. If your 
product is bought by women for the home, place your com 
mercials near early evening programing to create demand by 
the entire family. 

Castro Kot the idea for a film commercial the firm has been 
using ever since 1!)4S when he saw Bernadette, his five-year old 
daughter, trot into the living room and open the living room 
sofa unaided. It hit him immediately: Show Bernadette in the 
film actually opening a Castro Convertible. Copy theme: "So 
easy to operate, even a child can open it.'' 



This <>0 second film was shown once weekly starting July 
]!M\ then gradually, as Castro saw the results of the demon- 
stration, the schedule was increased. Today the film runs about 
nine times a week in New Vork and as often as 15 times weekly 
in other areas where ("astro recently opened new showrooms. 

Various factors not connected with advertising may have 
helped toward his growth: (1) The housing shortage in the late 
Forties was- very acute, hence the trend towards smaller, com 
pactcr apartments in the metropolitan area. (2) The market 
for convertible sofas was wide open. Though they'd been 
available in some form since the Twenties, they were little 
known to the public. (3) Castro was among the first designer- 
manufacturers to develop a convertible which filled both the 
need for comfortable sleeping at night, and was a handsome 
piece of furniture during the day. However, the little girl 
opening up a Castro sofa by herself in his television commercial 
probably contributed more than anything else toward making 
Castro a household word in the New York area, Castro believes. 

.sponsor istimated that Castro spent some MUO,flf>0 annually 
on radio and television in H>.">3. He places his newspaper adver 
tising direct — full page ads announcing a special sale. 

On radio Castro uses (iO-sccoml announcements, also sponsors 
10- and l.Vminutc segments on four d.j. shows. Announcements 
are preceded by jingle sung to mandolin accompaniment. * * * 
What'* happened since: Today Castro has added four .show- 
rooms outside N.Y. in the East, has expanded air to new areas. 




SHELL CHEMICAL; SPOT RADIO IS FLEXIBLE, 
SPEEDY MEDIUM FOR INSECTICIDE MESSAGES 



Article appeared 26 January 1953 



There are few businesses as unpredictable as the business of 
supplying agricultural insecticides to farmers. Linked as it is 
with fanning itself, it is plagued by the wanton habits of 
weather, by floods and drought, by the sudden appearance of 
insect pests. 

An advertiser seeking to put across his message to farmers 
when it is most timely needs a flexible medium. Shell Chemical 
Corp. has found that flexibility and speed in spot radio. 

Here, in a nutshell, is why Shell Chemical needs a medium 
like spot radio to reach farmers: 

Item: Shell advertises its insecticide, Aldriu, for a variety 
of cotton pests. Advertising must be timed with the appearance 
of each pest. 

Item: Shell's soil fumigant, 1) T), must be applied before 
crops are planted. Moreover, the ground must be just right — 
not too hard, not too soft. Therefore, Shell, its field reps and 
its agency, .1. Walter Thompson, must be on the ball to catch 
the fanner with radio commercials at the proper time. 

Item; A Shell insecticide was approved by the V. S. Depart- 
ment of Agriculture for a certain crop in a certain area last 
spring. It was too late to apply the insecticide by the usual 
method and special instructions for the fanner were necessary. 
The fastest way to get these instructions to him was by radio. 

Shell's advertising manager, Merton Keel, said, "We can 
have copy on the air -IS hours after a call for help from our 
field reps. There's no other .-id medium that will do a job for 



us as fast as that. 

"We like radio for its economy, too,'' Keel added. '" Actually 
we spend less than 10% of onr ad budget on radio, but don't 
forget that farm radio is pretty cheap. We can boy two an- 
nouncements a day on a station for as little as $s or $10. That 
means £100 or less for a two-week campaign." 

Shell Chemical confines its radio advertising to four agricul- 
tural chemicals: Aldrin, Dieldrin, D 1) and ammonia. The first 
two are new synthetic insecticides. 1) I) is aimed at suhmicro 
seopic pests. 

Ad Manager Keel says this about radio: "It can command 
the fanner's attention during certain periods when no other 
medium will work. Through research, we know these periods are 
in the early morning and during noontime. When the farmer 
is busy, he generally takes time out only to eat and listen to 
weather, market reports." 

Shell Chemical's time buying approach, therefore, is more or 
less fixed to one pattern — two announcements per day during 
the week, one in the early morning and one around noon. Time- 
buyers look for adjacencies to newscasts, especially those con- 
taining weather and market reports. * * * 

What** happened since: With its products '"oversold," Shell 
says it will use little radio this year unless emergencies occur. 
In '.~>3 there were radio campaigns for Aldrin, 1> 1> and Dieldrin, 
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MINUTE RICE: RECIPE PROMOTIONS ON TV 



STRETCH IMPACT OF SHARED NETWORK SHOW 



Article appeared SO Xovember 1953 



Ten years ago, quick-cooking Minute Rico was just a gleam 
in General Foods' corporate eye. 

Today, Minute Rice is a fast-selling, nationally distributed 
product backed by a sponsor estimated $2 million ad campaign 
which includes shared sponsorship of two of tv's top network 
programs— Bob Hope (NBC TV) and Mama (CBS TV)- inaga 
zinc color spreads {Life, Satevepost, women's magazines) and 
extensive point-of- purchase material. 

All of General Foods' leading competitors in the $10.3 million 
annual (U. S. consumption at retail level) rice business admit 
that Minute Rice ranks in the top three in sales and is the 
most-advertised rice brand on the market today. 

Here's how the Minute Rice ad campaign shaped up: 

In 1946 General Foods' marketing experts selected Atlanta 
and Philadelphia as the first targets for Minute Riee. Local ad 
drives in these markets were spearheaded by radio announce- 
ments and newspaper insertions via Young & Rubicam. 

January 1949 marked an advertising landmark in the growth 
of Minute Rice. The product reached a sufficiently advanced 
state of distribution to warrant a switch to national-level ad 
media. On the air, Minute Rice began to share sponsorship 
(with other GF products) of Second Mrs. Burton, a radio day 
time serial. 

In 1951 television was reaching stature as a full fledged ad- 
vertising medium. Early m 1951, GF added Minute Rice hitch- 
hikes to the afternoon tv Bert Parks show (NBC TV), concen- 



trating on visual demonstrations of Minute Rice 's easy to rook 
qualities. 

With product sales still climbing the next year. Minute Rice 
stepped up its tv, radio and magazine expenditures, passing 
the $1,000,000 annually mark. The tv approach was shifted to 
an evening show, and Minute Rice became one of the featured 
GF products on Mama (CHS TV). Hitchhikes for .Minute Rice 
were added to the nighttime radio Bob Hope Show (NBC 
Radio). 

In the first half of 19.13 Minute. Rice continued to be featured 
on Mama, and advertised heavily in magazines and newspapers. 
(sponsor estimates that in this January through .June period, 
GF spent about $900,000 gross in tv, and about the same amount 
in magazine and newspaper ads.) 

Later on in the year, Minute Rice's advertising emphasis 
shifted even more strongly in favor of uigtinie tv. Mbiute Rice, 
as mentioned earlier, was an alternate-week sponsor of Mama, 
seen Friday nights on CBS TV. But much of the Minute Rice 
air effort was concentrated on the monthly Hob II opt show, seen 
once a month on Tuesday nights on NBC TV. 

GF has evolved a system for making the high-priced impact 
of network tv last and last. The secret: periodic recipe promo 
tions which are featured on tv and then plugged heavily at 
point-of sale and in print. * * * 

What"* happem-d :»iiic<-: The sponsor is now taking a summer 
hiatus, plans to return to Bob Jlopt and Mama in the fall. 




BORDEN: DETAILED RESEARCH IN EACH MARKET 
INFLUENCES LOCAL RADIO PERSONALITY BUYS 

Article appeared 29 June 1953 



The Borden Co.'s air media buying primers are stacks of 
*' target folders" loaded with vital information pertaining to the 
radio and tv habits of people who live in major IT. 8. markets. 

In 1953 Borden spent every nickel of its $2,350,000 air budget 
($1.6 million for spot tv, $750,000 for spot radio) on the basis 
of these "target folders," or "blue books." 

Borden lays out its air media plans on the basis of distribu 
tion of its products in specific territories. Eaeh market is treated 
as a separate entity and many factors are considered in planning. 

It uses three agencies: Young & Rubieani, New York; Tracy- 
Locke Co., Dallas; Griffith-McCarthy, St. Petersburg. In 1953 
only one of its divisions, the Food Products Co., was sponsoring 
a network show: Treasury Men in Action ou 43 NBC TV outlets. 

Here are some tips on buying local radio time from William 
B. Campbell, Borden's assistant advertising manager in charge 
of radio-tv, gathered from practical experience and on the basis 
of exteusive research contained in the bluebooks: 

1. Decide what audience should be reached. Establish age 
level of best prospects so you can program to reach them. 

.2. Determine what time of day you can best reach prospects. 

3. Determine if you want large turnover. Do you want to hit 
a limited but loyal audience at the same time eaeh day several 
days of the week; a larger number of people at the same time 
several times a day several days of the week ; still more people 
with spots at varying times during the week? 

4. Analyze the various stations' programing. Which has greater 



share of audience? Programing usually reflects management. 

5. Try to buy best local radio personalities. You're going 
local, and you want your advertising to have strong local appeal. 

6. Explain, strategy to local personality. Knowledge of prod 
uct, strategy by local personality will make messages convincing. 

7. Know your local station management personally. Show 
station how it can help merchandise program. 

S. Advise local managers of air strategy. 

9. Constantly reevaluate programing. Know what competition 
is doing in the market. Constantly reevaluate your commercials 
and programing to insure they're doing best job for products. 

To achieve its aims Borden airs approximately 11,000 com 
mereials on 50 tv stations and over 100,000 commercials ou 102 
radio outlets annually. In radio Borden leans heavily on the 
leading local female personality who has won acceptance with 
a bard core of housewives in the area. 

Campbell's research bluebooks are updated at least once a 
year and always include data from previous examinations of the 
same market for comparison purposes. Campbell says, "With 
the aid of these analyses we can spot a trend in a hurry." * * * 
What's happened since: Today Borden is continuing its heavy 
use of spot radio in about 130 cities (160 stations). Its primary 
tv effort consists of a network show, Justice, over 43 NBC TV 
stations. Spot tv is used only in key cities which do not get 
the network show. The Food Products Div. is now considering 
buying into the Garry Moore Show, daytime CBS TV ] rogran 
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MOGEN DAVID: PSYCHIATRY AND TELEVISION 
CREATE "PHENOMENAL" SALES RISE FOR WINE 



Article appeared 26 January 1953 



Television ami psychiatry have helped build a sacramental 
kosher wine into a leading table wine in two years. 

Mogen David has swept to the top among sweet Concord 
grape wines; in many markets across the country, In fact Wines 
iV I "ines calls it probably the most phenomenal rise of any 
brand in 1". S. wine history. Agency: Weiss & Geller. 

The 1!'.">3 budget was around $1.4 million (up $100,0110 over 
with ?5DO,000 in tv, *350,000 for radio. 

The Wine Corp.'s first tv show, Can You Top This?, ABC TV, 
ran on about 13-20 stations in ly.Vt. 

Results? According; to Marvin Mann, Weiss' v.p., director of 
radio tv and Mogen David account director: 

''There was an immediate sales response to tv that hadn't 
been felt in the other media. Wp knew then we were going to 
concentrate on tv as long as it brought such results." 

The linn's second tv show, Charlie Wild, Bel'Ctire, on ARC 
TV and Du Mont, Mann says "Proved conclusively Mogen David 
belonged on tv. With proper net and show, they eould effectively 
use large-scale tv operation. For example, we offered a wine 
recipe book free. Requests ran to 2,000 a week. A survey showed 
later that sjrc of the people who had written to request the book 
immediately bought Mogen David." 

Starting 2 September 1052 Mogen David began sponsoring 
Where Was I, a panel show on 30 Du Mont stations. 



And Henry Markus says of tv, '"We're sold on television 
because we can show the product and talk about it at the same 
time. This visual and auditory impact makes it twice as effective 
as any other medium." 

How does psychiatry enter into selling Mogen David? Ed 
Weiss has been interested in the subject since he majored in 
sociology at the 1'niversity of Chicago (Ph.B., 1922). His 
agency has made an intensive study of how social sciences can 
help advertisers uncover consumers' real feelings. 

He says of Mogen David, "It's a sweet Concord grape wine 
with sugar added anil only H^c alcohol by volume. It's differ- 
ent front the regular California and French imported wines. 

"First we consulted the social scientists and from them came 
many ideas, but there was one in particular that stood out in 
almost every discussion we had. 

"One psychologist said, 'Wine is related to festive childhood 
memories, to early family closeness and gaiety.' 

"We quickly realized the copy themes that would set this 
mood would have to be a doorway to the pleasant world of 
yesterday. Among the themes that embody this idea: 'A taste 
of the good old days. ' " ★ ★ ★ 

What's happened since: Mogen David has been sponsoring 
Dollar A Second over Du Mont (03 stations'). Xoxt season the 
show is moving to ADC TV, with a 130 station lineup. 



SEARS, ROEBUCK: RADIO HELPS SELL MEN 
IN MORNING, WOMEN IN AFTERNOON 

Article appeared 23 Fehruary 1953 



The myth that radio can't do a good, consistent job of selling 
for department stores has been exploded many times but never 
with a louder bang than in Tucson, Ariz. 

The Sears, Roebuck store in that city has been doing an 
effective job with radio selling for nearly seven years. 

The Tucson Sears manager, Edward B. Carmack, says: 

"Radio is becoming more and more important as an adver 
Using medium. Its effectiveness, though, depends largely on 
programing and presentation. Radio stations should look in the 
mirror to see why they are not selling more time to depart- 
ment st ores. ' ' 

This is Sears' overall air strategy: 

1. An early morning fs:1.1 to 0:00) show called 4.j Minutes 
from Hffiailwiiii on KTUC Consisting of music from Broadway 
shows, it runs seven days a week. 

'_'. A late afternoon (4:30 to ,":00) show entitled Arizona 
Ifayrult on KCXA. Run by disk jockey Bob McKeehnn, it is 
on live days a week, combines Western hillbilly music with 
folksy chatter. 

3. Special sale announcements using all five Tucson stations. 

The morning show is an excellent example of how a radio 
station can do an imaginative job in programing. The program 
is broadcast by K'lTC's general manager himself, Lee Little. 

Little handles the program with an informal touch. He gets 
descriptive advertising material from Ralph Knapp, Sear's nil 
inanagi r, but ad libs around it. If he sees an unusual item in 



the mass-market store (recently it was mink coats , he'll add a 
line about it. 

Carmack considers this type of programing unusual for a 
morning show, at least in his experience. But he feels that it 
serves the purpose of bringing into the store a type of customer 
- such as professional men who might otherwise have never 
become acquainted with the Sears line of goods. 

If the morning show is tops in sidling hard goods to men, the 
afternoon show excels in selling other types of merchandise to 
women. McKeeban is a well known disk jockey in the Tucson 
area. He makes personal appearances with his own band in 
KCXA 's coverage zone and broadcasts a Saturday night dance. 

sears buttresses its daily air impact with announcements for 
special events. These announcements sometimes run up to 30 
a day for three- or four day periods. In addition to KTCC 
and KCXA, the store uses KOPO. 1CTKT and KVOA for these 
special events. 

Carmack says that dollar for dollar a sustained program will 
usually bring in more results than announcements. But he finds 
the occasional jabbing of a promotional needle necessary for 
over all sales results, * + * 

\\ hat** happened -hire; The Tucson Scar* More is now in its 
lifth cons viitive year ot sponsorship of A'i Miniitrx from lirotul- 
nail mrr KTCC It is also still using Arizona Ilai/ri'h over 
KCXA. The two shows constitute backbone of its air advertis- 
ing, although announcements are Mill used for special events. 
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APPLIANCES: POLITICAL CONVENTIONS GIVE 
CONCENTRATED PROMOTION, SPARK SALES 



Article appeared 12 January J 953 



AiJint'H iviiik to- gue of the greatest concentrated promotion 
«(unpai£)]s in I'tjceiiL times the radio-tv sponsorship of the 1!)52 
Presidential fori vent ions and Election Night returns by three 
bift Sfpjfliaiitia finim — Admiral, Philco and Westinghouse. 

Great interest hux been evinced in the advertising field as to 
what could have bei-n the results from this campaign in terms 
of il) sales and (2) audiences garnered by this incomparably 
f.ipeiisivc tie up with public interest programing (it cost the 
XFonsor* and networks involved about $12 million), sponsor 
^splarerf both these facets and here are the highlights of what 
hiiS ln'ftn discovered : 

1. Sales: The three-network sponsorship not only sparked 
sales in a big way for the three companies but it served to 
lift Ui& entire appliance industry as a whole out of its customary 
summer slump. 

2. Promotion: The three firms agree that they got a brand 
identity impact which will endure for a long time. 

3. Audience: Nine out of every 10 radio and tv homes timed 
in to the conventions at one time or another. Tv viewing was 
irreiitfT in terms of gross home-hours than radio listening. On 
iht average, tv sets were tuned in to the conventions for three 
iiuiir^ a day; radio-only homes were tuned in for approximately 
half that time. 

Retrospection : The appliance trio think it was astute of them 
"ji pick up the full tab on their respective networks for both 
contention and election returns coverage rather than to have 



let other advertisers join them in participation sponsorship. 

Report on sales: Probably the outstanding sales result of the 
conventions was the effect on the normal summer .slump in ap 
pliance, sales. There wasn't any. Wcstinghoiise Account Kxecu 
tivo Bill Ritenbaugh of Ketchnin, MacLeod and Grove told 
sponsor flatly that this "can be accredited to the tremendous 
political campaign package." 

What uas learned? Looking back on the convention, the 
sponsors feel that the selling job was properly handled and 
effective. They don't consider that the commercial intruded 
and point out that, although a broadcast sponsor is allowed 10% 
of program time for commercials, none of them used more than 
half of the allotted time quota. 

There was no difference in the basic commercial approach 
between the two conventions. There was a real effort made to 
get more variety, however, into the Democratic Convention com- 
mercials. Philco, which put 11% of its tv commercials on film, 
made up 42 different commercial films for the conventions. Be- 
cause all stations weren't interconnected, it was necessary to 
make 777 prints, the largest single tv print order up to that 
time. 

With its 24 products advertised during the conventions, Wcst- 
inghoiise used 2S different live commercials with Betty Furne.ss 
pins 2(5 different flip card commercials. Admiral sought variety 
by indoctrinating announcers in Admiral sales lore and then 
letting them speak extemporaneously. 




NATIONAL SHOES: 100% RADIO EFFORT 
DOUBLES SHOE SALES, BUILDS IDENTIFICATION 

Article appeared 21 September 1953 



■'^iUional Shoes ring the bell!" has been sung over the 
radio stations in Greater New York hundreds of times each 
week since 1940. It is the jingle that has helped double the 
number of National Shoe stores and multiplied the Eastern 
ret-ail chain's sales volume almost five times in the past 14 years. 

In l!>40 when the Emil Mogul Co., Inc., took over the National 
Shoe stores account, this chain of retail shoe stores was a print- 
inolia-tiiily advertiser. At the agency's recommendation Na- 
tional Shoes put 100% of its advertising budget into radio. 

National Shoes' answer to its need for frequent impact on 
ii larye family audience is a combination of popular local music 
pros ranting and a heavy schedule of announcements throughout 
Lice? t.kiy. In 1953 its radio lineup included six New York sta- 
tions: WNEW, WINS, WMCA, WOV, WHOM and WWBL. 

National Shoes' program buys are invariably 10- and 15- 
luinute segments of popular local d.j. programs. 

Om foreign-language and Negro programing blocks, National 
Shoes sticks to the 15-minute musical show. 

National's announcements are scheduled seasonably, with the 
heaviest concentrations during spring and fall. 

National's '53 fall spot schedule in New York included 20 to 
1ft announcements weekly on each of its six stations and 50 to 60 
rnusieal praams a -week (either 10- or 15-minute), on three 
of theses actions. 

}fost memorable line of National's jingle has been the refrain 
— "National Shoes ring the bell" — which has become identified 



with the retail chain through constant repetition. 

During the past six years National Shoe announcements have 
also been heard in Italian, Spanish, German, Czech and Polish. 

National Shoes' 1953 ad budget is "in the middle six fig- 
ures." In terms of the various media, here's approximately how 
this money is being spent: G7% for radio, 23% for tv, 10% 
for newspapers. 

Since February 1950 National Shoes (through Emil Mogul 
Co.) has been sponsoring Time for Adventure, WNBT, New 
York, Sundays 10:00-10:30 a.m. This program, produced by 
Productions for Television, a Mogul subsidiary, features chil- 
dren's serial films, like The Lost Jungle, as well as a prize 
giveaway to members of National's Adventure Club. 

The Emil Mogul agency keeps close tabs on the efficiency of 
its radio schedule by conducting regular media tests for the 
account in the form of write-in discount offers. By comparing 
the response pulled by one particular announcement cither with 
their computed average expectancy or past performance in that 
time segment, Mogul agency decides whether to keep a par- 
ticular time or drop it. 

What's happened since: National has expanded its radio an- 
nouncement schedule to 13 New York, New Jersey, Connecticut 
and Massachusetts markets in addition to its New York City- 
radio schedule. Emil Mogul buys on a 52-week basis in the 13 
new markets as well, though schedules are heavier before holi- 
days. Its tv show, Time for Adventure, continues over WNBT. 
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Now for the first time . . . 
here are the vital facts on 

~ay time profile 





It's the first nationwide survey of Daytime TV audiences . . . 
and it's ready for you now. 

IF YOU SELL . . . 

soaps, soups, cereals, cars, cigarettes, appliances, packaged desserts, 
home permanents, home repairs or almost any other product . . . 

YOU'LL FIND DAYTIME TV VIEWERS ARE YOUR BEST CUSTOMERS! 

Here are the highlights of some of the findings: 

Two out of every three TV homes are daytime homes. 

Daytime viewers are younger. 

Daytime families are larger. 

More daytime families have children. 

Daytime families have larger incomes. 

Daytime families spend more for almost all products. 

For example, compared to non-daytime viewers, they buy 17% more 
laundry soaps and detergents. . .30% more shampoos. . .37% more packaged 
desserts. . . 68% more new automobiles! 

You just tell us what you want to sell, and we can show you 
the facts on the best customers for your products and the most effective 
programs to reach the greatest number of active buyers. Your local 
NBC representative has the complete story. Call him today. 




T E L E V I S I O 



a service of Radio Corporation of America 
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Top 70 sfiows in 70 or more markets 
Period 7-7 May 7 954 

TITLE. SYNOICAT0R. PRODUCER. SHOW TYPE 



I Led Three Lives, Ziv |D) 



I uvovite Stovy. Ziv (D) 



ltutlge 711, NBC Rim (D) 



Cisco Kit/. Ziv (W) 



Mr. SUstru't Attorney. Ziv (A) 



Cily DetGVtii'i*. . MCA, Revue Prod. (D) 



Kil Crirsoii, MCA, Revue Prod. (W) 



Superman, Flamingo, R. Maxwell (K) 
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Top 7 0 shows in 4 to 9 markets 
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WMIN-TV «ts RESULTS! 









. . . "From 3373 cases to 7668 is a terrific increase 
for Squirt in the month of March which is certainly 
not ideal beverage weather in Minnesota. We inu.-t 
admit that most of this was due to our program on 
WMIN-TV. Results were almost immediate." 

Kenneth C. Carlson 
President 

Whistle Bottling Company 



. . . "Record breaking crowds in our 9 stores on the 
Monday following our first TV show have to be 
attributed almost entirely to your station. We cer- 
tainly appreciate your 'above and beyond the call 
of duty' cooperation in promoting the first of our 
regular weekly Red Owl Theaters." 

"Mike" McMahon 
Advertising Manager 
Red Owl 



. . . "Over 200 people packed the lot the day after 
our 2nd showing of the Charlie Chan Theatre. 
Because they were there specifically to see our 10 
TV Car Specials we had fast and certain proof of 
WMIN-TV's effectiveness." 

Hess Kline 

President 

Kline Oldsmobile 



. . . "The biggest year in our history looms as our 
sales have more than doubled as a direct result of 
the Perma-Glass Weather Show on WMIN-TV." 

Larry Swanson 
Sales Manager of the A. 0. Smith Dept. 
of the R. R. Howell Co. 



. . . "Our 150 /c May sales increase is due in great 
part to your Captain ll's sincere way of handling 
commercials. We want you to know that we appre- 
ciate the genuine appeal that you are developing 
among the children for Bosco." 

S. N. Bearman 
President 

S. N. Bearman Brokerage Co. 



... "I can say without exaggeration that the cam- 
paign that we are now using for Dox Toothpaste on 
your Captain Eleven Series has been the most suc- 
cessful of anything we have tried on television so 
far. WMIN-TV will be given an increased share 
of our coming advertising budget." 

C. W. Zaum 

Secretary 

Dox Company. Inc. 



jy MINNEAPOLIS — ST. PAUL, MINN. 

Channel 11 representative BLAIR ™i 



Channel 11 «p"»ntat.ve BLAIR 



DRUG STORE 



TOOL 



sl'ONsOK: SavfiiKtrc l>ru» s ltin> 



YGENCY: Mark Srbrrtlicr 



C\PM | K C\>K IIIsTOKY: The sponsor, a chain of 10 
drug stores, bought a one-minute participation on 
Wednesday nights. An offer of garden hose on 21 April 
at $2.49 /or 50 feet and of soil soakers for 99c was tele- 
cast. "The fantastic sales story is this," Mark Schreiber 
said. "For an expenditure of $79.50, the stores had a 
dollar volume of more than $2,000 in retail sales on these 
items, \aturally, with this hind of story, ue hate requested 
additional commercials on Academy Theatre.*' 



M) \-TY. Heme 



PROGRAM: Yradeim Theatre 



nPOYnOK: Grant Tool Co. AGENCY: Arthur Meyerhofi & 

LABI LE CASE IIISTOKY! The sponsor bought a fi. 
minute program at sign-off on Saturday nights, In, 
weeks 2.510 orders were pulled by the program; ei 
order uas for an item costing $1.98. Every time 
program was telecast an average of 418 orders i. 
received; each program cost $125. Thus sales amoun. 
to about seven times the advertising cost. The sponsor 
first renewed for three weeks, renewed again for six wn 
and then renewed again for 13 weeks s 



\\ BTY, Charlotte 



PROGRAM: Gav Bla 



GARAGE DOOR OPENED 




results 



SEWING MACHINES 



SPONSOR: Rodney, Inc. AGENCY: Direct 

CAPM LE CASE HISTORY: After six months on 
It KOY-TV, the sponsor wrote to the station and said 
that "our costs (on WOKY-TV ) have been brought down 
lower than costs of other media. . . . I also have found 
that my closures are very high . . . For a $500 exjyenditure 
ue did $10,000 worth of sewing machine business. It 
has perked up our sales organization. . < . We are very 
pleased with your station and hope to continue without 
interruption for years to come . . .*' 



WOKY-TA , Milwaukee 



PROGRAM : Announcement* 



VACATION BOOKLET 



SPONSOR: N. A . State Dept. of Commerce \GENCY: BBDO 

C APSl |.E C \SE HISTORY : The A*. V. Stale Department 
of Commerce recently scheduled four five-minute pro- 
grams about vacationing in \cw York on Tuesdays. 
6:40 p.m. following Time Off for Sport- with Hill Flem- 
ming. After only three programs. 1.777 requests for the 
booklet were received. This uas at a cost of 50c per 
booklet request, which was far lower than the sponsor 
had anticijmted. Following the success of the program 
the Department of Commerce has increased its original 
order of four programs to 12. 



\\ WJ TV. Detroit 



PROGR YM ■ Travel fill 



.>P0NS0R: Wizard AH^. Co. AGENCY: 0 

CAPSLLE CASE HISTORY: ,„ the very early worm 
I 12:45 a.m.) one day recently, the Wizard Manufactun 
Co. advertised its radio-controlled garage door on Ja< 
son s Theatre. As a result of the one announcement, 
of the radio-controlled door openers, or $3,600 worth 
sales, were made at an expenditure of $150. The com\* 
reported the results from the one announcement on AT7 
surpassed their expectations based on previous e§o, 



KTTY, Los Angeles 



PROGRAM: Annonncem 



RUBBER SHOP 



SPONSOR: OK Rubber "Welders Store AGENCY: Dit 

CAPSULE CASE HISTORY: Television forced this st 
out of business for 60 days — 'in order to remodel a 
expand! The sponsor wanted to reach farm, and ind. 
trial workers and bought one one-minute participati 
announcement ueekly on Saturday Jamboree, rotat 
between 7:00 and 10:00 p.m. At the end of the fi 
month OK's business was up from $900 a month 
$3,300 a month and has remained at this level ever .*f/i< 
Cost of the participations is $25. 



YYRO.M, Rome, Ca. 



PROGRAM ? Participiti 



HOT DOGS 



SPONSOR: Pepwill Packing Co. AGENCY: P 

CAPSl LE CAi>E HISTORY: Western feature films on 
are helping sell 18.000 pounds of hot dogs weekly for f 
Teguill Tacking Co.. Springfield. III. The firm sjwnso 
Western Round-up across-the-board at 5:00 p.m. ov 
WICS. During the first five ueeks of the shoir fai 
jumped 38^ and I'egwilTs hot dogs are now selling 
the rate of 18.000 pounds wee kly. WICS personal! 1 
"I'egu ill I'ete" holds a ueekly party for area younfslf 
with children submitting drawings to qualify for attfi 
ance. The first week Tele received 1.100 drawings. 



•i 



W I<->. Springfield. 111. 



PROGRAM: Western Round' 




. . operating with a full 316,000 watts. 

for availabilities see the boiling company 
wish-tv is owned and operated by 

vnivmrsaf broadcasting company, inc. 

1440 north meridian street 

* 

NDIA NAPOLIS 
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u Jorum on «/ii('.Mioii.v of %'ttrrmit imeresi 
to air advertisers and their ugeneien 



What are the ratlin and television trends that 
advertisers should look out for in the fall 





THE PICKED PANEL ANSWERS 

FOUR MAJOR CHANCES 

lly Arthur S. I'ardoll 

Director. Broadcast Media 
Foote, Cone & Holding. A fir York 

The next year in 
radio and televi- 
sion is goLng to 
continue to be a 
season of 
changes. a n d 
these will be as 
dramatic as they 
have been in the 
past. The changes 
will affect many phases of the broad- 
cast field, but we see four areas where 
the changes will be quite important. 

One will be a re-examination of the 
value of radio as an advertising me- 
dium in terms of the largely un- 
measured audience outside of the liv- 
ing room and out of the home. More 
emphasis will be given to special op- 
portunities offered by selective buying 
of radio stations, programs and time 
periods least influenced by television 
inroads. 

Secondh. further expansion of day- 
time television programing will in- 
clude new serials. In addition to 
increased activity on the part of ad- 
vertisers, there will be new ways of 
Inning da) time as well as evening 
television. 

Thirdly, it is expected that the big 
question of uhf will be more clcarlv 
resolved. W e anticipate a growing ac- 
ceptance of ultra-high frequency sta- 
tions in those situations where condi- 
tions are favorable. 

Finally, the public's interest in color 
telecasting may be intensified by rea- 
sonable prices for color sets. Because 
of the unique values provided by color, 




this medium will be especiallv attrac- 
tive to those advertisers whose prod- 
ucts and programs can benefit from 
its use. 



IN TV— WATCH FOR COLOR 
By Sylvester L. Weaver Jr. 
I' resident, Rational Broadcasting Co. 

One predominant 
trend in tele- 
vision that any 
alert advertiser 
should watch in 
the fall is the 
trend to color. 

Actually, if the 
advertiser just 
watches and does 
not do anything about it, he won't be 
very alert and he 11 wind up missing 
the boat. For color tv is here, ready 
to go to work for the sponsor inter- 
ested in protecting and expanding his 
share of the market. 

Make no mistake about it, the color 
television campaign is going to deter- 
mine the share-of-inarket of most con- 
sumer goods in color tv homes — and 
this trend will start within this coming 
year. To the conipam requiring effec- 
tive advertising to survive, to the 
compam whose position demands that 
it lead the way or suffer loss of pres- 
tige, to the company interested in re- 
capturing a sales leadership that might 
ha\e slipped out of its hands, to the 
conipam looking for a way to arouse 
a new excitement throughout its over- 
all organization- -the trend is to color 
television and the time to start in color 
is this falk 

Another significant trend in the 
fall will be the increased use of dav- 
time tv. And with excellent reason. A 
recent nationwide study released bv 




the tSBC Research Department shows 
the da) time viewer to be a prime tar- 
get for any ad\erti:-er younger, with 
larger families, higher income, a big- 
ger buyer — in short, a better customer. 



CUMULATION CONCEPT GAINING 
By Adrian Murphy 

President. CHS Had in. Xptc York 

Some of t b e 
trends that 
should become 
increasingly im- 
portant in the 
next few months: 
I. More ad » 
v e r t i s e r s , we 
think, will be- 
come more keen- 
ly aware of network radios unique 
ability to cumulate big audiences, in 
many different ways: taking advantage 
of all the combinations afforded by 
day and night programs, multi-week 
strips, shared sponsorship and. of 
course, traditional nighttime showcase 
programs. 

2. More advertisers will recognize 
that radio is the only way to reach 
some 16.000.000 non-television fami- 
lies frequently, dependably and at low 
cost. As a corollary, we expect adver- 
tisers to become increasingly aware of 
the high degree of duplication that exr 
ists between the television and maga- 
zine (and Sunday supplement I audi- 
ences. 

3. Evening network time costs to 
advertisers will be more attractive than 
ever before, and about 15 to 20^ 
lower than in the year just past. 

4. With new radio sets continuing 
to sell at a faster-than-replacement 
rate, homes with two or more sets will 
become increasingly important. New 
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Nielsen data indicate, for example, that 
television homes with two radio sets 
do 43 r 'r more radio listening than tv 
homes with onl\ one radio. And a 
third radio raises this figure to 64^1. 

5. Fiualh . a new census of U.S. ra- 
dio and television sets (sponsored 
jointly by the four radio networks and 
BAB) will give advertisers a much 
clearer picture of the number and im- 
portance of multi-set homes. And out 
of it should come a better understand- 
ing of radio's role as everyone's per- 
sonal entertainer and companion, day 
and ni°rht. in and out of the home. 



TREND TOWARD SPOT 

By D. H. Denenhoh 

Research and Promotion Manager 
The Katz Agency. Meic York 

There is one trend 

**■ that is likely to 

be common to 
both radio and 
tv: the trend to- 
ward SPOT. 

In spot radio, 
you can expect an 
increase in the 
number and va- 
riety of "saturation" or multiple-an- 
nouncement plans. More and more 
stations are establishing such plans. 

Another radio trend is the extension 
of the successful news and music for- 
mula to nighttime programing. This 
programing trend coupled with the 
low-cost multiple-announcement plans 
will probably lead to increased in- 
terest in the attractive values that 
will be available, particularly at night. 

In tv, there will be more multiple- 
station markets, with a consequent in- 
crease in competition for the adver- 
tiser's dollar. This, of course, will tend 
to reduce the clearance problems that 
have been plaguing man} advertisers 
and also give more availabilities. 

Color tv development will accelerate. 
Nineteen-inch color receivers will prob- 
ably be available: several stations will 
he equipped to televise locally origi- 
nated color as well as network. Al- 
ready WMAR-TV in Baltimore has 
been televising slide commercials in 
color and WKY-TV in Oklahoma City 
is televising locally originated live 
color programs on a regular basis 
Color film pickup equipment is an- 
other probable development. 

I Please turn to page 263) 




WBEN 




is now basic 



CBS RADIO 

in Buffalo 



The mighty array of CBS talent plus the longtime 
top-rated local WBEN programs make WBEN more 
than ever THE buy in New York State's second market. 
Call or write any CHRISTAL office 
in New York, Chicago, San Francisco, Boston or Detroit. 



SOUTHWEST VIRGINIA'S WtfUtee/l RADIO STATION 



This is our 31st year of 
SOUND SELLING to Roanoke 
and Western Virginia 

% 26 County Coverage with a WEEKLY audience of 118,560 
families — a DAILY audience of 92,070 families. 

4 All week long, day or night, WDBJ'S share of tuned-in 
Roanoke audience averages 51 to 59%. Average tune-in: 
7 a.m. to 8 p.m. — 24.9%; 8 p.m. ta 11 p.m. — 19.4%. 

% About 25% of Virginia's Retail Sales are made in the 
WDBJ area. 

$ An affiliate of the CBS Radia Network far almost 25 years. 

May we recommend your product to our friends? 
Sources — A. C. Nielsen Ca. and Pulse of Raanoke 



mmm flk ■ Established 1924 > CBS Since 1929 

1AI mW WW I AM . 5000 WATTS . 960 KC 
W IJIIt 1 FM • 41.000 WATTS • 94.9 MC 

V V W0 W0W ROANOKE, V A . 

Owned'and Operated by the TIMES-WORLD CORPORATION 
f REE & PETERS,, INC.. National Representatives 
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RADIO CORPORATION of AMERICA 

ENGINEERING PRODUCTS DIVISION CAMDEN, N.J. 



< 




D. (DAVE) BAIN 

1625 "K" Stre*r, N.W. 
Woshingfon, D. C 
Telephone: District 7-1260 




Town's anniversary celebration marked at M ltd It 



Gay '90's character* are operating 
some of W UGll Schenet tady V 1951 
telecasting equipment these days. Kea- 
ooii for the costumes and beards is a 
fiftieth anniversary celebration being 
neld in Scotia, a Schenectady suburb. 



Seotias ma) or said any male citizen 
found without a beard faces a dunking 
in a watering trough. The ultimatum 
is taken seriously b) these crew mem- 
bers of the General Electric station 
(below I. * * * 




WRGB cameramen living In Schenectady suburb had to wear beards — or face watery dunking 



WISH 'package opening' 

Indianapolis merchants who pla 
open a new store are getting in 
habit of callhr- WISH. 'I he 
tion offers a "package opening' 
which it sa\s pulls hundreds of 
tomei!- to the store s opening. 

The \\ ISH "package opening ' i 
on-lhe-scene program ni.c.'d b\ I 



fin* stores draws customers 

n to Chapman, a WISH disk jockey. Chap- 

the man. between recordings and plugs for 

sta- the new store, conducts a scavenger 

deal hunt. Livelier- are told that if they 

cus- bring certain items to the new store, 
they will receive a free gift. The ghn- 

* an inick draw* people to the opening. 

lipid converting mam into customers for 




Reid Chapman. WISH m.c. conducts scavenger hunt at store's opening, draws crowds 

60 



the new business as a result. 

One of Chapman's recent openings 
wa- for a gasoline station. The owner 
-aid that more than half of the cars 
coming to collect their scavenger hunt 
prize- had their tanks filled up. WISH 
savs that Chapman manage- to gi\e 
away prizes at the rate of better than 
one a minute for periods of o\er three 
hour*. 

Chapman's -cavcnger hunt i- a copy* 
righted idea of his. The -cavenaer 
item- u-uallv are things ea-ilv located. 
Prizes are bought by the station from 
a prize concern, re-old to the new re- 
tailer. So successful are the openings, 
reports W ISH, that police often have 
to untangle the resulting traffic jams. 

★ * ★ 

Detroit Hadio-Tv Council 
polls viewers on tv ads 

Edward L. Rernav - has been puhh* 
cizing a survey he has made among 
senior ela-s presidents of colleges on 
their attitudes toward t\ commercial-. 
According to Bemav-. the re-pondents 
all dislike tv advertising. 

Now the Detroit Radio & Television 
Council. n<ing interviewer- from Mich- 
igan State College and Wayne Univer- 
sity, is conducting it- own survey of 
what people think about television ad- 
vertising. Somewhat wider in scope 
than Rernav s" effort, the Detroit sun 
vey will cover a scientifically selected 
sample of 700 householders in Detroit 
and Lansing. A 22-que-tion question', 
naire cover? subjects ranging from 
peoples activities when commercial- 
appear on tv -creens to viewer-' re- 
call of advertisers' programs. 

Detroit Radio & Tv Council Presi- 
dent Wilficld L. If olden, radio-televi- 
sion supervisor for J. Walter Thomp- 
son Co. I Detroit I. said the -urvev is 
designed to do a thorough job on tele- 
v ision commercial- and their effects, 

"To the council - knowledge, no one 
has tested the effect of bard goods tv 
advertising." Holden told si'O.NsOR. 
■■ This study delves into that. And there 
are mam other facets to it. too. For 
instance, we have been dismaved at 
the acceptance given various "polls 
purporting to show that nobody pays 
any attention to commercials, or that 
thev feel them childi-h. filled with un- 
truth-, or downright -tup id. Inasmuch 
a< we doubt the validity of the-e much- 
pnhlicized opinions, the Council de- 
cided to do a thorough penetrating job 
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using recognized research techniques." 

Survey Director David F. Miller, 
JWT research associate, summarized 
the findings of an advance tabulation 
of the first 100 returns. They are: 

1« Three out of four respondents 
could cite specific examples by sponsor 
name of "clever"' tv commercials. 

2. More than half could name spe- 
cific commercials they felt were edu- 
cational, interesting or entertaining. 

3. Generally, people who totally 




One of 700 householders being interviewed 

condemn tv advertising are few and 
far between. 

4. Over half said most tv advertis- 
ing is too repetitious. Some felt com- 
mercials are too long, break programs' 
continuity. 

Major findings of the study will be 
published by SPOXSOR this summer. 
Holden said that copies of the full re- 
port can be obtained by writing to the 
Council 2130 Buhl Bldg.. Detroit 26. 
There will be a $1 charge, he said, to 
offset tabulation and printing costs. 

★ ★ ★ 

SyntUctited 'slide show* 
t'tutttittr/ in 2ft markets 

Brent Gunts is proving that even on 
tv, you don't necessarily have to have 
animation. Gunts. who is president of 
Brent Gunts Productions in Baltimore, 
told sponsor 26 tv stations are run- 
ning his Shadow Stumpers program. 
He says it is probably the only syndi- 
cated slide show in the country. 

The program. Gunts explains, is a 
game of guessing silhouette shadows 
of everyday, familiar objects. ''The 
viewers see a shadow of an object on 
their screens." says Gunts, "and then 
guess what they think it is. Then a 
photograph of the object is shown. 
Many of the shadows look like one 
[Please turn to page 154) 




The plurality of listeners goes with WBXS — the sta- 
tion with greater tune-in than all other local stations 
combined ! As a candidate for your advertising dollar, 
WBNS presents a perfect platform with the 20 top- 
rated programs. 




CBS for CENTRAL OHIO 



WBHS 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 



12 JULY 1954 



61 



WHICH 




DO YOU LI KE ? 

We've Got 
'em All! 

CBS NBC ABC 
DUMONT 

Yes, for over o yeor, 
WAFB-TV hos furnished 
the only TV progroming 
to the rich BATON ROUGE 
TRADE AREA. This rich 
petro-chemicol market 
responds to your sales 
messages over WAFB-TV 
becouse the viewers are 
omong the highest paid 
workers in the country, 
with ample free time to 
spend their money os you 
tell them to! To caver 
olmast a half million 
potential customers, buy 
the only TV station in the 
capital af Lauisiano . . . 

WAFB-TV 

Channel 28 

Baton Rouge, La, 
TOM E. G1BBENS 

Vice President & General Manager. 
Represented nationa'fy by 

ADAM J. YOUNG. Ji. 




(Continued from page 20 I 

determined by the depth of the phonine** and the- breadth 
of the tv expoMire given the offending campaign. 

Recently I (dipped an advertisement from a leading maga- 
zine (I read them in barber shop? since there are no tv sets 
there), half of which was devoted to a gentleman who had 
just 'Witched", the copy claimed, to a competitor's product. 
Having just finished devoting four years to a product with 
which I am connected, I learned by reading further that our 
man bad discovered what true enjoyment was as a result of 
which be had rectified the error of bis ways. 

Unless we assume the entire public to be composed of utter 
idiots and completely unaware that pecuniary considerations 
are involved, this brand of switching and disloyalty must do 
a disservice to all advertising. 

Who is to blame? Well, all of us, I guess. Our contract 
should have prohibited thi* tenuous relation. The new 
product should have enough decency as well as common .-ense 
not to attempt the transition. And. above all. the (so-called) 
talent should have enough integrity not to accept the new 
money. 

This is one of those facets of bad taste which is also a 
facet of bad advertising. That such practice? are grist for 
the noisy mills of the self-appointed critics of advertising 
isn't important at all. At least in my opinion, it isn't. 

What counts most is that we weaken every testimonial 
campaign by doing poor ones. And furthermore we -pend 
dollars foolishly so that they will reap nothing which hutfti 
all of us because it breeds doubting Thomases among those 
who have misspent the money. In a bii.-ine» so >mall as ours, 
that is in one with so few people engaged in it (in contrast 
to manufacturing, publishing, etc.) we arc bound to run 
into the>e folks who were once hurt a> we go along in our 
business career*. When tin? happen?, the right thing is a lot 
harder to t-ell. for the folk* who were burnt are a lot more 
skeptical about advertising than thev ordinarilv would be or 
.hould be. * * * 



Letters to Bob Foreman are weleomed 

Do you always agree with the opinions Bob Foreman ex- 
presses in "Agency- Ad Libs"? Bob and the editors of SPON- 
SOR would be happy to receive and print comments from 
readers. Address Bob Foreman, c/o SPONSOR. 40 E. 49 St. 
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T. I story board 

A column sponsored by one of the leading film producers in television 

S A It It A 





NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 



Designed to pack hard sell between rounds, Sarra's new series of 50 second TV spots 
for Pabst Blue Ribbon Bouts, piovides the answer to the catchy query, "What'll 
You Have?" Through ( lever cartoon presentation, inanimate objects assume clc 
lightful personalities, chanting the now famous theme, "Finest Beer Served Any 
where!" The series del ivers an ellortless sales 1 K.O with tiie doublc-O s in 
"Smoother-Smoother Flavor" enlarging into coyly winking eyes that resolve magically 
into an inviting glass of beer. Produced by Sarra, Inc. foi I'abst Sales Co. through 
Warwick & l-egler, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



Right clown to the sizzling sound of frying sausage, Sarra's series of 60 and 20 second 
TV spots are outstanding examples of package promotion and television artistry. 
Live action shots of the product in use and outstanding package display are cleverly 
framed within the product's trade-mark seal. Effective, portrait-like food sequences 
are engagingly presented through the simple device of a little boy obviously en- 
joying the product. Skillful visual selling produced by Sarra, Inc. for Swift R: 
Company through J. Walter Thompson Co. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



From a shower of shooting stats, Helene Curtis "Lanolin Discovery" dramatically 
emerges in Sana's new series of 60 second TV Spots. Woman's eternal quest for 
beauty is subtly presented by live action shots featuring the product that brings 
the "breath of life for lifeless-looking hair!" Animation lends ease to a brief test-tube 
demonstration of product content. An exciting series produced by Sarra, Inc. in 
collaboration with Earle Ludgin & Co. for Helene Curtis Industries, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




Sarra deftly combines the powerful appeal of ingenious animation with a hard- 
driving sales message, in a series of 60 and 20 second TV spots for "Vornado" 
Cooling Appliances. To the cadence of a tricky calypso background, the advantages 
of Vornado exclusive Vortex circulation are enumerated, as the viewer sees the 
Vornado Air Conditioner in attractive home surroundings, circulating "cooled air in 
every corner of the room." Created and produced by Sarra, Inc. through Lago & 
Whitehead, Inc. for the O. A. Sutton Corp. 

SARRA, Inc. 

New York: 200 East 56th Street 



Chicago: 



16 East Ontario Street 
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"Date in Hollywood" 

with Eddie Fisher 
Gloria De Haven 
Hugo Winterhalter 
'A hour 3 times weekly 




e you button-u 

ate thi 





" PENTHOUSE PARTY" 

Starring NELSON 
EDDY as host with 
Gale Sherwood 
and a star-studded 
guest list 

Vi hour 5 times weekly 



RCA 

During the past 12 monl| 

3 



"Musk Hall Varieties" 
with Beatrice Kay 
Joe E. Howard 
'A hour 

1 time per week 






Phil Spitalny and 
his All-Girl Orch. 

Vi hour 1 time per week 





" THl MIDDY MARTIN SHOW" 
V* hour 3 times weekly 



"Hank Snow and his 
Rainbow Ranch Boys' 
Va hour 

5 times weekly 




"THl WAYNt KING StRtMt 
Vi hour 1 time p,er »>el> 




IHt SAMMY K»4 Yt SHOW" 
V* hour 3 times weekly 



U$ig Nome Shows 




THE MELACHRINO MUSKAW 

Starring George 
Melachrino and 
The Melachrino 
Orch. and Strings 

'A hour 3 times weekly 



Again and again Sponsors, Stationsand Ad Agencies have given 
us the verdict. Not 1,000 times . . . not 10,000 times . . . but over 
124,800 times during the past 12 months, RCA THESAURUS 
Shows have been sponsored by advertisers on subscribing sta- 
tions across the country. Why this overwhelming success? Be- 
cause RCA THESAURUS Big Name Shows don't merely build 
audiences, they also sell products and services! 

If you are an Ad Manager, Station Manager, Account Execu- 
tive or Media Manager, before you make any radio plans for the 
FALL, consider these money-making RCA THESAURUS 
FACTS! 

RCA Thesaurus Shows get high ratings. Examples: 
WPAR, Parkersburg,W. Va. received 16.2% of avail- 
able listeners in Parhersburg with THESAURUS. 
(Conlan) KRLD, Dallas, Texas received 28% of 
available listeners in Dallas with THESAURUS. 
(Pulse) 

The Big Names mentioned here are only some of the 
headliner's starring in RCA Thesaurus Shows! 

Scripts . . . programing . . . tie-in merchandising aids 
are all part of the Thesaurus Package. 

Hear an audition disc today and judge for yourself! 
RADIO STATIONS! 

SELL ANY OF THESE THESAURUS SHOWS 
AND YOUR LIBRARY PAYS IT'S OWN WAY! 




By Roth' 



iRoth 



and Orel 



ir 



weekly 



Thesaurus Delivers to 
Subscribing Stations! 

• 5000 selections 

• Monthly releases of 52 or more 
new selections 

• 1800 singing commercial jingles 
o Weekly scripts for 31 program 

series 

• Production aids • Sound Effects 




Concert Hall Of The Air 
Men Behind The Melody 
Norman Cloniier And His 

Memorable Music 
Sons Of The Pioneers 
The Tex Beneke Show 
Music Of Manhattan 



Church In The Wildwood 

Fran Warren Sings 

A Festival Of Waltzes 

V incent l.opez 

Artie Shaw 

Here's June Christy 



And Many-Many More! Complete with sponsor-selling brochure 
audience-building promotion kit. sales-clinching audition disc. 



Write, wire, phone today: Dept. No. 5-7 

recorded 
progi^ani 



semces 

RADIO CORPORATION OF AMERICA 



'"«SR 

RCA VICTOR RECORD D!V«SlON 



if, 



430 Fifth Avenue, New York 20, N. Y.-JUdson 2-5011 1907 McKiroie/ .*vt., ftc' os I Tta -» 13 7 > 

445 N. Loke Shore Orive, Chicago 11, lll.-WHiteholl 4-3530 522 Forsyth 8!dg., At'amo 3 G -U«w 7/t3 
1016 N. Sycamore Ave., Hollywood 38, Col.-HOMywo d 4-517,1 



YOU TOO 



can be a 




CONQUISTADOR . 

"conquering" Spanish 
sales in forty five counties of 
Texas with a population 
of over 690,000 Spanish 
speaking consumers 

We have over forty other 
"conquistadors" daily on 




R. .1. Cortcz, President 
SAN ANTONIO, TEXAS 

lie presented by 

Richard O'Connell, Nnt'l. Adv. Dir. 

40 East 49th St., New York 17, N. Y, 
PLaza 5-9140 

LOS ANGELES — SAN FRANCISCO 

r- - 




agency profile 



Stanley A. Litmus 

V.P., Commercial TV Director 
Wm. Esty Co.. New York 



There's an old proverb about bakers never eating bread on 
Sundays. Exception to this ancient bon mot is Stan Lomas. Wm» 
Est) Co.'s \ .p. in charge of commercial tv, who spends his free time 
making documentary films both for amusement and profit. 

"Sometimes, tilings get particularly hectic here/' Lomas confessed, 
taking innumerable film cans from his desk drawer and spreading 
them before him. "At those times 1 talk about getting away froiil 
tv. But when I'm not making films* 1 write about the technique? 
of making them." 

Lomas shrugged philosophically and began reading the labels on 
the various film cans. He found the one he wanted, opened the can 
and unwound a few inches of film. It was a thin strip of color film, 
with two apparent!) identical frames side by side all the way down 
the line. 

"Here are some of the 3-D films we\e shot in tests for our clients, *' 
Lomas told sponsor. "As for color alone, we've been testing it for 
all our clients for over a year, using \arious kinds of film stock and 
different techniques. Some GO r 'c of Wm. Estv Co.'s estimated 
$45 million over-all billings in 1953 were in air media. 

"We've learned a lot from doing our own color film and 3-D 
experiments." Lomas continued. "But there are innumerable unusual 
effects that can be gotten with the more prosaic black-and-white film 
if there's creati\e thinking in the agency. 

"The best safeguard against wasting a client's money and against 
production delays and troubles, is careful pre-planning of a film." 
Lomas encourages his writers to use both tape recorders and an 
animatic projector on story board draw ings I machine giving draw ings 
illusion of motion I. This is to get ;is realistic a feel of the final 
effect of a commercial before a single foot of film is shot and wasted. 

Among Lomas' current problems: the policing and bookkeepiiig 
involved in the use of tv film commercials, due to the SAC contract 
which provides for re-use payments to actors. Lomas now employs 
one person full-time to keep track of these film commercials, expects 
to need two people In fall I see Spot tv. page 73 I . 

His t in rent project at his Pound Kidge. \. V.. home: to shoot a 
semi-docnmenlnn film about the history of his house (built in 
Massachusetts in 1670 and then transported to New York I . starring 

his four sons, of course. * * * 
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TARGET TELEVISION 



KUDNER AGENCY, INC. 

MEW YORK DETROIT WASHINGTON SAN FRANCISCO 
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SELLS MERCHANDISE IN 
ARIZONA 



Tapping a $20,000,000 
market! That's why, 
month after month 
and year after year, 
these shrewd Yanqui 
advertisers KEEP 
RIGHT ON advertis- 
ing over this 5-year- 
old Spanish-language 
station: 




,t»*C>iv>oo 




Borden's Evaporated 

Milk 
Pet Milk 
A- 1 Beer 
Folger's Coffee 
Lucky Lager Beer 
Goebbel Beer 
Pacific Greyhound 
Coastal Valley 

Canning 
Fab 

la Pina Flour 



85,000 Spanish-speaking people Leesten . . . 
and they BUY! Why not tell them YOUR 
sales-story? Talk is cheap, but results are 
BEEG on Central Arizona's ONLY full-timt 
Spanish language station! 

ASK THOSE YANQUIS ABOUT KIFN! 

NATIONAL TIME HARLAN G. OAKES 
SALES AND ASSOCIATES 

17 E. 42nd St 672 Lafayette 



New York, 
New York 



Park Place 
Los Angeles, Calif. 



KIFN 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 







Jack Ciiiiiiing/ioiii. president of Cunningham 
& ICalsh, blasted heavy industry for its lack of 
consumer adiertising in a speech to 700 admen 
assembled in TSoston for the 50th annual contention 
of the Advertisers' Federation of America on 
21 June. Said he, "They're big enough to be on 
the biggest slock market, but not big enough to 
advertise. We must convince them that they should 
spend at least 1% a year in advertising. . ." Cun- 
ningham feels heavy industry has ignored mass 
media like radio and tv too long. 



Gordon firat/. general manager of ITOR and 
W'OR-TV, Xeu York, struck a blow at high oper- 
ating costs when the If "OR and TOR-TV division of 
General Teleradio icon a permanent injunction 
against Local 802 of the AFM in Supreme Court 
late last month. "We had -10 musicians and two 
librarians on staff," Gray told SPONSOR. "In 1953 
they cost us S 107,000. At the expiration of our AFM 
contract we told Local 802 that we wanted to use 
lire music as we needed it, not on a quota basis." 
28 February union struck for "lit e music on all 
live shows." Court ruling gives TOR damages. 



Cumtnamler Edirnrd Whitehead, presi- 
dent of Schwei>i>es, has finally burst into air media, 
complete with British accent. The beard of the 
"man from Schweppes" is not yet tisible to tv fans, 
but radio listeners in 20 markets can now hear the 
Commander introduce himself and sell his product 
while ice is heard dropping into a glass with a 
splash. There's a pause while the Commander 
presumably partakes of the drink, followed by his 
e.\]>ression of appreciation. These 20- and 60- 
second spots follow IlOIi^l's print themes. 



Ki'uneth C. fiif foi'll. president and chairman 
of the board of Schick, recently announced that his 
firm will remain in the 8:00-4:00 p.m. Saturday 
slot throughout the summer with Stage Show, over 
100 CBS Tl stations. This musical variety show, 
featuring Tommy and Jimmy Dorsey, will be shared 
bv all three Jackie Gleason sponsors: Schick, \estle 
and Scliaeffer. Talent cost of the show per week 
per sponsor is $10,000 grass, or less than half 
the $23,000 weekly tab on the Gleason show. Pro- 
srtnn is scheduled to run 3 July till fall. 
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She Butters Up 

A Large Slice 

Of The Midwest 




Right next door to housewives in 11 states, Wynn 
Speece has been "Your Neighbor Lady" on 
WNAX-570 for 13 years. 
The 5 states — Minnesota, the Dakotas, Nebraska 
and Iowa — in Big Aggie Land aren't enough for 
Wynn. Mail comes in from 11 — plus Canada; in 
10 years she has received 1 !/4 million cards and letters. 

Her mail may contain anything from Ma's favorite 
recipe to a family problem. Wynn reads select items on the 
air and asks for listener comment. Result: more mail. 
Participating in this manner, housewives feel that they 
belong to the program, call themselves "Neighbor Ladies," 

listen each weekday, 3:30-4:00 p.m. 

And respond. Over 5,000 loyal listeners from four states 
came to watch the Neighbor Lady demonstrate at a Cook- 
ing School in June. Thirty-five thousand orders 
for "Your Neighbor Lady" booklets 
at 25c a copy were received. Three 
times a week Wynn offered 
$1.79 food mixers, in seven months 
pulled 4,357 requests by mail 
order alone. Total sales exceeded 

$7,790. 

Do you have something to sell to house- 
wives? Let Wynn tell her "Neighbor 
Ladies." Old friend and confidant to 
thousands, she will tell them about 
your product in her own words. Ask 
the Katz Agency for full details. 



WNAX-570 

Yankton-Sioux City 

CBS 

Represented by The Katz Agency 




WNAX-570, a Cowles Station, is under the same manage- 
ment as KVTV-Channel 9, Sioux City, the tv station 
reaching 32 farm-rich counties in Iowa, Nebr. and S. 
Oak. with 632,000 population and S746 million in '53 
retail sales 



> 



What is the hottest 
TV agency today?* 



^for information call... 




NEW YORK 
JUdson 6-3400 



M 

BOSTON 
Liberty 2-7382-3 




CLEVELAND 
CHerry 1-3490 




DETROIT 
WOodward 2-9792 




DALLAS 
PRospect 5898 



mm 

HOUSTON 
LYnchburg 4191 




LOUISVILLE 
WAbash 4317 




CHICAGO 
WEbster 9-3701, 



mm 

SAN FRANCISCO 
OOuglas 2-5560 




LOS ANGELES 
Mutual 1181 




PORTLAND 
ATwater 4305 




HOLLYWODO 
Hollywood 4-8268 



mm 

TORONTO 
WAInut 2-2133 




MONTREAL 
GLenview 6121 




8UEN0S AIRES 
Buenos Aires 31-9501 




RIO OE JANEIRO 
Rio de Janeiro 42-4050 




SAO PAULO 
Sao Paulo 6-6308 




SAN JUAN 
San Juan 2-5379 2-1097 




MEXICO CITY 
Mexico City 10-26-81 




CARACAS 
Caracas 53-638 59-875 




HAVANA 
Havana F-6655 





Our model 
is nol a pro- 
fessional . . . 
She's a typical 
Northwest 
Oklahoma 
Junior Livestock 
Queen I 




30% of Oklahoma's total population 

38% of Oklahoma's total income 
buying power! 

Over 100,000 Television sets! 



KGEO TV 



Ui ,0(4. 




SERVING THIS NEW, RICH MARKET 

• • •WITH 1 00,000 WATTS ON CHANNEL 

Owned and operated by Streets Electronics, Inc. 
P. R. Banta, Pres. • George Streets, Mgr. 




ABC Vi^V Represented Nationally by JOHN E, PEARSON CO. 
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SPECIAL FALL FACTS REPORT 



WITH NIGHTTIME JAMMED, DAYTIME TV PACE IS QUICKENING 

Here are some of the important questions you will find answered in the pages of this report 

Q, Wfc«t's flie timebuyer's outlook in fall spot tv slots? |>«c/c 7-1 

Q» flow? soon will the industry count tv sets regularly? . paye 7 ft 

Q„ Is the line beiny held in spot tv rate increases? ...................... puye HO 

Q. To what extent will color be available for spot tv? P«*/t* #2 

Q, 4re there any notable trends in spot film commercials*? !>".«<-* 8ft 

^ The SAG scales: how have they affected spot tv business? puye ?KJ 

Q. Ar& syndicated tv films a biy factor in fall spot plans? . . paye i) I 

Q. '* "subscription ti?" « strony competitor of regular tv? !»«*/«* 

Q a Can spa* g» be its«rf to reach the V.S. farm market? paye 102 

12 JULY 1954 







SPONSOR postcard survey 
shows when stations plan color 

Nearly one out of every three U.S. tv stations replied! 
to SPONSOR postcard checlcup on color tv prog- 
ress, affording good cross-section of all outlets. 
Survey was made in June. Networlt color is most 
advanced; more than 70% of stations said they 
would be so equipped by the end of the year. 
Local color slide and film transmission is next; 
nearly 20% of outlets will have it this year. 

STATIONS WHICH EXPECT TO BE EQUIPPED BY: 




EQUIPPED 
NOW 



END OF 
1954 



END OF 

1955 



END OF 
1956 



NO DEFINITE 
COLOR PLANS 




NETWORK COLOR TELECASTS - 32.8% 38.8% 5.2% 

SPOT TV COLOR 

2.4% 17.3% 19.6% 

0.7% . 18.8% 18.8% 

1.6% 4.7%. .. 15.7% 



1. COLOR SLIDES 

2. COLOR FILMS . 

3. LIVE COLOR SHOWS 





1.5% 

0.8% 
0.7% 
4.0% 



21.7% 



OU.U/C 

60.0% 
74.0% 





Availabilities 



Q. From the timebuyer's view- 
point, what's the fall outlook in 
spot tv time availabilities? 

A. Tv advertisers who have not yet 
scheduled fall campaigns in spot tele- 
vision can expect to face, in general, 
an availability situation like this: 

1. Mornings: I^ast year, early- 
morning tv slots were fairly plentiful. 
This fall, there will still he many to 
choose from particularly in the new- 
est tv markets — hut the situation is 
tightening daily. Reason: In the past 
\ear, networks and stations alike have 
concentrated inueli of their creative 
efforts on carh -morning tv. and audi- 
ence levels have risen steadily. NHC 
TVs Today is a commercial success; 



CBS TV's Morning Show is building 
well. Local programs that follow, or 
even precede, these shows are attract- 
ing many of the same type of adver- 
lisers who use morning radio. 

Of course, morning tv sets-in-use 
figures (see page 4. Tv Basics) are 
no match for the nighttime tv fig- 
ures. But a number of tv sponsors — 
notably Ford Motor, Bond Clothes, 
Robert Hall, P&G I for Gleem)— have 
bought extensive packages of morning 
announcements, chainbreaks and I.D.'s. 

"Morning tv prices are now in line 
with ratings; and audiences, and an 
early-morning package of announce- 
ments particularly at a package dis- 
count can reach substantial audi- 
ences at low cost." a J. Walter Thomp- 
son timeluner said. 

Typical Inn: On stations repre- 



sented by a leading organization, 
dozen t\ I.D.'s per week in niomini 
time bring a 45' { discount on top o 
the regular frequency and dollar-vol| 
u me discounts. 

The availability situation is currt 
lv tightening in late mornings, pail 
ticularly after the breakfast hour. Slot! 
adjacent to the network lineups on 
CBS TV affiliates l Godfrey) and NBf 
TV i Ding Dong. Home) affiliates a 
still to he had in some markets, h 
are not expected to be unsold by fit 
end of summer. 

2. Afternoons: With many a hou, 
wife having adjusted her daily routi 
to afford a "tv matinee" (a fact th<? 
emerged recently in Cunningham 
Walsh's }'uieotoun studies), afternoo 
t\ is arousing real interest amort 
od\ertisers. 
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A eheckup among leading tv reps 
showed a sizable advertiser trend to- 
ward afternoon tv. Purchases centered 
mostly on slots next to afternoon 
network programing and in afternoon 
feature film programs. 

Among recent additions to after- 
noon spot tv advertisers: 

P&G, Maxwell House, Savarin. Rival 
Dog Food, Tv Time Pop Corn. Wrig- 
ley's, Conli Castile, Lipton Tea, Peter 
Paul, Kent, Parliament, Coea-Cola, 
if and Fritos. Majority of these adver- 
tisers bu\ one-minute announcement 
slots. 

An increasingly popular tv buy is 
the I.D. (10-second) announcement. 
Consensus of reps: Afternoon slots, 
I by fall, will become fairly light in the 
largest tv markets. By next year, the 

I best-rated afternoon slots will be tight 
everywhere. 
3. Nighttime: The prime evening 
hours, usually 7:30 p.m. to 10:30 p.m., 
are still the most desired by spot buy- 
lers. Typical comment, from Ted Bates' 
Frank MeCann: 

"You get the broadest possible 
mixed adult audience when you buy 
next to a top network tv show. Not 
only is the audience composition per- 



makes Class A time a good buy despite 
its high cost. Also, we believe the 
viewing audience during this period 
is in the most favorable state of mind 
for receiving a commercial message." 

In these hours of peak tv viewing, 
good spot slots are scarce, and the best 
ones are allocated through wailing 
lists. The situation eases somewhat 
in the very late nighttime hours anil 
in the secondary tv markets. 



Q. What, exactly, are an adver- 
tiser's chances today of picking up 
nighttime spot tv availabilities? 

A. In the largest tv markets, turn- 
over among nighttime tv spot clients 
is very, very low. According to the 
consensus of reps surveyed bv spon- 
sor, it is never more than 10% in the 
large markets and often drops to the 
1% mark. One New York network 
flagship, for example, had no night- 
time spot openings at all between 
October 1953 and March 1954, and 
what few there have been since (they 
averaged out to 0.6^ of the po- 
tential availabilities) were quickly dis- 
posed of through a priority system. 

In the newer (post-freeze vhf and 
uhf ) markets, the situation is relative- 



I) open but is b) no means free and 
easy. Jack Peterson of the George I'. 
Hollingbcry rep firm estimated that 
in the smaller markets, and on the less- 
important outlets in major markets, 
the nighttime spot turnover is "seldom 
more than 30 to 10' , ." 

With nighttime l\ so valuable, 
there's been a growing lug-of-war late- 
ly between networks and stations for 
late-night (usually. 10:30 p.m. to 
11:00 p.m. or later I lime. In the pa*l 
year or so, this has become the favor- 
ite slot to put spol-placed syndicated 
film. But the two largest tv webs, CBS 
TV and NBC TV. have made fall plans 
to air network shows in lhi> time, oc- 
casionally surrendering the network s 
option on some afternoon lime in or- 
der to make a trade with a -talioir. 
Already, some mulli-niarkct spot film 
advertisers including Ballantine (For- 
cgn Intrigue). Kevlon (Mr. & Mrs. 
Xorth), Schmidt's Beer {Waterfront) 

have had their lalc-nighl film shows 
**bumped," or are in grave danger of 
being squeezed out, from network- 
owned outlets. The squeeze play, how- 
ever, isn't jet affecting program ad- 
vertisers with long-term contracts on 
most network affiliates and doesn't 
touch those on independent outlets. It 
also doesn't affect spot advertisers in 



|fY set VOUIlt: Researcher Alfred Politi has been hired by NARTB 
o make special pretest of methods for counting tv homes in U.S., 
neasure station circulation for NARTB's planned Tv Audit Circulation 



i?!f»rt* (lS8MH€lll«li: Commercials cost more but film business is 
booming. UPA commercial for Jell-O makes clever use of animation 
instead of SAG talent. More animation is used today ihan pre-SAG 
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Irtt'N n ni ii i feature fi'in shows or 
those with ihainbreak and 1.1). sched- 
ules. 

lint the situation is cutting into the 
amount of half-hour film programing 
that network affiliates will now accept 
for fall starts, f Sales tip from several 
reps: Stations are starting to program 
syndicated film shows in peak aftcr- 
noon hours, often in special blocks. 
Nunc of the-e slot* ha\e good rating 
histories, since they are part of the 
time trades made In stations with 



networks. I 

"Midnight ino\ie" shows are gain- 
ing in popularity with audiences and 
advertisers, and Pulse ratings of 4.0 
and 5.0 land higher) are fairly Com- 
mon. Autos, cigarettes, drug products, 
furniture dealers and movie theatres 
ha\e bought extensively. In the top 
markets, the midnight-hour film shows 
are nearly always filled commercially. 
Hut participation advertisers at this 
hour have latel\ been operating on 
short-term c\cles of six to ei»ht weeks. 



0 
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the Midwest*" 



.(*:Vo idle boast — read copy bc"loid 
for proof positive) 
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TELECASTING 
ON CHANNEt 5 
BISMARCK, NO. DAK. 

Tefecosf/ng from atop the State Copilot building, 
KFYR-JV delivers unrivalled coverage in the 

wealthy. Midwest (arm bell — and throughout 
the heart af the oil-rich Willistan Basin. 

KFYR-TV guarantees a ready-made, 
responsive buying audience, built Op through 
years eff top-flight radio programming. 



NBC 



DUMONT • CBS* 
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^ KFYR-tv 



CHANNEL frlSMARCK, NO DAK 

tintlSlNTlD NATIONALLY » f JOHN ttAI* 



A "watch-and-wait" attitude on the 
part of timehuyers \v ill nearly alwa\s 
produce a number of well-rated late- 
night movie participation*. 



TV set count 

Q. Will advertisers be able to 
get some new facts on tv> especial- 
ly a tv set county in a reasonably 
short time? 

A. Yes. from two sources: 

1. From a new entity, tentati\el\ 
called Tv Audit Circulation, being 
sponsored by the \ARTB to count t\ 
sets count) by county and measure 
station circulation periodically. 

2. From another new organization, 
probably to be called the Television 
Advertising Bureau, which will pro- 
mote the use of tv among ad\ertisers 
and agencies. This too will be a sep- 
arate, independent organization, tit i s 
the result of a merger between the 
T\ AB started by a committee of broad- 
casters and the XARTB"s planned tv 
promotion arm. I 

In effect, the TAC will be a re» 
search group, the TvAB promotion., 



Q. Just how will the circulation 
study work? 

A. The XARTB has already let con- 
tracts for the Alfred Politz Research 
firm to do the p re-testing on methodol- 
ogy. Later the pilot study for the [>e- 
riodic census and circulation suney 
will be made. 

Politz will do the methodological 
test this summer and turn the result* 
over to Franklin Cawl. the XARTB 
consultant on the project. Three meth- 
ods — mechanical meter, interview and 
phone — and possibly a fourth, dian, 
will he tested in two or three cities to 
eee how accurate each is. Once the 
method is determined, a pilot *tud\ 
to measure the circulation of each sta- 
tion in some particular city wall he 
made. The third step will he to >et 
up a permanent corporate organiza* 
lion outside the XARTB to do the na- 
tional sur\e\ on a semi-annual ha>r". 
The cost? Probably a million hy the 
end of the first two \ears. XARTB ha- 
already put up S34.000 for the pre- lest- 
ing. Richard M. Allerton is manager 
of the XARTB Research Dept.. which 
has been working on the project h'f | 
two \ ears. 
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COVERACE Northwestern Pennsylvania plus — the bonus 
of Northeastern Ohio . . . Northwestern New York and 
Canada. 

VIEWERS 218.500 sets in Tri State Market . . . 99.31'' set 

afternoon 

sets in use . . . 60° o morning sets in use. 

RESULTS 'st place Colgate Comedy Hour Contest ... 1st 
place — Block Drug-Airmiident Promotion . . . 1st Audience 
Promotion, Billboard. . . 1st Merchandising Promotion, 
Billboard. 

SALES Scores of Success Stories . . . Saturation plus Pro- 
motion secures sales. 

MERCHANDISING Promotion affiliation on WIKKAM 
and the ERIE DISPATCH . . . Point of SALE DISPLAYS 
. . . Winner of the Wcstinghouse Award for promotion on 
football games. 

Ask the EDWARD PETRY man 

for facts today 

WHOO — Orlando, Florido WTOD — Toledo, Ohio 
Forjoe F ° r i°e 

WIKK-AM— Erie, Po. The Erie Dispatch — Erie, Po. 



H.-R. Co. 

} /u4£4 inc. 



Reynolds-Fitzgerald 



SHOMf OFFlCf-SOO EOWADO LAMS 11DO . TOUDO. OHIO . . . WASHINGTON OFFICE ... 1177 NAIIONAl PMSS U0O- 

JULY 1954 
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Q. Why did it take so long? 

A. Circulation measurement is com- 
plicated, slow and expensive The old 
Broadcast Measurement Bureau wont 
under liecause bulb hroadt asters and 
advertisers failed to support it. Hie 
\. C. Xielseu Co. and the Standard 
Audit & Measurement Sen ice ran cir- 
( ulatioir surveys in spring 1952, the 
first by interview and the seeoud by 
mail. Since then Nielsen, sponsored by 
CBS. has updated set figures— as of 
last fall. The industry today therefore 
is using outdated or projected figures, 



all admittedly far from accurate, on 
both circulation and county set esti- 
mates. To a\oid tire mistakes of the 
past, the \ARTB wants a scientific ap- 
praisal made of each method of mea- 
suring audiences and then will seek 
the support of the entire broadcasting 
and advertising industry before it pro- 
ceeds with the regular survey. By put- 
ting the circulation audit on a firm, 
unassailable basis, the XARTB hopes 
to make it as acceptable as the Audit 
Bureau of Circulations of the news- 
paper industry . 



SELLING 

WESTERN 

MONTANA 



on flie 





AIR 



Technical 

DATA 
• 

General Electric 
Transmitter 

3,920 ft. 

above average 
terrain 

60,000 *VIDEO 

30,000 AUDIO 
• 

2-16 mm. 
PROJECTORS 

2 AUTOMATIC 

2x2 

2 STATION 
CAMERAS 



MISSOULA, MONTANA 

GVO-tv 

60,000 watts 



9 



KGVO-TV is the ONLY station covering Missoula's trade 
area of 9 western Montana Counties . . . and what counties! 
Read on . . . last year, retail sates topped SB 3,900,000.00. 
45% live in town: 209f in non-farm homes: }59f on farms and 
enjo}' more cash income than farmers in 41 other states. Site 
of State University and center of a vast resort area. 

Our TV retailers say, "3,000 sets in town and 10,000 in 
the area." Remember, you'll have a minimum of 6 persons 
at each set 'cause TV is NEW, in this region. 

100 microvolt area has 100 mile radius with another 50 
mile secondary. 

Get in on this rich market while you enjoy a BONUS view- 
ing audience yet pay only regular rates. You'll stay in. 



/Oh 



ea 



WIRE TODAY 

for brochure and rates 

or contact 
GILL-PERNA, reps. 



DOUBLE 

uour impact 

with AM-RADIO 




KGVO 




TvAB 

Q. How will the Television Ad- 
vertising Bureau be set up? 

A. Probabh like the Broadcast Ad- 
vertising Bureau ffor radio), but de- 
tails will undergo preliminary discus- 
sion in Washington 22 July when the 
all-industry committee appointed to 
handle the problem meets. The or- 
ganization will promote network as 
well as spot and local tv. 

The committee grew out of a meet- 
ing between the XARTB and the "old" 
TvAB in Washington 30 June. It con* 
sists of 10 men. For the TvAB are 
Richard A. Moore, KTTV. Los An- 
geles, who was chairman of the bu- 
reau formed in Chicago in May; 
Roger \V. Clipp. WFIL-TV. Philadel- 
phia: Lawrence H. (Bud) Rogers. 
WSAZ-TV, Huntington. W. Va.: H. 
Slavick. WMCT (TV), Memphis, and 
George B. Storer Jr., Storer Broadcast- 
ing Co.. Miami. For the XARTB are 
Clair R. McCollough, WCAL-TV. Lam 
easier. Pa., and new chairman of the 
NAR'lTTs Television Board; Kenneth 
Carter, WAAM (TV). Baltimore- 
Campbell Arnoux. WTAR-TV. Nor- 
folk, vice chairman of the XARTB Tv 
Board. \V. D. (Dub) Rogers Jr.. 
Wm T B-TV. Lubbock. Tex., and Merle 
S. Jones. CBS TV v.p. in charge of 
CBS-owned stations and general 
services. 

The committee will meet hi late 
Jul\ to complete the organization of 
I he bureau, and the new TvAB should 
be underwa\ bv fall. 



Q. What happens to the "old" 
TvAB? 

A. It never got into operation, so 
there won't be anv trouble in incor- 
porating it into the new merged TvAB. 
The "old " one w as born in New ^ ork 
22 April with Richard P. Doherty, 
ex-XARTB v.p.. as consultant when 25 
tv stations decided it was time a pro- 
motion arm for tv was established. It 
was formally launched in Chicago at 
' the N VRTB Com ention in Ma\. In 
June just as efforts were being made to 
complete the TvAB's organization, the 
XARTB announced plans to push its 
own. Result: Overnight the two group* 
got together and agreed to merge. 

Reason: Nobody really wanted ro 
see a tv bureau set up without the net- 
I works (biggest single contributors to 
I the BAB) I The old TvAB was open 
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CHANNEL 5 AMES, IOWA 



IOWA STATE COLLEGE 

CBS-DuMONT-ABC 



TO: Stations, Agencies, Representatives (Please circulate) 



OESJ 



RE: Television in Central Iowa 
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VTOI-TV, the primary affiliate in Central Iowa of CES, 
ABC and DuMont reaches 2^4-0, 000 television hones within a 100- 
mile radius of Ames. Owned and operated by Iowa State College, 
W0I-TV has been Des Moines 1 and Central Iowa's dominant TV ser- 
vice since February, 1950. 




Fifty-one prosperous Central Iowa counties are within 
1M the W0I-TV coverage area. Population figures show ^18,380 
DilfioH VimiPPhni <\a ; one-fourth of these are rural households.^. 

The goal of the Iowa State College station is to provide 
total television service to its nearly 750,000 Iowa viewers. Its 
17-hour television day is filled with the top-rated network 
programs plus 24 hours per week of award-winning local produc- 
tions . 
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In addition to its 100-raember professional radio and 
television staff, Iowa State College provides a television 
laboratory designed to train personnel fully-qualified to take 
their places in the television industry. And programs on kine- 
scope produced by WOI-TV are now aired on other television sta- 
tions coast to coast. 




For more details on the WOI-TVfsuc 
Weed Television. 







WO l-T V first in Central Iowa 



12 JULY 1954 
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to the networks" owued-aud-operated 
stations, but they were reluctant t<i 
join. Too mam j)co|)le in the industry 
felt nothing could he worse than to 
have two t\ promotion bureaus i»>uing 
con dieting facts and figures. I lie in- 
lluenee of NARTH President Harold 
K. Fellows. Dub Rogers and Dick 
Moore prevailed, and the groups 
merged. 

Q. What will the TvAB offer ad- 
vertisers? 

A. Probably much of what the old 
T vAB prospectus called for: (1 ) Film 
direetoi), (2) improved sale* methods, 
|3l statistical bureau, |4) spot tv 
index. (5| spot tv estimator. (6) gen- 
eral research. The old bureau promised 
to '"educate agency and advertising ex- 
ecutives in the use of tv" and to 
''explore specific advertisers* prob- 
lems" in video. The new one should 
do the same. 

Q. What do admen want from a 
TvAB? 

A. Sponsor explored this problem 
in detail in the 14 June 1954 issue. 
I See "What admen want from the 



lvAB. I Here's a summary of the 
points mo-t often mentioned in si'ov 
sok's surve\ : 

•A quick way to estimate spot tv 
< osts. 

• Standardization of tv rate cards. 

• Dollar figures on expenditures by 
spot clients. 

•Impact studies on program vs. 
announcements. 

• Audience data by sex, age, socio- 
economic status. 

•Effectiveness of spot tv and other 
media compared. 

I For si'ONSon's initial story on a 
TvAB, which helped stimulate creation 
of a promotion bureau for the indus- 
try, sec "Should there be a T\ BAB?" 
30 Nov ember 1953.) 



IS ii. si ii oss outlook 

Q. How's spot tv doing? 

A. It's up 25^ in 1953 over the 
vear before. The figures (see Tv 
Basics) based on FCC figures show 
spot tv time sales grew from ST. 7 
million in 1949 to S25 million in 1950, 
$59.7 million in 1951, .$<'!() million in 
1952 and $100 million in 1953. 



Kate outlook 



Q. Can sponsors expect more 
spot tv rate increases this fall? 

A. Situation shapes up in this fash- 
ion : 

1. Old stations in old market'Si 
Since rates are directly related to set 
em ulation, the rate outlook for estab- 
lished t\ stations — primarily the pre- 
free/e \hf outlets in the larger mar- 
kets is expected to he stable this iall 
in Class A periods, most rep? predict. 
Some upward adjustment of rate?. — 
perhaps a 5 to 10' '< hike — may come 
about in afternoon slots and in the 
local time immediately following the 
close of network telecasting, hut only 
where increased audience si/e justifies 
a rate increase or an upward reclassi- 
fication of a time period. 

2. Sew stations in old markets: hi 
the case of uhf or vhf outlets which 
have entered an existing vhf market; 
some rate increases— up to 20' t or 
more — are anticipated. Uhf stations 
which will seek such upward adjust- 
ments of time costs, of course, will he 
those with the highest "conversion 
rates." New vhf outlets in old mar- 
kets seeking increases will do so on 



THE REAL 
POWER IN 



Behind the marble curtain of official Washington is a city few people know. 

But smart advertisers should. Because an awful lot of the 
nation's capital is right here in the nation's capitol 

Buying power has no politics. In Washington, family income is the 
second highest in the U. S. with an average of $7,259.00' 

Washington is hig. It's America's 10th largest city with 1.655.600 people. It's busj 
. . . with 330.300 privately employed and 294.500 in, government servke,. 

And it spent a healthy S2.027.037.000 last year in retail sales — which is 

a lot of money even in Washington. 

And if you'd care for the returns from the outlying districts . . . Arlington 
County, Va. and Montgomery County, Md. just outside the Washington 
metropolitan area are the two highest family income counties in the country 



WASHINGTON 



To tap litis tremendous buying power, it's good business to 
use the most powerful advertising medium in 
Washington. The only television station in li'ashingttiti 
operating on maximum authorized power: 

WN BW 4 

WB^C' in u ashingtos ' 

• LF-y Represented by ,XBC Spot Sales 



80 



SPONSOR 



It 's as simple as this: 

Highest Tower phis Maximum Power equal Channel 5 
To a television station already great by any normal standards 

add — Chicago's Highest Television Antenna 
add — Chicago's only station with maximum power authorized by the FCC 
result — WNBQ — now delivering in the teeming heart of 
America's second largest market a better signal to more than two million television homes 



WNBQ— the NBC station you already know for its quality in programming, audience acceptance, mer- 
chandising and sales impact is now transmitting a more powerful, more efficient picture to an even greater 
portion of the rich heart of the Middle West. This market represents almost 15 billion dollars in effective 
buying power and is now dominated by the vast new \^NBQ tower, the highest TV antenna in the area. 
It's obvious — vour television advertising will look better to more people on 

,ei ;) "r 




i WNBQ 



chan n< 




IN CHICAGO 

Represented by NBC Spot Sales 



AVOID COSTLY 
DUPLICATION 

BUY WTVP 

Decatur, Illinois 




WTVP 

DECATUR, ILLINOIS 

ABC-DuMONT 

■ 

82 



the basis of audience size as indicated 
by ratings. 

3. Sew stations in. new markets: 
Most of the new, post-freeze stations 

both uhf and vhf started off with 
base hourly rates (Class A, one-time) 
of between $100 and $200. Last fall 
many reps predicted that these rates 
would increase sharply throughout the 
industry. However, the increases have 
been slower than anticipated; the sled- 
ding has been tough for many of the 
new outlets. But some outlets will seek 
increases (of up to 251) in the new- 
est markets, reps believe. 

Color tv 

Q. Will color television be a fac- 
tor in spot advertising this fall? 

A. Yes. Despite the uncertainties 
over current U.S. purchases of color 
receivers, the lack of standardized col- 
or film and live production, the lack 
of uniform price formulas and the 
high cost of experimentation, several 
of the top agencies, stations and reps 
are discussing limited color tv spot ad- 
vertising for fall 1954. 

Q. How many U.S. homes will be 
equipped with color ty receivers 
in the near future? 

A. According to the latest estimates 
of Radio Corporation of America and 
a recent study made for Fortune mag- 
azine, there will be somewhere between 
50,000 and 200,000 U.S. homes 
equipped with color receivers at the 
close of 1954: and between 300,000 
and 1,200.000 color-equipped by the 
end of 1955. KCA's is the lowest es- 
timate, by the way. RCA based its 
figure on a survey of the industry, 
Fortune on an anahsis by an economic 
forecasting firm. (For full details, see 
chart, page 120.) 

What this means to the spot tv ad- 
vertiser is that the audience potential 
for color tv announcements and local 
programs will be limited: 

1. B\ the number of color-equipped 
homes in major markets. 

2. By the number of stations 
equipped to televise spot color (slides, 
films, shows) in the near future. 

Q. What accounts for the wide 
variations in estimates of color re- 
ceiver production? 

A. In the case of the two sets of 



figures cited above, the RCA figures 
are believed to be a conservative min- 
imum: the Fortune figures a fairly 
optimistic projection based on antici- 
pation of a sizable drop in color pic- 
ture tube prices. What the real truth 
is, nobody knows — yet. SPONSOR pre- 
sents the two figures to show that, at 
this stage, there is a considerable range 
of opinion about the future growth of 
color tv in American homes. 



Q How many U.S. station-s wilt 
be equipped to handle spot tv ad- 
vertising in color in the near fu- 
ture? 

A. To answer this question. SPONSOR 
made a special Fall Fads color sur- 
vey of all of the 408 tv stations now 
on the air, or planning to be very soon. 
Replies were received from a little less 
than one out of every three stations — 
31.21. Virtually every major U.S. 
market was represented in the replies 
and responding stations ranged from 
the largest and oldest vhf outlets in 
established markets to outlets due on 
the air in the next few months. SPON- 
SOR believes its survey, at presstime^ 
represents a good sampling of all tv 
stations. 

These were the spot tv highlights 
of the study: 

1. Color slides: Equipment to tele- 
vise color slides or slide-films (cost: 
estimated $18,000) seems to be the 
first local color target of most stations. 
About 2.41 of U.S. stations now have 
this equipment. Some 17.31 expect 
to have color slide gear by the end 
of 1954. A little less than one out of 
five outlets — 19.6% — expect to have it 
sometime in 1955, and a few — 0.71 

■ — indicated 1956. Some 601 were 
undecided, had indefinite starting dates 
or had no plans at present. 

Outlook for sponsors: Nearly 201 
of U.S. stations will be equipped to 
tele\ ise color slide commercials local- 
lv by the end of the \car: nearly 401 
by the end of next year. 

2. Color films: Getting a color tv 
film projector (cost: estimated $62.- 
000) follows installation of color slide 
gear closely as an objective of U.S. tv 
stations. Fewer stations have color film 
equipment right now 0.71 — hut 
slightly more stations — 18.81 — ex- 
pect to have color film projectors by 
the end of the year, as compared with 
color slide chains. Another 18.81 ex- 
pect to install color film gear by the 
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ASK 

YOUR 

NATIONAL 

REPRESENTATIVE 

You're on the verge of a decision, and a problem. 

What business papers to pick for your station promotion? 

It's no problem to kiss off, for your choice can have a telling 
effect on your national spot income. 

But where to get the facts? 

The answer is simple. Ask your national representative. 

He knows. His salesmen get around. They learn which business 
papers are appreciated, read and discussed by buyers of broadcast time. 

His is an expert opinion. Don't overlook your national representative. 
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The magazine radio and tv advertisers use 



end ot 19.i.i. The number who expect 
to li;i\e their film equipment installed 
1»\ I95u is 0.7' < . Those with no plans 
amount to (>()' < . 

Summing up. nearh 20' < of the t\ 
outlets will he equipped to project col- 
or film h\ the end of the war: nearh 
AO', b\ the end of 1955. 

3. Lire local color shows: Buying a 
color camera chain, of course, is the 
biggest plunge a station can make in 
color television. Its cost \sill he ap- 
proximately $75,000 (more or less). 
\s might he expected, stations are 
moving more slowlv in the direction 
of local live color shows than they are 
in that of network or "canned'' color. 
A moderate amount of stations — some 
1.6' "t — have local camera chains for 
color telecasting right now. But less 
than five out of every 100 — 4.7 r * — 
expect to have color cameras hv the 
end of the war, 15. 7'~? expect to he 
thus equipped in 1955 and V, named 
1956 as their target. Some 74 f '< of 
the stations had indefinite plans. 

Outlook for sponsors: It will he 
some time before you can shop for 
local live color shows in more than a 
few markets. W hereas some 20 out of 
even 100 outlets will have color slide 



or film equipment hv the end of the 
year, a little more than six out of 100 
outlet- will ha\e color cameras. By 
1955 the "situation will have improved, 
hut ahout twice as man) stations will 
have projection gear a- compared with 
live cameras. Among stations now on 
the air with regular local live color 
shows are \\ k VI \ . Oklahoma Citv. 



Q. How many stations will be 
equipped to handle network color 
in the near future? 

A. Color installations hv stations to 
televise network color programs will 
he considerably more widespread, at 
least for the next year, than the facili- 
ties to televise color locally, according 
to present predictions. RCA. for in- 
stance, estimates color Iv will he fed 
this fall to 75' ( of tv areas on net- 
work lines. 

For details, see section on Network 
tv. page 117. 

Q. What does this mean to tv 
advertisers? 

A. Roughly, this: 



SO. DAKOTA, 



The Basic ABC'S 
of Buying TV in 
the Omaha Market 




MISSOURI 



KANSAS 



UDIENCE 



KMTV completely covers the big, prosperous Omaha 
market — the one dominant TV station with 1 1 of the top 15 night time weekly net- 
work shows ... 7 of the 10 most popular multi-weekly and Omaha's most popular 
locally-produced shows ... as well as 8 of the top 10 daytime shows. (Get KMTV's 
complete audience leadership picture from Hooper, Pulse or ARB.) 



QI 



ONUSES 



KMTV's 300-some national «nd Focal advertisers (more 
than any other TV station in the are.it all like these KMTV selling extras: strong 
merchandising helps . . . Miduest's finest live commercial facilities, including rear 
screen projection , , . KMTV's consistently big mail response . . . special events 
. i . and oiher promotional and publicity bonuses. 

[[Coverage 

. KMTV has a 3-to-l leadership ratio over 7 oiher TV 
Matioii* as the one station best-received and most-hatched uithin a 100-mile radius of 
Omaha, according to an imparl ial survey (name and statistics on request ) , Because 
of KMTV'» low channel J. its maximum po\*cr, and the flat Nehraska-Iowa terrain. 
KMTV is the favoriie TV station in this big-huying 250,000-set Missouri Valley mar- 
ket s* ith two billion dollars to spend. 

Take advantage of thv$e " Sates- Producing ,4&C '$** today. Contact or vow r 

Petry representative. 

TELEVISION CENTER 



CBS • ABC 
DUMONT 



KITITV 

CHANNEL 3 
MAY BROADCASTING COMPANY 



OMAHA, NEBR. 

Represented by 
EDWARD PETRY 0 CO , INC 



1. Networks will be able to offer 
color tv audiences sooner than spot 
tv rep* and stations, since the usual 
first step in adding color equipment 
to tv stations is to add facilities for 
televising from network sources. 

2. Networks will thus be making a 
pla\ (or experimental color tv budgets 
uHiig their head start in color tv as a 
lure. 

3. This situation, however, will he 
far from permanent. Hv 1955, the 
number of tele\ision stations equipped 
to broadcast color film will begin to 
catch up with the number equipped, for 
network transmission. 



Q. What is the spot cost outlook 
in color tv? 

A. At the moment there are no defi- 
nite formula^ to follow. However. 
sto.nsok's survev of L'.b. stations (see 
above I turned up some interesting 
guideposts. Stations were asked to es- 
timate the extra percentage that spon- 
sors would he charged for televising 
in color from slides, film or live shows. 

Here is a round-up of the estimates 
h\ stations of additional spot tv color 
charges : 

IVTl ], Miami : This Florida outlet 
plans to charge an additional 10' < for 
color slide or film handling after 1 
Januan 1955 and an additional 25' r 
for li\e color local programing after 
June 1955. 

KOI.X-TJ'. Portland. Ore.: No extra 
price has been set wt b\ station for 
local live shows, but slides and film in 
color will cost an additional 30' i for 
handling charges after 1 November 
1951. 

KG\ O-Tl , Missoula. Mont.; With 
its color target set for 1956 station 
plans to charge an additional 20' < in 
handling charges for color slides and 
film, an extra 25' , in local live color 
production costs. 

WSPD-Tl » Toledo: Color film and 
slides will co-t a sponsor an extra 
20' '< after October of this war. Extra 
prices for local live color shows have 
not \et been set. 

U'MAR-Tl . Baltimore: Presently 
airing a total of 17 news program- in 
color per week, this veteran vhf outlet 



is ahead) charging 10' , additional 
for color slide handling, plans to 
chame the same this fall for film show- 



if VHR-Tl ". Jacksonville: Color slide 
equipment will he in-tailed In Januan 
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ONE MAN'S OPEN MIND 

is somebody else's hole-in-the-head 




JUST to keep the readers of Sponsor 
aware of the way the wind blows in cer- 
tain quarters, here are a pair of consumer 
magazine clippings: 

* r . . . how to teach a crow to talk? Put it 
in a dark room. Turn on a radio. After a 
few weeks the crow gets lonesome and starts 
talking." The editor commented, "Who 
wants a crow that talks like a radio?" 

Item 2: "One warm spring evening recen f- 
•fy a pair of Indian braves, in town to cele- 
brate, checked into a hotel, opened the win- 
dows, and turned on the room's tv set. It so 
happened that the Stockyards were par- 
ticularly fragrant that evening. 'Ugh' re- 
marked one of the men, 'television smell 
terrible'." 

We bore that with equanimity; what got 
us was the comment which followed: "Isn't 
that absurd? Indians never say ugh." 



Apparently everyone doesn't share our 
enthusiasm for radio and tv in general and 
KGXC in particular. Anent the latter, with 
innate immodest) we call your attention to 
a Fact: Amarillo is again So. 1 for the na- 
tion in retail sales per family. 11 this sug- 
gests that we're worth an investment, it'- 
no coincidence. 



KGN C-AM & TV 



H^Amarillo 




NBC and DuMONT AFFILIATE 



AM: 10,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency 
12 JULY 1954 
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of next year, at which time sponsors 
will he charged an additional 10 f l 
for color slide handling. 

KI'RC-TI , Houston; Via) 195.1 is 
target date for installation of color 
slide and film C(|ui|)inent. with local 
color tv cameras due in October 1955. 
No extra charge is anticipated for col- 
or slides and films, although a premi- 
um of 30' { will be charged for live 
local color shows. 



Film commercials 

Q. What is the 1954 outlook for 
film commercial producers? 

A. Excellent, most of them say. Most 
producers surveyed by sponsor expect 
an increase of 10 to 15'/f. A sizable 
minority expects that the addition of 
new tv markets may push business 
20'? ahead of 1953. 



Q. What general trends are no- 
ticeable in agency demands for 
film commercials? 

A, Fewer but costlier and more com- 
plex commercials for use on a spot 
basis. The reverse trend seems to be 



true of commercials produced for pro- 
gram use. Here the tendency is to- 
ward simpler testimonial-type commer- 
cials. In both cases, the trends are a 
direct outgrowth of SAG demands for 
le-use payments to players. 

The consensus among producers is 
that agencies have developed greater 
creativity in storyboards. that their 
thinking has become more closely 
geared to production values and the 
visual aspects of tv. "The era when 
print copywriters were rushed into tv 
commercial writing seems to have 
finally ended/' one producer remarked. 



Q. How long does it take to 
make a film commercial? 

A. Answers varied from three to 
eight weeks. However, consensus of 
film producers has it that best results 
are obtained from the following sched- 
ule: 

• Five weeks to shoot a 60-second 
commercial (be it live action, ani- 
mated, a combination of the two. or 
<lotted with opticalsl — that is. five 
w eeks after the finished story board 
is delivered. 

» A couple of days for laboratory 



work to deliver 100 prints of this com- 
mercial. 

■ At least eight weeks for slop-mo- 
tion work or unusual amounts of ani- 
mation. 



Q. What is the average cost o# a 
60-second film commercial? 

A. There's no such animal as an 
average commercial. However, $5,500 
is a pretty tvpical cost of a minute 
commercial. Production costs range 
from as low as $600 for silent film 
with separate sound track to over $15.- 
000 for some elaborate jobs combin- 
ing animation and live action with 
svnc sound. Since close to 90' \ of 
the production cost is attributable to 
labor, a <:reat deal depends not only 
upon the number of people required 
for a particular job but also upon 
calibre of talent employed. 

The cost variables in film coninrcp 
cial production are considerable. A 
<|uick look at the possible component? 
of production will give sponsors an 
idea why it takes film producers more 
than a cjuick look at a storyboard k> , 
give an estimate: 

1. Creative work — script and story- 



IN CENTRAL 
SOUTH CAROLINA 






By fall WIS-TV will up its power to 269.000 watts, 
almost triple its present output. 

rower plus programs, an unbeatable combination. A strong NBC schedule 
. . . outstanding local productions and film features . . . 
and local newsreel coverage of the State capital's newsworthy events 
filmed by WIS-TV, developed in Columbia, and telecast on WIS-TV 
minutes after the}' occur have quickly established WIS-TVs popularitv. 

For results with your fall campaigns, choose Channel 10, WIS-TV 
. . . the choice of more than 100,000 TV owners in this rich market 

Charles A Batson. Motw&ne, Director G. Richard Shafto, President 
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CHANNEL 10 



COLUMBIA, SOUTH CAROLINA 



ONLY VHF FACILITY 
IN CENTRAL SOUTH CAROLINA 




NBC on Channel 10 



Represented nationally by Free b Pettis 
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ED M<KENZIE 

^ dean of Detroit's disc jockeys 

NOW on Television 

(WXYZ-TV Channel 7) 

and radio (wxyz) 



Ed McKenzie's 

Saturday 
party 

Wffi A group of teen-agers from Detroit high- 
ly ' schools and clubs are Ed's guests each 
week at the "corner sweet shop". Records 
are previewed, famous guests entertain. 
There are dance contests and teen-age 
talent contests, too. Saturdays, 12 Noon 

tO 2:00 P.M. Participating 

WXYZ-TV - CHANNEL 7 



Ed McKenzie's 

record matinees 

Latest record releases and all-time favor- 
ites plus lively comments have won a wide 
following for Record Matinee. Interviews 
with famous names in music (shown: Teresa 
Brewer) are also featured. Monday 
through Friday, 3:00 to 6:15 P.M. 

Participating 

WXYZ • RADIO 
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SANTA'S HELPERS 

IN THE 
TRUSCON MIllS 
AT YOUNGSTOWN 
AND THE 
BEASLEY 
REINDEER 
AT MUSKOGEE, 





WAN 
DELIVERY 
ABOUT 
DECEMBER 1. 



WWTV 

« dime iti. 

CHRISfMAS 
SHOPPING/ 
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A 90 Mile signal radius from a 
quarter mile of steel on the peak 
of Michigan, a half mile above 
Lakes Michigan and Huron! 

The HOME TOWN STATION of 

237 Michigan Communities 

now will give you 

FOUR MAJOR MARKETS: 

MUSKEGON 
GRAND RAPIDS 

SAGINAW 

BAY CITY 



CADILLAC 



MICHIGAN 



CBS — DUMONT— ABC 

WEED TELEVISION - W. I. SAtES, GRAND RAPIDS 
SPARTON BROADCASTING COMPANY 




board: These are generally done by 
agency staffers, sometimes by the pro- 
ducer. 

2. Photography: CoM of photog- 
raphy depends upon whether the job 
is to be done in a studio (which means 
a rental feel or on location. It de- 
pend** too, upon whether the film can 
be shot with a silent camera or with 
synchronized sound. The number of 
people to appear in a live-action film 
affects not only cost of SAG re-use 
payments, but also cost of direction 
and camera work. If it's to be anima- 
tion, scale varies depending upon 
whether film is to be done with lim- 
ited or full animation or fihnograph. 
Slop-motion photography calls for ex- 
pensive lab woi k. 

3. Recording: SAG re-use payments 
are required for off-screen voices, ex- 
cept for ''omnies" I that is, unidentifi- 
able voices). The AF.M controls cost 
of the music. Special sound effects" 
can mean another cost increase. And. 
of course, there's sound studio rental 
to be paid. 

4. Direction: The scale varies here 
too depending upon whether it s a Imp- 
action or animated commercial — not 
to mention cost of the sound director. 

5. Opticals: Properly used, wipes-, 
dis-solves and fancy titles exploding on 
ihe screen can be very effective. 
They re also expensive. 



Q. How does the cost of film 
commercials today compare with 
cost five years ago? 

A. Costs have risen as much as 5|)'r,. 
Bob Klaeger. Transfilm v. p.. pegs the 
cost rise of the "my thical average com- 
mercial" at approximately 33' » since 
1949. 

Because of changes in production 
techniques and in scheduling, it s pret- 
ty hard to draw a completely fair com* 
parison. In the early days of tv film 
commercials (say around 1948) agen- 
cies ga\e producers eight weeks to do 
a certain job. Two weeks is mare like 
it today. 

Since most of the labor is. em- 
p^ed on a per-day basis, total pro- 
duction cost depends a great deal upon 
pre-shooting plans and scheduling. 

Here are some round figures for 
labor scales: 

1049 19,'H 



studio mrcliaiiit* 

((irip<. S. lighting) 
(.atm'tamm 
Directors 

Y%M*titnt director* 



$2f> a da» fsr> a da» 

$ti'> a da» SI00 to Sl'.'i a da> 

S7!» a da» $125 a da» 

$'27 a d:n $33 a da» 
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Other factors that have contributed 
to the rising cost of Iv commercial 
. films are the more stringent demands 
1 of agencies and clients. A few years 
ago, four or five opticals in a 60-sec- 
ond commercial would have been con- 
sidered a pretty elaborate job. Today 
I it's not unusual to have as many as 
10 or 12 opticals (wipes, dissolves, 
titles)* iff a 20-second film. 



work 



is being 



I! 



Q. How much 
done in color? 

A. There isn't a producer in the bus- 
iness who hasn't got a dozen or more 
cans of color film footage to show. 

Screen Gems, for example, has con- 
ducted, experiments with three major 
color stocks: Eastman, Technicolor 
and Monopak (16 mm.). Depending 
upon the stock and technique used, 
color will add anywhere from 20 to 
50% to the over-all cost of producing 
a film commercial. In other words, 
color will cost about three times as 
much per foot for raw negative stock 
as black-and-white (12.5c per foot 
of color compared with 4.5c per foot 
of black-and-white) . 

The New York Film Producers' As- 
sociation, which represents the bulk of 
\ew York commercial and industrial 
film producers, also conducted tests 
with color film this spring in close col- 
laboration with NBC. The results of 
these tests were to be shown on 12 
July in NBC's Colony Theatre on 
closed circuit. 

Here's how these tests were made: 
The Film Producers' Association used 
three ty pes of film stock to make the 
tests — Technicolor with a three -strip 
camera. Eastman 35 mm. and 16 mm. 
commercial JCodachronre. The same 
make-up and lighting were used for 
all three films in order to keep the 
■conditions as similar as possible and 
thus control the variables. 

Among the problems the association 
discovered in, making these films Roger 
Lewis of United Artists mentioned the 
following: "Splices create a technical 
problem. We found that we had to 
make a print from an edited negative 
that had been processed in the lab. 
Also, you can't run a color print near- 
ly as often as a black-and-white print. 
If the sprocket holes are a little worn 
the print doesn't run smoothly," 
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this CRAz^f 



"Man, it's been dug!" 

"You mean the fact that KA I Y*s transmitter is just 21 miles 
fiom LITTLE ROCK — SAM K DISTANCE from the BA I IT.RY 
lo the BRONX?" 

"Man, you're with it." 

"Everybody's with KA 1 V 80,000 sets in the area as of July 
I, I9. r >t — and growing all the lime." 

"Are there people around?" 

'•r>8r>,r>00— all within KA'IA's primary coverage, accoiding to 
Sales Management's May 10, \9 r A Suney of Buying Power." 

"Do they spend money?" 

"$197,450,000 last year — and they've got it to spend, with an 
cflectivc buying income of $f><i9, 11 0.000." 

"It's a real crazy market!" 

"33rd in the nation, with its population— a COOI. 1)1; \L 
for advertisers!" 

"Man, you are now exceedingly HEP." 

"I'm real gone — to the .guys who know all about it— Avciv 
Knodel, Inc." 




ICATV 




bio vezcH 
Little doac, AR.K. 



AVE£Y-KN0PEL,INC. 

NATIONAL F.EP. 
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Q. What are the advantages and 
disadvantages of the different 
types of film stock? 

A. In it- filming <<f prodm I- hi 
(lure ililliTfn! prm «***♦»». >iii'imi <»ems 
< ami* up with tlx* following Mrmpari- 
-on : 

kmttii limine uttl anlagt -«. I'ruc of 
"rigiu.il dim i- luwrwt. If original 
f ■ 1 1 1 * I- used fur lelo a*lin^, it give* cv- 
( client < I * - 1 1 1 1 1 1 i < ■ 1 1 ,iii(l ( dli)r <|ii;ilit \ . 

hoifm limine litsmli antage* Opti- 
i al« an- limited to di--olvc- and fade*. 
lltiTr* a great lo— of i|tutlil\ in rc- 
iv<i%i* print-. \l-<> < ost i)f ielea-c print 
I- higher, (ii'iirralh •tin* -(<uinl track 
Nu t .i* "mid a- that i»f the other*. 
Vnd, editing Id nun. i- a tough job. 

Kaunutn advantages Larger film 
*i/e, belter value* in making prints 
from a negative rather than a po-itive 
are major factor*. U*o. sou ran make 
Miine optiiiil- with Ka-liuan. and vnu 
get lietler i ('solution. 

t.asttnan ttimtlvantag.es In reduc- 
in}; from 35 mm. in l(> nun. prints grl 
grainv. This slock has let** color sat- 
uration and a lc-- -atisbn torv sound 
track than Terhnit olor. 

/ fvhnivohn advantages This film 
olfers greatc-l i ontrol of color satura- 
tion, greatc-l control of optical-, hel- 
ler <|ualit\ wound track and low re- 
lease print i o*t*. 

/ evhnit utor disadvantages Orig- 
inal production cost- are higher with 
leelmii olor and resolution i- not (|uite 
.i- good as witli other proces-e-. 



Q. What's be ing done to hold 
the cost line for film commercials? 



A. \- tin- bidtt-trv ha- continued to 
gmw. film producer* ha\e been gain- 
ing e\perieu< «* in < lilting corners, in 
pro<lm turn. Ihcv've learned to do 
( lahorali' jolt«- in one-fourth of the 
time. 

Film stiuk. too. ha- been continu- 
■ m-lv inipnn ing. 1'a-tman. for exam- 
pic, i- working on a film which will 
u-c mm li le-s light, hence saving cli- 
ent- i o-t of expensive lighting equip* 
ment and te< hniciaiis. 

However, agencies and clients have 
become more demanding about the 
(|nalit\ ot work that thrv consider ac- 
ceptable. In animalion. for example, 
the trend i- toward brush inking rath- 
er than the cheaper method of pen ink- 
ing. A few years ago. an animation 
job with three tones of grey was con- 
-idered more than adequate. Most ani- 
mated commercial* todav have nmlti- 
ple-tom*s. 



Q. What are the most significant 
trends in commercial film produc- 
tion today? 

A. From its survev of New i ork film 
commercial producer- sconsok noted 
tin* following trend*: 

I. I mil a couple of vears ago agen- 
cies attempted lo cut costs In editing 
out 2< (-.-second .segment* of 60-second 
commercial* to use in 20-second time 
slot-. Experience has shown them that 
lifting out part of a commercial for 
separate use can rarelv be done with- 
out damaging the effect both of the 
uO-second commercial originallv con- 
ceived to permit this and of the re- 
sulting 20-second film. Todav the 



trend is towards producing 20-second 
film* separalclv . 

2. Agencies are getting back to the 
idea of relying upon film producers 
for the creative work. Tin re seems to 
be some trend towards allowing story- 
boards to grow in the producer's stu- 
dio, rather than in the agencv. 

3. There's a strong trend toward* 
more v isuallv creative commercial* 
rather than a crowded series of words 
nit— sages flashing aero-- the screens 

1. In animation, three trends are 
apparent: ill more elaborate brush 
and multiple-tone work oil the realis- 
tic-! vpc of cartoons: (2) sophisticated, 
understated line drawing made popu* 
lar bv I PA and exemplified bv ITA's 
commercial for Jell-0 (through Young 
& Kubicaiul; (3l use of realistic Ku- 
ropean-iuade puppets iy stop*motiqi} 
photograph) . 



Q What tips can producers give 
for more effective I.D.'s? 

A. >iinplv this: 

1. Keep it short, keep it simple. 
\ou\e only got some six seconds of 
audio. Your 1.1). will be most effective 
if you think of it in terms of five sec- 
onds of audio instead. It's better to 
leave the viewer with one idea than 
w ith a headache. 

2. I se music or a simple sound 
effect rather than many words. A two- 
line jingle is more memorable than a 
five-line pitch. 

3. Don't crowd the screen with let- 
tering it mav conflict with the station 
call letters that wcuuv 25' J of the 
telev ision screen. 





mm t 

_THE STATE STaQQo N 

WW III U II I 

V H F CHANNEL Q MANCHESTER. N. H 

THE BEST SICNAL— AND LOCAL COVERACE 
FROM WITHIN THE MARKET 

r,< t, \, n, („,«;),„ (.,.,,(i/,iff,„, 105,000 TV families 

f LUS f : vr , f im, .f/i>(„ if „„„.,, ij,;i,, r fN /., ,(/ 

" ' /fxi.il fa-irr, ,,„„ 115,000 TV (amities 

PLUS i ,.<,rt-j, « » .<•'/. it „f T* it,r,n 

1 • * " 15,000 TV families 

Total PRIMARY coverage 235,000 TV families 

BONUS COVERAGES 
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^ASS. f^wJsS 

^&^^j^-J^ FITCHBURG 



-VT,">-> X^-' J ■ ^ -VTi'ru'ni GRA 
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Television-1890? 

No, it's just a picture of one of the many ways that WRGB 
proves itself a good neighbor to the communities it serves. 
Even our cameramen, above, went all out with beards, string 
ties and tattersall vests to help nearby Scotia celebrate its 
Golden Jubilee. Behind the beavers and costumes, the lads 
are strictly 1954 personnel, helping to bring the finest 
modern television to the 3 7 5,000 families in WRGB's pri- 
mary area. 



4 GENERAL ELECT Rllt STATION*, SCHENECTADY, NEW iOtiX 



WRGB 



Represented Nationally by NBC Spot Sales 
New York • Cleveland • Chicago * Detroit 
Hollywood • San Francisco 



THE CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION STATION 
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The GREAT HOOSIER HEARTLAND 



INDIANA 





0©9 

television 



For BLOOMINGTON • INDIANAPOLIS * TERRE HAUTE 

and all the Hoosier Heartland 

I 

WTTV Channel Owned and Operated by Sarkes Tarzian in Bioomington, Indiana 



Represented Nationally by ROBERT MEEKER ASSOCIATES, Inc. 
New York ■ Chicago • Los Angeles * San Francisco 
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4» \void excessive action. What s 
effective on 100 r < screen may tend to 
look cluttered on 75% of it. 

5. Forget about "before and afters" 
— you can't make the point in 10 sec- 
onds. Use close-up of the product or 
of a person using the product. 



Q. Are SRA standards for I.D.'s 
likely to change within the near 
future? 

A. The SRA standards, established 
a couple of years ago, provide that 
six seconds of audio out of a 10-sec- 
ond station identification may be de- 
voted to the commercial pitch. The 
call letters of the station must appear 
in the top right-hand quarter of the 
screen throughout the entire 10 sec- 
onds. Members of the 4A's are cur- 
rently meeting to discuss possible re- 
vision of the SRA standards. Among 
the suggested revisions are: (1) giv- 
ing advertisers 100% of the screen 
during eight seconds of the I.D.; (2) 
having the station rather than the ad- 
vertiser through the agency pay for 
putting the station's call letters on the 
duplicate negative. 



SAG re-use payments 

Q. Have SAC re-use payments to 
players in film commercials forced 
any advertisers out of spot tv? 

A. A survey of major New York 
film producers indicates that there has 
been no change in the number of film 
commercials being made. The first 
six months of 1954 were, of course, far 
busier than tlie first six months of 
1953. since the SAG strike paralyzed 
film production until March 1953. 

However, after the first rush of bus- 
iness following the strike settlement, 
certain facts began to emerge: 

» A few small t\ advertisers have 
unquestionably stayed away from film 
commercials — possibly even dropped 
out of the medium — because of the 
extra cost burden imposed by SAG 
le-use payments. 

• Medium-budget and even large- 
budget advertisers hesitate as they nev- 
er had before about discarding old 
film footage. The tendency is to sug- 
gest incorporating edited parts of old 
commercials into the new ones. 

• The SAG contract provided the 
anticipated shot in the arm to anima- 



tion. More, better and increasingly 
original animation has been taking 
the place of the dramatic skit t)pe of 
li\ e-actiori commercial*. 

Most of the trends predicted by 
agencj men and producers at the time 
the SAG contract was signed, 2 March 
1953 (see sponsor 23 March 1953 is- 
sue for details), actually came about: 
(1) more table-top photography and 
demonstration: (2) fewer actors on 
screen and fewer off-screen voices; (3) 
more shots of hands only, or feet onl\, 
or lips only, depending upon the prod- 



uct ad\ertised (to a\oid haying to pay 
'player's re-use payments**!. 



Q. Has the SAC contract put an 
extra overhead burden on film 
producers and agencies? 

A. Film producers generally don't 
have any more bookkeeping to do than 
they had prior to the SAG contract. 
They're responsible now as t lien only 
for the initial payment made to actors 
for their studio or location working 
time, therefore don't pay extra. 



TWO 
BILLION 

RABBIT 
EARS ! ! 




I ES SIR ! KID-TV can deliver your sales message 

to 1,000,000 sets of rabbit-ears (complete with 
rabbits) — and throw in a couple of (lying saucers 

too ! BUT — if its PEOPLE you want — Iv 1 D-TV's 
100,000 watts of maximum power (OX TIIK AIR SOW), 
delivers 230,000 of THEM every broadcast daif! 

From 6.700 feet above sea level, KID-TV's Channel 
3 Transmitter delivers a grade A signal in two 
booming markets of Southern Idaho. IX FACT it's 
the OXLY TV SIGXAL RECEIVABLE in POCATELLO and 
IDxVHO FALLS. Top programming from all four networks, 
phis the linest "'Locals" ! 




1 








Du Mont 








Nationally 




Represented by 


1 


GILL- PERN A 



N 



"ROSY" LAYNE, GENERAL MANAGER 
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\ READY FOR OUR 
\ FIFTH BIG STEP 
\ FORWARD: 

^ INTER- 
CONNECTION 

Set for Sept. 26! 

WE'RE on our mark, set and 

ready for that next important 
step in the life of KOB TV and 
the Albuquerque market it 
serves so well 1 The first four 
have been historic, too: 

NOVEMBER 1948 - KOB TV es- 
tablished, one of America's 
Pioneer 5tations! 

JUNE 1952 - KOBTV purchased 
by Wayne Coy and TIME, Inc. 
Improved and expanded pro- 
gram structure begun immedi- 
ately 1 

OCTOBER 1953 - KOB TV start- 
ed serving the market from 
America's highest antenna site— 
atop 10,832 foot Sandia Cresr 
— 4,200 feet above average 
terrain! 

APRIL 1954 - KOB TV moved 
into modern new studios! 

And, on . . . 

SEPTEMBER 26, 1954 - KOB TV 

will join coast to-coast facilities 
of NBC — assuring better and 
timelier programs, greater view, 
mg interest and increased set 
safes in "America's Fastest- 
Growing Markefi" (U. S NEWS 
AND WORLD REPORT. March 6 
1953). 

YOUR Next Step 

... to cash in on this next 
forward stride of KOB TV 
, . is to contact us without 
delay 1 Some choice avail- 
abilities remain, but they're 
going — fast! 

KOB-TV 

Low-Band Channel 4 

ALBUQUERQUE 

X«pr*i«nt«d by Th* 8 A AN HAM CO. 



1 lie adv i* I li-iiif.' a^eix ies, however, 
have taken tin' brunt of I lit* bookkeep- 
ing burden, ll i- up to I hem to keep 
Iraik of tin* number of markets in 
wliiih a commercial is shown a*- well 
a* 1 1 j c- number of tinie< it runs. They 
inti.-t al-M take rare of withholding tax 
nut nf th.e-i< rr-UM' payments. 

\iiluallv all of the agencie*. who're 
heavv in tv billing* have ha<l to hire 
one or two and e\en three extra people 
to police the u*c of their < oiumcrcials 
anil do the bookkeeping involved. Al- 
lied Reibling. manager of radio and 
tv at K miner mj_'Cijc\ . for example, lia* 
one man working full-tiine on this job. 
Man Luma~. v .p. of commercial tv at 
William r>ty Co., currently employs 
one peiMMi full-time for the policing 
anil bookkeeping job, hut expects to 
need two people in ihe job In fall. 

Q. Has the SAC contract been 
changed or amended since the 
time it was signed by the New 
York Film Producers Assn. on 2 
March 1953? 

A. \o chunge* or amendments have 
been made on the SAG contract. It 
will be up for renegotiation next year. 
However, nut even the most optimistic 
of ajieiu'V men believes that there's a 
chance of revoking the re-u>e payment 
principle now that it has become es- 
tablished. 

Some subtle changes in the applica- 
tion of the contract, however, have oc- 
curred as a result of interpretation. 
Mrs. Florence Marston. \cw York 
chairman of the SAG, told SPONSOR 
thai questions of interpretation which 
have been hrought up during the past 
year were alwavs settled through in- 
dividual discu-sinn and revaluation 
of the contract clauses. 

One of the main subjects that has 
come up for >AG reinterpretation is 
the definiliun of an extra. Only "play- 
ers" are subject iu re-u-e pavments and 
plav ers are person;- who speak on 
m Teen or persons identified with the 
product. Kxlra*. therefore, are |)ersons 
who don t speak on screen and are not 
identified wilh the product. 

However, there have been instance* 
of g roup m rues in commercial* where 
many per-oiij. u>e<l the advertised 
prod u< t on screen ami yel they were 
teimed extra*, not suhject to re-use 
pavrnenl*. Ihe reasoning here was 
that thise person-? were part of the 
bai kgrountl again>t which one partic- 
ular pen-on gave the product pitch. 



Another device u?ed by some pro- 
ducers and agencies to limit re-use pay- 
ments for ofT-screen voices is "double- 
tracking." Double-traeking is done in 
the following way: One girl singer 
records a song on tape. The same 
girl then re-records the harmony. By 
combining the tapes you get a multi- 
ple-voice efTect. but you pay only for 
one ofT-screen voice. As one adman 
put it: "You can make one singer 
sound like the Westminster Choir.'' 
To date SAG has not objected to this 
dev ice. 

\nother way of avoiding SAG re-use 
payments has been to film commer- 
cials outside of the l .S. Several agen- 
cies and producers have found that 
many economies can be made by using 
both foreign and American actors 
abroad. Of course, if a producer takes 
his talent along with him to film 
abroad, those plav ers are suhject to 
le-use payments. Among economies 
that can he effected outside of the U.S. 
to offset the cost of transportation are 
the following: cheaper sets, cheaper 
music, the opportunity of substituting 
interesting locations for expensive 
studio sets. 

Syndicated tv films 



Q. To what extent are syndicat- 
ed made-for-tv films a factor in 
U.S. television advertising? 

A. This is the outlook for 1954: 

1. Dollar value: 'lTiis year's syndi- 
cated film business, excluding tv fea- 
ture films and film commercials, will 
be worth approximately $60,000,000. 
according to estimates made earlier 
ibis vear bv a representative sample 
of sy ndicators and producers. (See 
"1954 Tv Film Section," 25 January 
1954, page 52.) 

2. Program importance: A recent 
Y\RTB survey (see Film Basics, page 
loll revealed that syndicated film 
amounts to just short of 301 of the 
total hours of tv programs aired each 
week bv the average L.S. tv station. 
Thi> figure is highe>l in markets of 
50.000-o( 10.0(H) population (average: 
37.5' < I: lower in markets of over 
500.000 people I average: 18.61). 

3. Production investment: As spon- 
sor went to press, leading distributors 
estimated thai there were more than 
50 tv film >eries in production, both 
here and abroad, for U.S. tv film syn- 
dication. Since each series today rep- 
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SUCCESS STORY FOR 
UHF IN THE MAKING! 



In California's Central K a I leys . . tv homes 
zv ere practically Doubled in just eight 

months due to the advent of 

Crystal Clear UHF Reception! 



IFour years fringe area reception (from S.F.) 52,943 tv homes 
| _________ , __ 

EIGHT MONTHS UHF INFLUENCE Increase to 95,272 tv homes 



In eight short months Jan. 7, 1 951 the percentage of 

tv homes climbed from 35.7% to 55.3% 

The imminence of UHF gave promise for Improved 
Service , . . therefore . , . all fiew sets sold during 
the last half of 1953 ■were 95% UHF-FHF receivers! 
KTVU's Central Valleys have become a hot sales area 
for UHF sets . . .Proof of this is the total count . . . 
to date . . . of UHF sets within KTVU's Effective 
coverage area . . . 

NOW — June 1, 1954 — according to NBC research — including Sacramento, 
Stockton and Modesto areas — 98,100 UHF Homes — add contiguous coun- 
ties — GRAND RESULT— over 100,000 UHF HOMES 



One-Half Million 
Wafts From Half- 
Mile in the Sky! 



KTVU 



36 NBC TV 

Represented by George P. Hollingbery Company 
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resents n capital ime-tment of al lea*l 
$250,000 for 13 weeks (for half-hour 
films I iiiul often up to S.500,()0(), ihcre 
is a total of sonic $2t ).()()( ).()()( ) imcsl- 
«'d in 1951 film prodlu lion for syndi- 
cation. 

4. \titiontil spot value: \llhongh 
1 he lmlk s\ ndieator^ estimate TV* 
of the syndicated film business is done 
through film sales to local stations or 
regional local advertisers, spot-placed 
film program^ arc an increasingly im- 
portant factor in national campaigns. 
Some film syndicators told si'oxsou 
the\ were doing "80' i or more'' of 



their hu-inc^s diretth with major 
agencies and advertisers. Multi-market 
campaigns of 20. 30 or 40 markets for 
one client are not uncommon; some- 
times the total can run as high as HO 
markets. \et value of this business 
ic\clusi\e of lime) amounts, at indus- 
try guesstimates, to over $15,000,000 
annuallv . 



Q. From the national advertiser's 
viewpoint, what is the cost out- 
look for fall in syndicated tv films? 

A. The cost trend is upward. 




Only TV Covering Cntire 
£ick Central HanAa*! 



• 50% Saturation 

• Wichita Studios 



• Bonus Coverage 

• Viewer Loyalty 



For the biggest television bug in Kansas, contact the 
Hutchinson or Wichita KTVH Sales Oflicc and sec how 
you can get viewer domination in the largest metropolitan 
market in Kansas. 



CHANNEL 

12 



KTVH 

HUTCHINSON - WICHITA 



VHP 

240,000 
WATTS 



CBS BASIC-DU MONT-ABC 
REPRESENTED BY H-R TELEVISION, INC. 

COVERS CENTRAL KANSAS 



Here are three reasons why : 

1. Production cost- in tv films have 
gone up for hoth talent and unionized 
skilled labor used in filming shows. 
Sy ndicatois estimate that this rise will 
add ''about 10' V" to the costs of 
shooting tv films this year as com- 
pared with 1953. Since producers of- 
ten work on paper-thin margins, in or- 
der to price their product competitive- 
ly, they cannot absorb very much of 
this cost rise, and most of it will be 
passed along to buyers. 

2. Film pricing is also a function 
of station time. Often film prices are 
figured a*» a percentage (such as 25 I 
of a station's Cla-s A spot hourly rates. 
Since a number of stations expect to 
raise their rates again this fall (see 
"Kale outlook," page <50>, this too 
should add somewhere between 5 and 
10' ( to cost* as compared with last 
year. 

3. Again because of light profit 
margin any increases in the "hidden 
costs'' of tv film svndicalion — such as 
shipping, handling, storage, extra 
prints, sound effects, slock film foot- 
age, postal and express rates — will 
probably be passed along to buyers. 
This applies also to any increases in 
sales costs not covered bv sales return. 



Q. What trends are apparent for 
fall in clearing station time slots 
for syndicated tv films? 

A. Although networks have been 
making a concerted effort to win more 
afternoon and late-night time slots for 
network programing, syndicators are 
generally fairly optimistic about a 
sponsor's chances for clearing good 
time slots for syndicated tv films. 

''The situation is getting tough on 
a few of the big owned-and-operated 
network stations." the sales director of 
a sy udicalor told sponsor, "but sta- 
tions in virtually all of the top 50 mar- 
kets will still clear good lime slots for 
a show — provided: ill the sponsor 
will sign for at least 26 weeks and 
preferably 52 weeks. (2t the quality of 
the show is high enough to insure a 
sizable viewing audience. A network 
affiliate makes more money out of a 
syndicated deal than from a network 
show, and main are not at all afraid 
to refuse network programing, partic- 
ularly kinescopes, in order lo slot a 
sMidicaled property." 

In addition to this general situation 
outlined above, there are some other 
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IN THE GREATER SAN FRANCISCO MARKET 

...you cover more on CHANNEL 4 



CLOVERDALE 



5 SANTA ROSA 

m PETALUMA VALLEJO 





■y WATSONVILLE 



GILROY 



^ *i SAUNAS 



HOLUST^R 



MONTEREY 



KRON-TV COVERS THIS BIC MARKET... 

* With a population of 3,600,000 

* Spending 4Vz billion dollars annually on 
retail purchases 

* The eighth largest in set ownership 

...SO COVER MORE ON 

CHANNEL 4 

MM & PETERS, INC, • NATIONAL REPRESENTATIVES 




BECAUSE CHANNEL 4 PROVIDES 

• Maximum legal power operating at 100,000 watts 

• Highest antenna in San Francisco at 
1 441 feet above sea level 

• Low channel frequency insuring stronger signal 

• Top-rated NBC and local programs 




SAN FRANCISCO 
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1, Estimate your total cost per 
print for the round trip — to sta- 
tion and return. If you know your 
total cost, enter here: $ 

If not, here's a check list of steps 
performed by Bonded to help 
you estimate your total cost. 
Enter what you think your cost is 
for each service, skipping those 
you do not now receive. 

Altoching leader* $ 

Mounting on reels . 

Inserting commercials 
Cost of conloiner, reels 
Shipping 

Print Control Record 
Confirmotion of woybills 
lmmediole check in on return 
Exominolion ond repoir 
Cleoning 

Removal of commerciols 
Report of print condition 
Storoge 



TOTAL $ 

2» Next, estimate the number 
of prints (programs, features, or 
commercials) you use in an av- 
erage month. Multiply. Put the 
total here. $ .. Don't 

just groan, move on to Step 3. 

3* Now phone, or write, for a 
Bonded TV Film Service estimate 
and plan for handling your film. 
It costs you nothing to find out. 
And — whether your needs are 
large or small, whether you now 
do your own film handling or not 
— you will find that Bonded can 
do the job better and cheaper. 




|NDED 

TV FILM SERVICE 

LOS ANGELES • NEW YORK 

904 N. la Cienego 630 Ninth Ave. 
BR 2-782$ JU 6-1030 



lime-clearance dcv clopnients of inter- 
est to national spot advertisers, such 
as: 

1. Spot carriers: To help uhf >-ta- 
tion- get ;i supply of syndicated tv 
films. MlTv recently proposed a sort 
of "pay -a--y ou-go plan that is a modi- 
fication of t lie spot carrier sales plans 
of major networks. The plan has re- 
ceived a semi-official '"O.K." from the 
Federal Communications Commission, 
and i- likelv to he in operation by 
fall. In practice, MPTv will give film 
to new ulif outlets, and then sell spot 
announcements to national advertisers 
winch will he aired with the shows. 

I he station will designate the time 
slots for the announcements. The plan, 
in effect, guarantees spot time clear- 
ances in advance. 

2. I'itapix plan: This syndicator- 
producer i- hacked primarily 1>\ sta- 
tion investment (see storv in sponsor, 

II January 1951. page 42). Current- 
ly, a total of 12 tv outlet- are stock- 
holders in \ itiiptv and the outlook is 
for 60 by fall. Latest deal: Parole 
Chief, a half-hour film series starring 
Pat O'Brien, is now being offered to 
agencies for multi-market sponsorship. 
Already . 34 stations — almost all in the 
largest tv markets and many with top 
network affiliations— have indicated 
that they will clear Class A time for 
a sponsor who will buy this ; 'film net- 
work." Station reps, incidentally, get 
their full commissions on this arrange- 
ment. \ itapix expects a quick sale of 
this initial film property. "When 1 
told one agency we could guarantee 
half-hour time clearances in Class A 
on 34 big Matrons." said a Vitapix ex- 
ecutive to SPONSOR, '"they just flipped." 

3. Rep-svndicator liaison: Since 
they are all part of the ''spot tv fam- 
ily," reps and syndicators have lately 
been taking a number of steps that 
will probablv result in closer coopera- 
tion in landing sponsors and clearing 
time for svndicated film properties. 

A good deal of pioneer work in this 
field has been done by the Katz \gen- 
ev rep firm, which last year set up its 
Station Films. Inc.. a non-profit organ- 
ization designed to act as a central 
film buying office for Katz station cli- 
ents. Through it. stations increase I in 
effect) their buying power, and s\n- 
dicators save on sale* costs. 

Latest step: Dick Doherty. consul- 
tant to the fledgling Tv \B ( see report 
on page 7M t . had planned a series of 
meeting- with top film sy ndicators. 



Object: to acquaint reps with the prob- 
lems of sy ndicators, and to brief syn- 
dicators on the latest spot tv sales 
trends. 

Stated Doherty recently: ''TvAB 
cannot fail to be of great benefit to 
the tv film industry since increased 
sales of station time will of necessity 
produce in< reased sales of film." ( Mer- 
ger of TvAB with .NARTB's planned 
promotion bureau should not alter pos- 
sibilities of cooperation. I 

Q. Have reruns established them- 
selves in the tv film industry? 

A. Definitely. 

A \ielsen study last summer showed 
admen that film reruns lost fewer rat- 
ing points during the summer than 
first-run shows, that they showed a bet- 
ter share-of-audience picture, and an 
excellent "Audience Held" level. (For 
details, see charts in Film Basics, page 
1P,<°>.) 

Due to continuing tv home growth 
in even the biggest tv markets, rerun 
film shows have racked up homes- 
reached scores as high as 150^7 more 
on the rerun than on the first-run 
showing. By and large, admen now 
judge reruns — including shows first 
seen on networks — almost as they 
would any first-run property, provid- 
ed the initial rating is satisfactory. 

Q. Will there be more "multi- 
market" syndicated film sales to 
advertisers this fall than a year 

a 50? 

A. By all indications, yes. Industry 
leaders expect an increase of some 
20 c r in sales of this type this fall. 

Here are some of the larger multi- 
market film sales in the syndicated 
field as SPONSOR went to press: 

Ziv's two biggest multi-market deals 

Carter Products and Samsonite Lug- 
gage on Mr. District Attorney and 
Phillips Petroleum on / Led Three 
Lives — are getting bigger. The Carter- 
Sainsonite list will shortly jump from 
40 to 45 markets: Phillips will go from 
23 to 35 markets. 

Canada I)r\ is continuing as one of 
the largest multi-market syndicated 
sponsors with CHS TV Film Syndica- 
tion's Annie ■ Oakley. \iied for the 
beverage firm and its bottlers in soine 
o0 markets, the series is sponsored 
everv-other-week by various local and 
regional advertisers. 

Pure Oil Co. continues its sponsor- 



FASTER, SAFER, LESS COSTLY... 
Because It's More Efficient I 
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MORE ftfGpfe,... 

WFAA-TV's nine-county TV market is 
Texas' largest — 1,420,600 people. With 
345,000* TV-equipped homes, WFAA-TV is 
your entree into 4 out of 5 of the mar- 
ket ' s 437,500 homes. 

•WFAA TV Research Depl , June !. 1954 

MORE mm 

The WFAA-TV market controls one- 
fifth of Texas' effective buying power 
with a total of $2,525,723,000. Aver- 
age is 55773 per family. 

fr^MORE,,. 

Comes the clincher — more than 20% 
of Texas' retail sales are made in the 
WFAA-TV market ! In 1953 retail sales for 
the market hit an all-time high of 
$1,850,450,000, Per family averages 
were . . . 

WFAA-TV % OVER % OVER 

MARKET TEXAS TEXAS U.S. U.S. 

$4230 $3739 +13.3 $3617 + 16.9 

132 116 +13.8 102 + 30.7 

807 440 +83.5 403 +100. 

205 194 + 5.7 193 + 6.2 

902 880 + 2.1 704 + 28.1 



Retail Sales . . 
Drug Sales . . 
Gen I. Mdse. . . 
Furn., HH., TV 
Automotive 



(Sales Management May 10, 19541 



Xit affile^! 

345,000 sets in WFAA-TV's market provide 
easy access to purchasers' purses — just 
ask a Petry man ! 





WFAA-TV 



DALLAS 

NBC • ABC • D OMO N T 




RALPH NIMMONS, Sta. Mgr. • ED W. PETRY & CO., Natl. Rep. • TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
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I'M JOE FLOYD... 




I belong to a family of 
BIG SPENDERS 




They re the folks who male 
up the rich four-state 
money belt,* of which Sioux 
Falls is the hub. They're good 
■spenders— and always have been — 
■simply because they have the 
■wherewithal to spend (way above 
the national average). They like 
better things . . and they loolc 
and listen to KELO (TV and Radio) 
to tell them what those better 
things are. Want to meet these 
brand-buying foils over a store 
counter? KELO will introduce 
you to them — convincingly! 

* Husky sections of South Da- 
kota, Minnesota, Iowa, Nebraska 



KELOv 



Channel 11 -Sioux Falls, S.D. 

JOE FLOYD, President 

NBC (TV) PRIMARY 
ABC • CBS • DUMONT 

VrtC (Radio) Affiliate 



ship of the Diagnet rerun*, liailfic 71 1. 
in 31 market- tliiit extend from Diihilh 
in Uii" upper Midwest to Miami. The 
-how is s\ nd it'll ted In NBC TV Film. 
On (lie West Coast, Signal Oil will 
-poiisor a new CBS TV-s-\ ndicated 
proprrh, I he Whistler, in some 10 
markets throughout its area -tailing 
in September. Signal. incidentally, ha- 
sponsorcd the radio \ersion of the 
-how on a Pacific G>a-t well for -omc 
I I years. 

Some >lhei -: 

Bowman Biscuit Co. la <li\ ision of 
Lnited Bi-cuitl ha- Guild Films' Liber- 
ace in 13 markets and Ohio Oil Co. 
sponsor* same syndicators Life With 
FAizabeth in 10 cities. Fthyl Corp. airs 
Screen Gcnis' The Big Playback in 43 
markets. Liebemann Breweries I Rhein- 
gold Beer) has signed for Official 
Films' Star and the Story, a hig-hudgel 
package by Four-Star Productions, for 
a dozen outlets in California and New 
York State. Pure Oil (see abo\ei also 
sponsors ABC TV's syndicated Rachel 
Squad in a dozen markets: Heileinan 
Brewing has the same show in I f 
markets. (This is just a sampling of 
the manv multi-market buys. I 

Foe tv 



Q. Is subscription tv coming? 

A. The answer is "yes-'" if you ask 
the pay-as-y ou-sec people. Hiree com- 
panies which have proposed fee tv 
systems Phonevision. Skiatron and 
Telemeter- have petitioned for an FCC 
hearing. Dr. .Millard Faught. a lead- 
ing exponent of fee tv and Zenith Ra- 
dio Corp. economic consultant, feels 
FCC's decision may be forthcoming 
before the end of 1954. 



Q. Is fee tv the answer to tv's 
cost problems? 

A. Dr. Faught points to the spiraling 
costs of tv costs he feels cannot lie 
paid for by sponsorship only. Says he: 
"About half of tv's total income conies 
from less than a score of national ad- 
vertisers." 

In terms of fee tv's potential revenue 
the proponents of subscription tv cite 
the hypothetical example of a tv run 
of Cone with the Wind. Released on 
tv via a fee system at SI per set. 
CWTW would gross $10 million even 



il" only one-third of the I'.S. tv sets 
tuned in. 

Prior to lifting of the FCC freeze 
in 1010. Dr. Faught projected a tv cost 
e>timate into the future. His conclu- 
sion at that time still serves a- gospel 
for fee tv proponents today: ". . . The 
cost of providing 'national television 
service' from a theoretical future sys- 
tem of 1. 000 stations, arranged in four 
network- and programing only 70 
hour- per week, half network and half 
local program-, would co-t $1,740.- 
252.500 per \ear." He pointed out 
that tv ad\ertisers would ha\e to sell 
better than $80 billion worth of mer- 
chandise and services annually to af- 
ford this large aggregate annual tele- 
\ ision budget. 

Q. Has fee tv been tested? 

1. Phonevision, owned by Zenith 
Radio Corp., completed its latest tests 
in .New York in spring 1954. The 
firm had applied to FCC for permis- 
sion to test in New York over a three- 
month period. Here s how Zenith pub- 
lic relation- V. I', Ted Leitzell de- 
scribed the results to SPONSOR: 

■ 

"Dr. Fllett and his crew were able 
to wind up the whole thing in just one 
week. This was primarily an engineer- 
ing test performed in connection with 
\N OK-TY and gave us the opportunity 
of trying out one of our airborne 
Phonevision systems a method that 
carries the decoding key right along 
with the picture transmission. 

"The test radiated outward from the 
Empire State Building up to 100 land 
miles away from the transmitter, and 
we now know that if l ) hone\ ision is au- 
thorized by the FCC and put into com- 
mercial operation, its program features 
will be available to people in everv 
area where it s posM'ble to get satis- 
factory reception of regular televi- 
sion." 7 

2. International Telemeter Corp. of 
Los Vngeles. owned by Paramount 
Pictures, ran a test operation in Palm 
Springs. Cab. in October 1952. A com- 
munity antenna was set up in Palm 
Springs, where there was one local 
radio and no tv station at the time. 
B\ means of this mountain-lap an- 
tenna. Telemeter piped programs to tv 
set owners in the Palm Springs area 
direct from seven Los Angeles tv sta- 
tions. 

3. Skiatron as well has conducted 
tests using facilities of NYOR-TY, 
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in PITTSBURGH 
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spells 

SALES 
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hen you sell to Pittsburgh you sell to the 
nation's sixth largest metropolitan market. 
An industrial area whose manufactures top 
those of 37 states. 

When you sell to Pittsburgh, you tap the retail 
buying power of 6V4 million people. 

And you will sell to Pittsburgh, day or night, 
on Pittsburgh's first television station — 
Du Mont's WDTV! 

Watching WDTV is a daily pleasure in 

more than a million Pittsburgh District homes. 

WDTV programs are geared to Pittsburgh 
people, Pittsburgh habits, Pittsburgh tastes. 

So beam your Pittsburgh sales efforts straight 
to success — on Channel 2 — WDTV! 
First and salesmost in Pittsburgh! 



Channel 



2 



Pittsburgh's tfti/ut Television Station 

GATEWAY CENTER, PITTSBURGH 22, PA. 

Owned and Operated by ALLEN B. DU MONT LABORATORIES, INC. 
HAROLD C. LUND, General Manager 
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KEDD 

WICHITA KANSAS 

NBC- ABC 




Q. How does fee tv work? 

A. You transmit a °V-rambled" sig- 
nal that tan be enjo\ed only In view- 
ers who pay a fee to get a clear pic- 
ture. Several subscription tv systems 
exist. Zenith alone has submitted five 
| systems to FCC for approval. 



Q. What type of programing do 
the fee tv people plan to offer? 

A. A \ariet\ of programs that are 
currently either too specialized or too 
expensive to be offered on either a sus- 
taining or on a commercial basis. In- 
cluded among these are major sports 
events. film premieres, Broadway 
shows and possibly such cultural fare 
as special religious services or col- 
lege lectures. 

Says Dr. Faught: "The FCC has set 
aside 250 of it? allocations for educa- 
tional television stations If an 

educational station could collect tui- 
tion via subscription tv for a few out- 
standing programs, it would have the 
funds to operate many more hours per 
week on a free public-service basis." 



Q. How would fee tv affect tv 
stations? 

A. The fee tv people consider the 
s\stem an added source of revenue for 
tv stations — comparable to the revenue 
publishers get from selling copies of 
their newspapers and magazines. They 
feel it will help all stations now caught 
in the squeeze between high operating 
costs and insufficient revenue. They 
have in mind both vhf and uhf stations. 



Q. How would advertisers be af- 
fected? 

A. Fee tv would help advertisers if 
it kept smaller tv stations healthy; the 
stations would be there for campaigns 
when needed- -even though the nation- 
al advertiser was not regularly "sup- 
porting" them. It might be a com- 
petitor of the national advertiser as 
well, however, vying with him for some 
of the big special events and sports 
attractions tv has been carrying. 

Proponents of fee tv contend, bow- 
ever, that the advertiser has in main 
cases already lost the opportunity to 
buy major sports attractions. Reason: 
Sports promoters fear loss of attend- 
ance and demand sueh high prices that 
only those who actually charge for ad- 
mission (theatres equipped for tv) can 
afford to bu\ rights to televise them. 



Farm tv 

Q. Is there any difference in the 
time buying pattern between farm 
radio and farm tv? 

A. The heaviest farm radio users, in 
the past, have used early morning and 
noontime (Class 13 or C times). But 
the trend in tv is to use Class A eve- 
ning time — to reach the farmer when 
he's done with the chores, relaxing at 
the end of the day. This is particularly 
true of local and regional farm tv 
advertisers. 



Q. Are there any special tech^ 
niques for farm commercials? 

A. What works for urban commer- 
cials holds true for farm commercials. 
Most important point: Demonstration. 
William L. Hurlev, general manager 
of KXJB-TV, Valley City-Fargo, X. D., 
sa\s sponsors "have to show how: 
How to kill a bug, how to cure a sick 
cow, how to make corn grow better. 
We ha\e a rule for our tv sponsors," 
says Hurley. "If it doesn't wiggle — ■ 
put it back in radio." Hurley, like 
other tv station managers serving farm 
viewers, says television is a natural for 
many farm products "because so many 
of them depend upon demonstration 
for their effectiveness. It used to be 
that when a dealer got, say, 100 farm- 
ers to attend a demonstration of a new 
implement, he'd call it a great success. 
Now the dealer can give the same 
demonstration to thousands of farm- 
ers — and the dealers are delighted." 



Q. What types of sponsors use 
farm television? 

A. Feed companies are among the 
heavy users of farm tv (like food com- 
panies, the product of feed companies 
is consumed every day so there is a 
vast market to tap). Implement com- 
panies also use tv. Seasonal farm tv 
advertisers include hatcheries, seeds, 
agricultural chemicals and antibiotics. 
Clients with more general products as 
well have turned to farm tv. 



Q. What other specialties are 
part of tv programing? 

A. Some tv stations in big cities are 
adding foreign-language shows and 
shows designed for Xesro audiences. 
(See sponsor's Program Guide.) 
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What do you want of a 

television station 



COVERAGE? 




Operating on the low channel 2 dial spot with, 100,000 
watts boomed out from a 1062-ft. tower, WSB-TV gives 
you merchandisable coverage in Georgia, Alabama, 
Tennessee, North Carolina and South Carolina. (1) 
High Tower, (2) maximum power, and (3) low chan- 
nel are the three ingredients that add up to tops in 
coverage effectivity. 



AUDIENCE? 




WSB-TV delivers* listeners in 18% more counties 
than Atlanta station B; in 106% more counties than 
station C. In the outlying 25-74% effective coverage 
area, WSB-TV delivers 63,235 more families than 
station B, and 137,782 more families than station C. 
We or Petry will be happy to show you supporting sta- 
tistical evidence in full. 



PRESTIGE? WSB-TV was the first television station in the South, 




and richly shares the prestige of its affiliate, WSB 
Radio, Dixie's pioneer broadcaster with a record of 
32 years service in the public interest. These stations 
are affiliated with The Atlanta Journal and The 
Atlanta Constitution. Get more for your money . . . 
Get on WSB-TV. Ask Petry for availabilities. 



The great AREA station 

of the Southeast / WSb'fV 



Atlanta, Georgia 



*ARB Reception Index Study, February 1954 
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Largest Most 
average audience, quarter-hour wins, 



6 of the top 10 



nighttime shows 
day and night day and night 



I 




icture I 



7 of the top 10 

weekday 
daytime shows 



Most of the top 10 
daily local shows 

Source: ARB, May '54 



For the best 

exposure 

in the nation's 

number one 

market, get on 

the number one 

station: 

WCBS-TV 

New York 
CHANNEL 2 

CBS Owned.,, 
Represented by 
CBS Television Spot Sales 




METROPOLITAN 
HOUSTON 

1,000,000 

POPULATION 
JULY 3, 1954* 




GALVESTON 




V 



PLUS 
760,000 MORE 



KGUL-TV GIVES GREATER COVERAGE IN 
THE GREAT GULF COAST MARKET. 

'Someone will enter Houston on July 3rd to 
become the millionth resident. It's with pride 
that we mark this day, for these million people 
make up c major part of the 1,760,000 persons 
living in KGUL-TV's coverage area. The rich 
Gulf Coast market is not just Houston but the 
entire area . . . best covered . . . most econom- 
ically by KGUL-TV, the CBS basic affiliate for 
the Gulf Coast. 

So remember the million — Plus! 
LOOK AT THE FACTS 



Cumulative Totals 


Papulation 


Food Sales 


Auto Sales 


Drug Soles 


Greater Houston 


1 ,000,000 


282,642,000 


263,296,000 


35,947,000 


KGUL-TV Primary 


1,310,200 


363,764,000 


340,465,000 


46,363,000 


KGUL-TV Secondary 


1,760,100 


474,640,000 


442,737,000 


59,641,000 



Source: Sales Management 1954 and Houston Chamber of Commerce 




KGUL-TV 

The Southwestern TV Station with the Most 
Consistent Growth 
Represented Nationally by CBS Television Spot Sales 
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IN 



THf 



DETROIT 



AREA 




JVoKpi and explanation* to Itcfp you irse I his charl 

orclala tir lima chirin 



COST!: rorai Utoal tod produnlafl only, do nol fprludi 
"» |<ni llnrluda Hit 15% tttntj ruoiminionl io im 
Wnnad fu> un tut bui ( w •■> nunr i.Mamita ind n 



Sponsors I'x.eu afphaht'lit ally icirh agpnfy and lime on air 



• o.BEVIATlCHS. 



: Cb. cnimo: Ht. Uctijwml: NT. Htw Turk". Tu. 
'•"mi, in. tiniotiit pi. yfmJuttt: fin. iaiiio and TS: ttroui, almul'ui: tbr. ih. iiiarr" 
U P. Ola: TBa. Io be kfinMJKML UN Y tuiana Am !• rarrlod an I* imliu. otlti 

'■»!•» IB NTC; ML (caant BO al Ui«* alallnna iilrroil »!*»» Inc. Iha in! ntij II rla kl»* 
IGlhor Dr<xJucu in Kidmen 10 ihott temilnnnl In ihirl an pluiiod on thli nrnfroaa. 
ABC TV: Braahlul Club, ilmulia.-t M l" 0- 10 am on (H ADC TV inllona, rrem CMfi|», 

W"' niioulratl ipumora- Phllro. Qvlrbliw Ail': Quakii Wlporiy. lli>ai A Tll.lrJi 

"Cii TV-. Arthur Godlrty. 11- ft' 10-tlJO in: T. To 101115 am; a»ld •» iimutraA. lima 
D1U> lilaol. Jl. tee. 610 anoutllr for too TV ijiiarlri noun and 3S radio ouartar hour* par 
rwi adrifiliir. Tilirul on 30 55 ilalluna: O'lilniiai Ilia Irotn NTC. Olnx polnti 
rha Mamma, Shr*. r>» M-F :-0 nro naui-iailrly iiiou Haiti In 6-mln, itaniiali. «IUi 
1-mln foremrrtlal lima in eieli. al toil ol 12 jlW lo I3VU0 lor 111b* I about 40 arallonj) 
and li» rni koi lalrnl far iriminL 

TDDAV. NUC TV. f-fl am tool an oharll la aold U> id'itllMia In lamanLi M abaii all 
■ aarh (1 ■ ffrou rait Ulna and lalMI) of 13.533 par itamant. 8*fmar>Li ar* aialt 
> adratllun on a ndiialj Dtalblo baili: ■ tIIcdi ton piiirnaia anytblnf Iron ■ on*. 
i lo an lumtlra anriounrrmonl rampalin. |)u* in Today'* nmoiairlal fleilblllly Ilia 
I of ita adairilrtn ta cop»lani1|r In a ilau ol Una, Ttow hoi ranrlta orar ISO 
i dilo; anions iho«» ruriaollr or lerrntlr ualns U>* prvfram ala fllaUil »Mb 
tttoaial tlwirlr. >]aion: llmilDli. lT.*nn klattaf Un MrCinn HllrtiDa: Blaioll 
iri'por. Am: Ammlcan Malio Trnla.. BAR) Mulual of OnjUia. Uo^ll * Jvnbi. 
■U ar* acto on Iron S3-4S alallom In lha E*aU SouUimjI oo4 oUdwnt. Tha 
F ularait lor Ui>aa bouro. T ■ 10 am. KiT. (Hi Dnt hour ta im oo1> Id th* 

rt bouf io both lb* Baal tod Control vr-m. aod lb* tblid hour Ln tba CwtraJ 

Clurciili In Uic Dni bour »r» npowad Lb Ibo tblrt la <rte X ■« ooUl HOUM. 




Aomlro!, En-ts, W« e » »TN. Tu a S SO pa> 

AKon, FA84II. CBS. Ta lO.flO 11 pm 

Am« r Chilli. D P S tiTN Sun 9 9 30 pin: DT:S. 

P 10-1*30 pm; NHC. Sn i.:30 l0 y U1 
•mar. Oalry A«n« C-M: CUI\ T«. Th J it 1 urn 
Amor. Haw. pr,. Blow: OB8. al F IT.15 80 pro; 

r.rjpr UTN. SrJ U.OJ M i,ni 
Amu. Oil Ca.. JiHrrh KoU: CBS f 50.S0 II cm 

NIX', all Jl t 30. ID JO pm: Sal J0:3011 pio: 

A DC. oil Tu s-l jo Lim 
Amsr Satatr ftaJor. I) f S ABC. all Sun « » 15 



PltJX> CDS. 
>l 9 3D- 11) Kl> pto: all Sal Ifl.Sli 
nil TNj 0-0 )0 pro 
Armour r. C*. PCAB: ADC. lit 

STIC, alt 9at B O 30 urn 
Aiiaflatod Proda. Qnr- NBC. U T'JO tS pro 
Bauar & Black. Hurr.oU: HIS, P i.ti i pm 
iayvk Claw-. HuniM'. ABC- Sat O f ti pro 
Banrua. 1A r DTN. Hun EJO-T Pm 
Sail FooDk Eailo CB3 W I .5(1 pro . 

Hajal Blahop. Sporlar KBC W 10 10 SO pm 
Bloa* Qrvc. Cotli A PnoUrii' CBS, Tn lO.ID 10 
iartMi C*. UCBg; NBC. TL I JO I pa 



i-V.Sd pm; 



BMilot Wirtf*. lirs»: VHh- CDS. Sun 8 30- 10) 
pin: Tu, Tli 10- 10: IS am: Tu J ? 15 pui- 
AHC. til P00 10 pm 
Bfown A Williamion. Dalai: CBS. P !b10:33 cm 
Co"(H" J- UilHarr Vt'Tj llanlt; CBS. SI. W 10 
in lo am 

Cnmpball Saup. DUli|> CltH, M ft' y -jy 

pm, NHC P * iO-10 
Caraaiion. Rnrin. CBS. M 3-B SO pm 

C*n*r Ptodi.. SUCI1'. CBS. all To 0 0 SO pio' 
Chaarrjrouoh. CtfUr, KBC, F 10.30. tS ara 
Cht>iol.i. r-K MIC. Tv. Th I 30-tS pm 
Chrytlar. BDDO" CDS. Bat 10 10 JO pm 
Coca Cola. U'-irt? MIC. w. P 1:30- JS pm 
Cilrjilo, Ehv: rRS. M. ft'. P |1;J0-1S nooo' W 

9-0-30 pm. SI. W. P 1-3:30 pm; NBC. Bin 

t-9 pm; Bain: \DC, Tv t tS- 1 pm 
Comilork Fdi.. Uumrlr CI1H ill \; 1 - 15- 2 iim 
Conoalium. MrCirin- l.tlik ion: NBC. Tu 10 J0 II tm 
Conllornial Bko.. Ualai! NDC, W 0:10.1 pm 
Caowlod Bin- Lo* Bureotl: CSS. P 1:S0- tB pm 
Cudanr Parklnf. Y*R- NBC. Bal lO lu-34 r-ui 

(10 m|n arc) 
Milan* fjjflli IjiiI*1b: KBC. T\J 1.10-10 pm 
Oarbf rwOv MrCuin-Erlrkion: AT1C. all ii »■ 

3 30 r,ro 

Dt&*ii Mats, 1)01)0' NBC. Tb 1-130 pm 
Dodat. Qrmt: ABC. TM 0-0 30. 8un 10-10d0 pea 
0»* Chimltal, Id n-Majiua, John A Ad*m»: NBC. 



OuWool Lait,. dlfeff. DTK. Th 0-0-^0 pai 
Elrttrlt Auto-Lllo. CfcP CDS. Tu S .10- 10 i.m 
Eitctria Cot.. Ay»n CDS. alt «un 0:]0-T pm 
fallh lor Toooj. Rocknlll: ABC. Sun 11 '30- 1 Pm 
FnltUtl Brrvlna. DPS: ABO. Sal ?-5 pm 
riiailom. 5iOfnor A |«cnti: ARC. At H 30-9 pm 
Florid* Cltrn. jftT: ,\BC. Tu S 30-0 pm 
Fm« Metor. JWT: NBC. Th 1-30- 10 pm 
finml Clgv. YAK: CUM. «7 10 4S I1 pm 
Csniral [IccirlO. BBDO CDS. Bun 9 9.39 pm : Tb 

; IV? inn; VAll ,"vEC. W 8 ■ tt-30 Pm : S '( 

10 Id JO pm III mln tes> 
Gentral FoMa. TAB. CB3. F 9 30-10 pm: B4IJ : 

CBR. t t «V3o pm; \\ 0:30-10 pm; NliC, Sun 

6 30-1 pm: T\i 1-0 pm Irrcry 3 uk a ) 
Cornril M Ilia. D P- ». Knm-lt«iH. Tninam-T^trd: 

ABC. TV7:30-i em: F I S0-1 pm: CB3. D P 

!J I3 i; pm: CBS. W. p 5-s.iS pm: M. w. 

P ;i 10-1 pm 
Ganernl hi Mora. Dldameblla. D P UiotL/i: CBS. 

», Vt, P T 35- 45 pm; Filoldalio. PCAD 
Tu. Th. 10:30' IS am. oil ft 3 30-0 pm 
Garb" Prodi., D Arvj: KBC. Til 10. 1ft 3B am 
(illlallo. Mi. 5 n- XHC P 10 Kin Id mnrl 
Gold S*al. CampbilLUIlhuo: CDS. TM T: (0-3 pm 
B. F. Goodrltb. BBDO: CBH. all H I ljO pro 
Coortwiar; TAB: NBC. all Hun 0-10 pm 
G.-ocn Dlint. Loo nurntll: CDS. P 1:45.3 pm 
Crlifia Mil,. DI.'AP- NBC. «»i 0JH-1P Km 
Gruaa. alrCaoo-KTlckrat: ABC- Boo 0-0:13 pm 
Hkll Brna.. PCAB: NBC. Hun 0 » pm 
Hum Bihiii. O-U: CBS. r IblO-ll pm 



Hoov«r "0-. Loo BurheU: CDS. U I 'IS I P» 
tt*pofnl. Im- Maion'. ABC. ati V 13 30 Pffi 
Inl l Callutoilon. FCaB CBH. M. «' 10.30. »S*u> 
inl ! S 1 "*. t) Am UTN. 6bi tlSO-l? n; NBC. 

a'f r 5 pm 
Int'l Sllvar, rill: CBS. ail Sil 9 30-10 Dtt> 
jfrgeni. Bnbi ft' Cii I : NBC. M. W. F 1 1- 13:15 pm 
S. C. Johnnn. XI.&B' NBC. ill M 0:30-10 SO pro. 
Kelloao. Ilumon t'B^. Tu. Ilr 8 3n- 16 pm'. 

Ml IS-30 am; NBC. T\i. Tli 5:10-45 pm 
Krall Fooai. JUT: NBC. \\ I 10 »os. ABC. Th 

0:30-10JO pm 
Lambert Pharm . Lambon ft Vru'cT- ABC. all 1' 

I S 30 DBS 

Lomvn Proflufti. IkConn- Erlekion: NBC. Sal 

Lovar Bro«.r J«T: CRS. Tb 0 0 30 pm; MrCinn- 

limkinn CHS. Hi OSO-IH iim : M, W 11- 

ti'ir- ■.-<: \ff rnR M w r -j So- 1^ mn 
LI no nil L Myara, CUrmlnfhaD It Walati: CBS. M. 
ft". P 7 »J.» pm: NUU. Tli D-D- JO pm: H>[ 
i * fl() pm 

Llnaoln- Mnaicy. K* E! CDS. Bun * 0 pro 
Tr-amu 1- Llolon. TAR". CBB. M B 30 0 pm 
Laniln**. D»ai>ru; CIIH. M. W. F 1111:15 pm 
P. Lortllard. TftH: CBS. Sun 1010:30 PS: L4U4: 

ADL*. TTi S 3M'0 P» 
Ludan'a, loa.. J. M. Mtlhct N|lL". F 6:30 <* Pm 
Mara. Inc., Loo Bumail ABC. all BuB S 30.0 pro 
Mailano. Aniltriui A Calrni: Cns. M I 3^43 pm 
ui"»«-!i Minmo- cap: CBS. ti. w. I015 3O un 

Maid. T.I B»i«: A DC all Bun 3 3U<0pm 



1. Monlanlcr. Ludf In : CDS. Sun 10 30- !! pa 
Philip Uorrii. »lsw: CBS. 51 fl S:S0 pm; i 
10- 10 30 pm 



My it it, Tapa. Harlman: CBS. P I 45 » Pm 
NaOi ■ Kulvtnoior. Ci'iol CBS. all Tu lO-IO'SOpm 
Nnri Biarnli. MpC-14: Clin. Tu. Th 11-11 15 am 
NM'I Bilry Prodi.. Ayar'. CUS. Bil 12- 1 pm 
Nulla lliyon llouolon CDS. Sil 8-0 i>m; C.tt 1 

.\SC. alt su li ll jo in 
Norgi. i. ftillot Tboiapaon.- CBS. Tfa 1:15 3 Pm 
nltrwiih FhOfm., B4B' CBB- Sun IM1:1S cm 
Mwai, HSW. t*Ds all P 10 30- 1 1 [>m 
O'Cfilw. TU'Kfi' CUS. all T |i u 30 pin 
0»niia.C«'alnf. PSn- CBS. M-T»i 10 13 SO 
Pabat. Wirwirk It Uller: CBS. W 10 pm lo coucl 
Prihaid Motor. Maion; AllC. Bun 0:1A 30 pm 
Pan. AH. Altwaya. JWT: NflC. alt Sun O-0'JO Pm 
Papii-Mila Prn. FCABT ADC, F I 30-S pm 
ParkW Pan. JWT- C1IS. all Th oaU-0 pm 
P(pil<C«la Co., Tltow: ARC. Sun T:30.3 pm 
Pharmaroulltala. Inc., KWilur: CBS. TM S:30-D pm 

«4l 10 SO U pro 
Pal Milk. Clardnrt NBC Sal 3;30-P )m 
Pbllca. Ilulrhlni NBC. alt San 0<l0 pm 
Plllibury Ml Hi. Burnett: CBS. alt W 3300 pn>: 
JI-TU 11 15-31) am: .11. Tu. ft'. P 1.40 3 pm 
: N8Q. r 0-0J0 pm 



Pjnlla* MoUra. 1 



3 13 4 



M F 



1-1 3" p.u; bun 10- 10 30 pm: MW I 
R«L«roS"Pu'll«o. Rullrdia <L LllleAtOld ,U)C 

Tu, Ta ; U 80 pm 
Prudential Ini. Calklni A Beldar*. Carlork. Mr- 

Clinton ft Smith: CD3- ail Sun 0:30-7 PW 
Dusktr Oalt. »1.*iry. Bak«i V Tildrr. CBS. Sun 

I ? 30-1 pm 

Ralilon-Puilna. Gardner" ABC. 8»l II-N-30 am 
RCA, JftT: N-BC. « 0 0 30 pm 
RaiLrmon-PuitlBn, BnlleJie A LlH »it:<fl(S A3M", 

Tv. Th ; ts-30 otu 

Riminalan Rand. TAIl CBS. all Sun 10 30- 1 1 

pm; NBC 51 9-0-30 pm 
Ravrro, Si 0«ii;ri A Kcvea NBC Hnn 0 0. .10 pm 
R«vlon. Wilntrnub: NDC- Tu 10:50-1 1 pm 
R. J. Reynolda. Eily: OBS. W B'3010 pai. P 8 30- 

S pm: CMS. M-l' 7: 15-S pm: KBC. biro 

10 30- I I pm 
tirynoLji Matali, Stoda- NBC, Sua T:30-l 
RoMOald Paiklng. Gu 

ABLV Sun 7 7:30 pro 
SiblTk. Kudrtri CMS. Snl 8-9 1-m 
Schllb Brrolno, LAN' CB8. T BJ.30 pm 
Stoll PaP«r. JttT NBC. W ' 30 0 pm 
Seiulan Co. K-lnird Klollor' DTN. F 0 0 30 
Seaman Broo.. ftolnlraub- CBS. Th 3-815 ; 
ShtaUrt Pin. 5*1-11 NIIC. Sal B-10 SO HID 
Slimlo- Wllllamt. PiaiB' ABO. all Tb H:30 



A Bonficll: 



1 10. ( 



; 10-30 on 
US Th Un 0 pm 

CBS il> Tl. 3 311 I -pm 
NDC. 51 5 W O pm 



NBC 

s P 3n pm: (TBS. Tu ? 10-30 on 

SlBitr Scwino. VAll CDS Th _ 
S 0 S . Slrfaim-kilrltron CBS 
Slondw-d Brand*. Ba'«a: NDC. 5 
Star. Kin Tuno. IthOaiJta A Darla CDS. 

10 15- II am (all dai) 
Slotalry. Calklna A Hok!«!' CBS, Th 1 t*-'i p 
Sunbeam Corp.. P.nln Pana NBC. fltl I 30 8 P 
Swanian. Ludsln: ABC, *Jt Tu 10 30-11 pm 
Swill, JWT CDii. «. Th. t.30-15 P'O; Tu 1 13- 

Syiiafila^Crcll A ritib»r- CBS. Sal TJ0 0 pn> 
Tlda Water Oil. LAN: DTK Th B BOB pro 
Tonl Co.. Willi * »IW ' »' " <L1 t**5 

TM. Th 10 1311 am; too llmnrli CBS. all 
Tb 10 .1011 pid: Tii. Th 1113 I* cm; II' 
3 30-15 iipi.^TattUm-talr.!- NPC. M r 30 15 

U.S.^siial^nBDb: A^BC, all Tu 9-30- 10 JO 0» 
U.S. Tobatto. Sortnor; NBC Tb 10. 10 JO pro 
Van Camo S.a Fd.. Brl.aehfr. rt1>,r1ur A Sl«(7 

Al)r all To Ifi 50- 1 I urn 
Vtlnmln Corp.. KPCAC- DTN. Tu 8 1:30 pm 
Walih Grasa /ulco. DCSS «DC. alt F O'lJ.* pro 
Wation Oil. Flttfaralil: NDC- VT. P 19:1130 Ptt 
WeillnghouM. MrCinn- n>lt»»™: CUS. »l 16-11 0* 
Wlno Caro-. W'AO DTN, Pun I ? 10:30 pro 
Wrlalar BAR: CBS, Tu Pm 
Vardla* Ajar' C11S. Tu I 30 (5 pm 
IIPP(. Alor: NB O. Bat 9 tO-jj 



In the Detroit Area, CKIW-TV with lis 325,000 
watt power penetrates a papulation grond fatal 
area of 5,416,375 in which 82.7% of all families 
own TV sets. Of fheie 1,305,520 TV families 
M.2% aie *o.-t>red by CKLW-TV thonnel % or a 
grand total <overoge of 1,351,554 TV families. 



CKLW-TV 



Mi 




pp 



Thin C«««pnrnariiiJli apprurn rrpnlarlu iu altrrttaif 
iiiix'i. If irill appear iwXt 2(1 July if.* f 

filTtf. Thlr dun lul Lrwini M- « iTnl* fm T« im* lrr»* 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



Daytime 12 July 1954 



SUNDAY 




What's Gnu? 

JLots of babies, for one thins! 
Utah has the second highest birth rale 
in the nation . . . the lowest death rate. 
In fail, the entire lntei mountain market 
has grown nearly 25% in population since 
J 940 and is predicted to expand 
another 25"! hy HUSO! 
Tb sell your merchandise to this evei - 
enlarging group of customers, use 



KSL-TV 

SAIT LAKE CITY 




JIBIWOSKNTEU BY CBS-TV SPOT SALES 

VtfHJf r> tipf>ll,rrt)t»r%! 




. ET*J wheal, tic* 
llAllull* 

CIU, NJ 
Bryan 
Hdrilon 1WOO 



Fitnilirt *f 
Fallh 

R*llilnui pmt: 



MONDAY 



flESDAY 



WEDNESDAY 



TH U RSDAY 



FRIDAY 



SATURDAY 



Arthur Ood'ray 
Urcr npnr-lui 
m.w II 11 IS 



In won 



Arthor talnr 
niiii'Hm yarj 
ID.lh 10 10 is 



ITkliUlle Pli 
lu.lh 10:30 ii 

FCAB 

Tool Co 
,u,tS ID 49-11 
Wtfu 1 Galler 



Hawklnr Fall* 
SflCti I 



pan 

Tflr^T m I tJ 
Y&R 1MW, 



YMIth T*kH 



• ui-t Clr»ua i 
Hilli-d Co * 
mro lika I 

«HT ll 
1 640 j 

l)l.r, Ik mllM.. 

"»,_-r.. ^ 

I Jllnul* oralJ 1 I 
I tnmm Irnxmidal 
SINY *li *■ 1. 

k to-*. .4 

Salu Htu 1MMM1 



Hillmirk Hill 
tt Fui 

□ ■II Urn: lull 

I71IX,NT I 
ll hr >i 4in au i 

FCI.D lir »S,00O 



0»ibIi ■■ 

HINT 1 

'An llnkH"— 
HOH» m.w f 1 

Plll>fiiiTT Mllh 


No nMwork 
protr»inlnt. 




aii pi.dit 

Willi- fah 

ahlorr*ih»ll 1 IK 

"TT.T m w f 1 

ilt-Pjf " » 1 ' t 

Knn-. '1 II 
FWtfl map 


Piul Dla*n 
Shm 
CD-I 1< 

n'ct-i i. ill. bio: 

It* Ml tMTlllWl 

|0uilnLi14Wl 


n» m-r... h 

I'Alt rheor | 

Pfi *n on 1/ 
y«.R 

Flnl Lns 
I'trlll nil t 
Conrtinim) 

r\u in. 

ill dis 1 


WfmnrrWffti 
A Pirl 

STY ml 1 

.vmi-i-.1i H"Ti.. 

VM'iii nin 
r-IS-T nror t 

BID*' 

t.vrr 110.000 


No no I work 

i . J 


PAO- prclt. 

oici" 1 * " ,ow 

■11 o I rs 10 
OFS r itir 1IIM- 

TO* 


On Your Artwrir 

HVIn Rlllntil 
P\ti ilm prrW 
ST m-r ! 

BAB III 5lin 



Ai-Mlm Otdtray* 



PA O Irnry 
Connptpn SO 500 



L*>» Bl Lllr 
lum Ilnmr P 
Ti l laf* monl 



Bright* 0>v 

PAO 



arid* 1 Orson 



m nil 



FIBDD 
m,-_l«_TS 30 

FCAB F " ufn,, ° 1 
m, w 10:80 -41 
Slur- Kill Tirm 
m.w 104.111 

Rhuden 1 llivli 



Bin 



SrTm A Co 
JWT 8BNT; 



'iHrWiin Unirrty* 

Buii-Mrra- vir 
I w.« 10' 10:16 



lu.U> lrt'30 IB 

fciij 

lu.U 10 45 11 

" " I * D Mm 



illirl Ltd* 
Ten I Co 
111 lirr tul 
Ln BulRitl 



pnuhlo or Nuth'- 
rimnhrll flmir.? 



m,T>,f 1 30 46 
Plllihrrrr Mill* 



□vlejlat Light 
PAO: Irorr, dull 
-( lira boo I 



01 n ( Dtnt o.h« 

Onrbir FVndi I 
D'Arrr 1013 30 



lit * Co 

JWT" 

Nun nir. 
n«f- Wimsr 
MMT 1h oot I. 
|WJ_JiH ,:03S 



mrwirk ).) ir 

sVolntr-iub 



iH>il«ir ill nr 
■^ITTt 1, 

IB ni, lft a i n 49 

I",,..- 

[LB 14 h' M.0O-.. 



NV m* lu.lh t 



irlka tl Rlth 



tfall.n1 L*dr 
Rfnrltl llllli 

m.w I lip* tno.n 

0 FS, K.R 



Olfll DM| 
■■hHt 

Onn*ril Mllli; 



BrlgMtr 0«j 
P*Q 
n.f (an Dent 



Partli Fnrti Llli 
fl.r. p,lr m 
tt R 



Sp*'» P*lr*l 
■laitla ehw prodi 
Cull A Pr*n liri » W| 

■ tsiji' a^l ^ wkl ,,^ l,■^i^ J, 

Canlnn- tOSOO 



9rl0* A Qrtom 



f 146 S only I 
; 11NT L I 

a>* Kirtnu — I 



iPirllrlpallni * T _ *- " 



.1 Lov* "J 



Hawdt Daedy 

Slindard Uruidl 
ratal puddlmi. 

HINT 



1^ 



_,l Your Hkhv... 

'Win Ollnlil I 
r/Q 1M- prf)l' 



1 Errv Urn 14009 



Cara.HalLill^up 



.On Voor Atconw 
IWIn Plllmll 
PAtl IM*. prt.ll 



Fr?l1anrt>r l *f\. 
Dirnut | JO r 



Th* Banal Slam . 
*n> llomi Pro.Ii 
Whllrhall. RuT'l' 



uaiia:*: nopal 
JUiT fl ll-H 4*1 
I 0*1— %hl II tOm 



HtnrOy Oaody « prDfTamlni 
'..nllimlil But ID't 



PlDIl LH 

■ht* 

LLt m ( 



Hndy Ouodi 
Ktlloii Co ' 
lu.lh <•« (ol 

I 

llaodarj nrandi 
Ubr 1 1 *«> 



4 

: No D *iwmk 



Pinky L*t 

' H»dy Ondy I 
Uidu'i ( 



W»lr* flrp Jul** 
OOM m f 6,46. 6 
JJHT 4II> 
Ubr 1 1 600 



THIS WORLD'S YOUR APPLE! 



Just one from the bushel of bonus areas you blanket with WHIO-TV. 
All in addition to the 415,355 TV families in the primary coverage area, 
dominated by the World's Tallest TV Tower — 1104 feet, delivering the 
equivalent of 316,000 watts at 1,000 feet above average terrain. 



SHARE OF LIMA AUDIENCE— 
EVENINGS— SUNDAY THROUGH SATURDAY, FEB. 14-27, 195-4, 



Time 


WHIO-TV 


Station B 


Station C 


Station D 






(UHF) 






7-8 


59.99 


32.3 


4.6 


3.2 


8-9 1 


64.8 


25.2 


8.5 


1.3 


9-10 


61.3 


24.2 


12.2 


2.3 




This powerful testimony proves that WHIO-TV's new tower reaches out — over 80 miles from 
Dayton — to grasp this ripe, rich market! A bread sponsor "discovered the new world" the easy way 
« . , opened up the Lima Territory using Kenny Roberts, made a big hit with only 3 spots per week! 
These many bonus markets plus WHIO-TV's big, regular service area add up to plus reasons why 
you should buy WHIO-TV! For more facts, contact George C. Hollingbery representatives today. 
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ONE OF 

AMERICA'S 

GREATEST 

AREA 

STATIONS 



^Piyatwitn 
Sawfcm O \ KOSCtUSKO T V-"- f " 



Roc»s«!»r 
O 



« ©As>t*«9 

ONulrlii 



IftCLl 



o 

Cdgans-port 



MIAMI 
O 

Peru 



|e \ TiPTOtt 

oFraitkfort^ 

cumow 



lie 



8G0IU' 



jexaridTil 

o 

ilwood 
KAOtSON 

HoWesvilisP 




Ot 



5J?*B!SHlt Fo&tori* 

oTiffin 



MeCcmS 
O 



f 

«Findla}L 



WABASH 

O 

Wabash 



Ara*«o j 



W 




uni o 



WVAHSO! 
O 

[san<fS*Y 



Bucyrus 



„o 

Berne 



MERCt 

:«lina 

o 



T 



Marion 
o 

MARiON 



MQRKOW 
o 

C*f.dH>gl« 



. Burin 
Eatonp 

Albany" 

DELAWARE 

O 



^idgeailfe 

Union CUy Q 



Ainster 
SHELBY 

Sidney 0 



RlchW00d< 
0 G A N J -<^_ 

oBelleiontaine IX. Q0eia«aK 

pW.UtHifty UN '° 0 N J Sty**** 

Marysville j\pef AjJifii 



Munci «Wincheste 



OMiddletown 



i Randolph ■ Greenville 



sP - Up«l HENRY ! 

rmm »" ° Newcastle Hagerstown 

M.^lT" TFortvifie BO JO D - u„ 



r°Covmgton 
MIAMI 
W M^ton ^Troy 



^Tipple 



canoe 



c _ 

Shirley ■ qWAYNE 
UNCOCK p Knlzhtsb im Y. a mhr.d<?e 



)hs 



1 IELBY 
o 



RUSH 



Richmond 
waynE O «Lewi4bur[ 



irookvitle 



CHAMPAIGN 

grbana 



OPiquaSt Pans 

o u o 

Mechanicsbure 



Grandviejj Hts Q l 



o 

FAYETTE 



O 

UNION *■ 



& Eaton M0 

PREBLE 1 G 
GermantowfiP O 



New CLARK V? JettereorOP/fc. H 

Sprin' S field> ffig*<>3" 

if 

I 



» n . Winclibttr 



Cedarville 

r — 



MijHhi«buM -WlRarrnlttOH 



GREENE 
°oJ2y, . OJamestown 
7 Ki 



Kema 



Brookvillso 
FRANKLIN 



Channel 
DAYTON, OHIO 



tiagtcn 
MONROE 



Greensburg 
o 

DECATUR 



Bitesvi! 



ASTHOLO r 



Seymoaro 



LAWRtHCE 

°8edfcnrj 
o 



R80RN 

Ctev 




Hamilton o Ne 



^ rSrfHrt 




.Oxford 

BUTlERo°Middletown 

OLebanon 
v WAR 
^0° REN 



HAMILTON^ 



Sabma . 



O 

FAYETTE 



PICKAWJI 
3*t.Ster|mg 

Circleville | 

.Washington c. i 



oveiand 

< n Jr<J% ^Mad.sonv.lle 

«ijo ch9«,o t ° 0 Ciricinnati 

, % T| furi X. OBatavia 

Covington 

^ KfcfflTO! 
ERLANf Vj 

■* ■- * PENDLET0 



'O 

oWilmtngton 

CLINTON 
oBtanchester' 

q Hillsborq 
HIGHLAND 



R 0J 
/Greenfield 



OrtBeihe* BROWN 
fw Richmond 

— Geoiget 

4.. 



GSAfJT 
Wi«"i*ffrttov?ri 



PEHDLETOrjW lClN/ * . 




V SCl&lD 

/ 
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Because of the unprecedented interest in the Storer" Americana" 

ads and the requests for reprints both from within the industry and 
without, we have ordered a limited quantity and will be happy 

to fill further requests. Tell us if you'd like to receive copies of future 
ads, too, as they are published. Write or call Tom Harker. 





STORER BROADCASTING COMPANY 



WJBK • WJBK-TV WAGA • WAGA-TV 

Detroit, Mich. Atlanta, Ga. 

WBRC • WBRC-TV WWVA WGBS 

Birmingham, Ala. Wheeling, W. Va. Miami, Ffa. 

NATIONAL SALES HEADQUARTERS: 

TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Soles Mgr. 

118 E 57th St., New York 22, Eldorado 5-7690 • 230 N. Michigan Ave., Chicago 1, Franklin 2-6498 



WSPD • WSPD-TV 

Toledo, Ohio 

KGBS • KGBS-TV 

San Antonio, Texas 



Southwestern Pennsylvania 

. , . take a look at the WJAC-TV picture— 
a mighty impressive panorama of extra cov- 
erage at no extra cost! The latest Hoopers 
again bear out the budget-stretching facts 
-WJAC-TV is 



1st 



V ^Q Q_Q 
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1st 
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in Johnstown 

A 2-Station Market . . . and WJAC- 
TV is 'way out front in viewer- 
popularity! 

in Pittsburgh 

A 4-Station Market . « . and WJAC- 
TV gives advertisers a real bonus 
audience. 

in Altoona 

A 2-Station Market . . . and WJAC- 
TV stands out as a solid favorite. 




Call your KATZ man 



for full information 



UEH SPECIAL FALL FACTS REPORT 




THE SRO SIGNS ARE HANGING OUT EARLIER THAN USUAL 

Here are some of the important questions you will find answered in the pages of this report 



|J B Mow can an advertiser buy into nighttime network tv? page 118 

Q m What daytime periods are available? ... . page 119 

Q. Will station clearances be any easier this fall? ... page 120 

Q. Will nettvork tv costs be higher this Sail? page 124 

Q„ The ulif dilemma: Is it the advertiser's worry? page 144 

Q. What uhf proposals ivill the FCC adopt? ...... .page 146 

Q B What markets will be able to telecast neticork color? page 148 

Q, Should an advertiser buy color tv this fall? page 148 

Q. What arc network policies on time franchises? page 1 32 
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Q. How hard will if be to find an 
availability on network tv this fall? 

A. The Sl\0 sign- are hanging unt 
a little earlier than usual thi- vear. 
So a- irighltruie availabilities on 
NIK] or CBS i- concej ued. forget about 
it. I here ju-t aren't ait). ^ on t an 
stand in liri<' and hope thai iiiavhe one 
of the -lvo\\>: will find the going loekv 
and he junked but even if that i- the 
i ;Ne it is unlikely that the -pon-or will 
give up hi> valuable lime period. If 
\ mi stand in line von I'an In* sure that, 
at this stage, there are already plentv 
of •> ii \ s ahead of \ on. 



Q. Does that mean there's no 
chance of getting into network tv 
this season? 

A. Not at all. \I!C and Du Mont 
will have availabilities, though the 
former has been sewing up -ale- at 
night nicely and will prohablv have a 
fuller sponsored lineup this fall than 
last. Uotb of these networks generalb 
attract fall clients later in the summer 



than CB> or NBC This is beeause 
i-porrsors not able to get into NBC or 
CBS or who don't want to pav the 
program cost- at tho*r; two networks 
or who dout waul the lineups some- 
times required with CBS and NIK! 
-hows will gravitate to AIM* and l)u 
Mont. 



Q. What are some of the avail- 
able periods at night on ABC and 
Du Mont? 

A. The latest information indicates 
there will be at least one peiiod avail- 
able on \BC everv night in the week 
except Tuesday and Wednesday. Tak- 
ing one dav at a time, here's the pic- 
ture : 

Sunday. 'I he 8:00-9:00 period (op- 
posite Colgate Comedy limn and 
Toast oj the Town) w ill be occupied 
bv a mystery, slum, 'I he Mask, which 
was formerly on YBC three nights a 
week. It will be berthed in between 
I'epsi-Co'a Pirn home an ! W alter \\ n- 
ehell. The show is available in the 
full hour, b_» the half hour and bv the 
quarter hour. You can also buv Dr. 
I.Q. at 9:30. 



Monday: The 9:00-0:30 slot follow- 
ing i nice oj Tirestnne is open. You 
< air also buv the Eastern l'arkwav Are- 
na boxing matches, starting at 9:30. 
They will be available in November, 
prov ided vou notify the net bv the be- 
ginning of September. Otherwise, the 
boxing show will be offered to ABC 
affiliates on a eo-op basis. 

Thursday: A one-hoin live dramatic 
show from Hollywood is a possibility 
for tin- Si:00-9:00 period. Program 
plans are not definite but thinking is 
along the lines of the erstwhile ABC 
Album with some prestige "diows to 
give the program weight. Cost? In the 
iieighboi hood of $35,000. 

Friday: The network i* mulling over 
an audience participation show for the 
9:30-10:00 -lot. It's tentatively titled 
Take My Word and will feature Jim- 
mv Nel-on and his puppets. I he cost 
will be in the budget bracket. po%*>ibh 
a! out * 12.500. 

Saturday: Except for Sa'urday Sight 
tights sponsored bv Bavuk Cigar. Sat- 
urday is wide open. Tins includes 
Fight Talk, following the Bavuk pro- 
gram. Although the fights varv in 
length, the web guarantee- 130 minute* 



"\ <*!>«' of Firt'.sttHif" sHi't from NBC Radio-TV to ABC Ra- 
dio-TV points up two trends: ( I ) increasing vulnerability of tv 
franchises as network competition reaches new heights and (2) the 
growing importance of ABC TV as a contender in the network battle 



flavhlff of ftlirrtj .TIoor<» show from afternoon to morning on 
CBS TV emphasizes the web's crowded daytime lineup. Moore was 
moved to meke room for one of two half-hour P&G shows acquired 
by CBS from NBC. Show is half hour except Friday when it's I Vi hrs. 
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for even 13-week <)ele. You can get 
it for 1 he low. low price of $2,000 per 
show. Stork Club, whit h follows, will 
be available in segments. In the 0:00- 
( >:00 period the likelihood is a music 
show featuring a difTerenl name hand 
each week. 

There are a wealth of availabilities 
at night on l)u Mont. Time clearance 
is better in >oiue periods than others. 
Hut with the light *how j on can do 
pretlv well with clearances, as vvi mjs> 
the Bishop bheen show and The Gold- 
bergs, both of which have been locked 
in combat wi'li Milton Berle on NBC. 
The Bishop has been seen on what is 
believed to have been the large?) line- 
up for an\ network tv show, 169 sta- 
tions. At latest count, The Goldbergs 
were on 167 stations. 

In addition to the unsold time on 
Du Mont, there is always the possibil- 
ity of a sponsorship cancellation at 
the end of the 13-week summer cycle. 
Best bet: check the network. 

Q. What about daytime availa- 
bilities? 

A. Davtime doesn't present nearly 



the availabilities problem of nighttime. 
One possible exception is CBS. Willi 
two new I'&G half-hour shows won 
over from NBC the CHS TV weekday 
daytime client lineup is definitely 
crowded, more Crowded than it has 
ever been. !l doesn't look like theie 
will be an) openings; for advertisers 
to sponsor their own strips on the web 
unles- CBS decides to open the 5:00- 
6:00 p.m. slot opposite I'inhy Lee and 
II oiidy Doodx on NBC. 

However, ad\ eitiseis will find par- 
ticipation avaitabililics on CBS during 
the day. The Morning Show I 7:00 to 
9:00 a.m. | is expe t'd to have plenty 
of openings. There should lie a ; hoice 
of announcement slots on the Bob 
Crosb) Show and Robert Q. Lew s, 
both of which fall in the 2:00-4:00 
p.m. period. 

NBC';- lineup will change consider- 
ably during the summer and fall and 
a good part of it is available for spon- 
sorship. It should be pointed out that 
NBC is not planning to program be- 
tween noon and 3:00 p.m. This dees 
not mean NBC will not sell this time 
to a client who wants it. It mean- that 



the network would prefer to sell the 
period'.- ahead) programed. 

Here i^ a sampling of what's avail- 
able on NBC during the day : 

10:30-10:45: // 'Lime to Live, a new 
soap strip, which started 5 Jul). The 
plot revokes around a young widow 
whose husband was killed in Korea 
and who goes back to newspaper re- 
porting. It originates in Chicago. The 
program price is not vet set but if oth- 
er NBC prices are any indication it 
will fall between $2,000 and $2,500 
per program. The 15-uiiiiu e time >o-l 
on NBC's 51 basic -J nt ions during the 
day is .*>1 1,395 pross. 

1 1-12:00: Home, the '"women's mug- 
a/ine of the air," is available in two 
ways: one-minute participations (eight 
to an hour I and 20-seiond product 
news mentions. Items proposed for the 
20-second men' ions mu-t he genuinely 
newsworthy. Total jrross cost ol (he 
one-minute announcement i- $0,202. 
that of the 20-second mentions i> 
$3,101 gross. \t present the lineup 
corsists of 42 stations covering about 
IW i of all I .S. Iv homes. 

3:00-3:15: One Man's Family, the 
tv version of the 22-v ear-old radio se- 



Opening of I>ai JSuilt Tvle-CvnlW was occasion for attack 
by Dr, Alen B. Du Mont on tv "monopoly,' which, he said, grew out 
of existing FCC allocation plan. (See story for Du Mont proposals 
on uhf.) At Dr, Du Mont's right is Ted Bergmann, DTN manager 



tlfci.V Liehmstn. shown here with Betty Hutton, wiil produce two 
of the three once-a-month color spectaculars on NBC TV this fall. 
The one-and a-half hour shows on Saturday, Sunday and Monday are 
partly NBC TV bid for dominance, partly to spark color set sales 
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Clo;ir;nic?c k s 



Color: H hut's outlook for set uvowth? 



RCA ESTIMATES OF YEARLY 



FORTUNE ESTIMATES OF 





PRODUCTION' 


YEARLY PRODUCTION" 


1954 


50,000 


200,000 


1 1955 


250,000 


1,000,000 


1956 


1,750,000 


[ 2,500,000 


1957 


3,000,000 


4,000,000 


, 1958 


5,000,000 


5,300,000 


] 1959 


6,000,000 


1 5,000,000 


j Total 


16,050,000 


17,800,000 


*RCA estimates, 
tv receivers, are 


based on private survey of 
for entire industry. 


leading U.S. manufacturers of 



**FORTUNE magazine study was made early this year by Boni, Wattins, Moun- 
teer & Co., economic consultants. 



rial. Mo\ed from NBC TV's* morning 
lineup, One Man's Family now leads 
off a hloek of five soapers. Gross pro- 
gram cost is 83,- 147 per clay. 

5:00-5:30: The half-hour ship, The 
Pinky Lee Show, leads into I lonely 
Dootly. It has no network competition 
except for CliS TV's Barker Hill's Car- 
toons, a 15-minute show on twice a 
week. It is a music-plus-comedy show- 
aimed at both children and adults. 
Commercial format: one-minute par- 
ticipations, gross price. Sl.BBS. For 
the 70-station lineup covering H0% of 
all tv homes the gross time cost is 
about $4,640. 

These are by no means 1 he only 
availabilities on NBC TV daytime. Be- 
sides a number of other soap operas 
there are the popular opening and clos- 
ing shows on NBC's da\lime lineup. 
Today and Howdy Doody, respective- 
ly. 

ABC's davtime program efforts are 
( oncentraled in the morning. It is the 
oul\ tv network programing for the 
9:00.10:00 a.m. slot and it looks like 
it will ha\c no competition except from 
final hour of Today in Midwest. ABC's 
show in that period is Breakfast Club, 
which flarted as a simulcast this past 
sea-oii after a long history on radio. 
The network had been selling the show 
nn a .-iniulcast-onK ba«is but that pob 



icy was recently dropped and the tv 
show can now be bought separately. 
Other plans call for two soapers fol- 
lowing the Breakfast Club and it is 
possible they will be sold on a partici- 
pation basis. There is also some think- 
ing about programing in the 7:00-9:00 
or 8:00-9:00 periods. 

Du Mont is seeking to arouse client 
interest in its only daytimer. the Paul 
Dixon Show, by expanding the station 
lineup, changing the format and sell- 
ing smaller participation periods. For- 
merh the show was sold by 10-ininute 
segments. 



Q. Will clearances be any easier 
this coming fall than last fall? 

A. Yes. The number of important 
market* with one or two stations has 
dwindled from last year. However, 
clearance problems are still around. 
It is hard to generalize on the subject, 
which is made complicated by the fact 
that clearances difier by hours of the 
dav and by networks. It is further 
complicated by the varying status of 
till f stations, since the percent of uhf 
conversions differs so much. There are 
still important markets which involve 
clearance problems and many agencies 
still have men traveling around the 
counti") trying to clear time for their 
clients' shows. 



Q. Why do agency men have to 
travel around to clear time? Can't 
they pick up a telephone? 

A. They certainly can and many of 
them do. The reason for traveling 
around is simph that in a face-to-face 
discussion with the station operator on 
lime clearances the agency men can 
be more persuasive than over the tele- 
phone. W hen } ou get right down to 
it. it's just a matter of psychology. 
And it must work or else agenc\ peo- 
ple wouldn't do it. 



Q. If an agency has a show on 
network "A" can it clear time in 
a problem market on network 

"B"? 

A. Yes. In his testimony before the 
Senate Subcommittee on Interstate 
and Foreign Commerce, holding hear- 



I'erveat of 


n/if sets iij 


mar lifts 


U'Merc there are': 




NO VHF 
STATIONS 


1 VHF 


2 VHF 


3 OR MORE 
VHF 


WITHIN 

1-6 MONTHS 


79,0 


45.6 


36.2 


28,2 


AFTER 

6 MONTHS 


89,8 


65,4 


40.4 


27,5* 



SOURCE: ARB, 
the same cities 
four vhf-uhf studies. 



*Var!ation occurs because ARB does not always measure 
in reports and above figures are averages taken from last 
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only KTNT-TV <overs ALL FIVE 




"A" coveroge ot 2 other 
maximum power TV sto- 
tions compored to "A" 
Contour of KTNT-TV 



IN ITS W A" CONTOUR 

OVER PUGET SOUND 



SEATTLE: Now the 17th city in the 
United States and is the largest city in 
Washington State. It is located 7 miles 
across Puget Sound to the east and north 
of KTNT-TV's new 316,000 watt trans- 
mitter site. Seattle residents constitute 
approximately one-third of KTNT-TV's 
market population. 

TACOMA: Home city of license of 
KTNT-TV, Tacoma is located 1 2 miles 
south and east of KTNT-TV's new trans- 
mitter. It is the dominant industrial area 
of Pierce County which is the second 
most populous county in the state. 

BREMERTON: Famous naval base of 
the Pacific Northwest, lies west of Seattle 
across Puget Sound. It is located in 
Kitsap County, the same county in which 
the new KTNT-TV transmitter site is 
located. 



OLYMPIA: Capital of the state, this 
famous early Washington settlement lies 
at the southern end of Puget Sound. Its 
beautiful government buildings are a 
tourist attraction for the thousands who 
visit the Puget Sound country each year. 

EVERETT: The northernmost city of 
"Middle Puget Sound", Everett is one of 
the centers of pulp and paper produc- 
tion in the Pacific Northwest. It has 
steady industrial payrolls for its people. 

KTNT-W 

CHANNEL 11 
NOW 316,000 WATTS 

Antenna Height, 1000 ft. obove seo level 



CONTACT WEED TELEVISION 



For the SEATTLE - TACOMA - PUGET SOUND AREA flUMONT 
"A" Contour Population Ovei 1,200,000 
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and PROCESSED BY 

M0VIELA8 




mm 



1 0 

0 



m r 




FOR THE FINEST FILM PROCESSING IN 
THt CAST - FILM MEN WHO KNOW 
SAY */T'S flOVIEUU" 

Here -at MOVIELAB . . . efficiency and perfec- 
tion are the rule. Producers, directors and tech- 
nicians have at their fingertips the very best 
in up-to-the-minute equipment necessary to 
modern FILM PROCESSING techniques. 



ROUND THE CLOCK SERVICES 

Negative Developing • First Print Department 
Ultra Violet & Flash Patch Track Printing 
16mm & 35mm Release Printing 
» Quality Control • Title Department 
22 Cutting & Editing Rooms. 




J-OR COLOR 



| MOVIELAB FILM LABORATORIES, INC. j 



619 West 54th Street, New York 19, N. Y. JUdson 6-0360 



in on the ulif question. Acting FCC 
Chairman Rosel H. H\de offered some 
interesting evidence on the degree to 
which the t\ network- spread their pro- 
gram- around, even where a market is 
covered In four stations. (The figure- 
are oid\ from markets in which both 
uhf and \ lif stations are on the air 
and are liased on the week of 14-20 
March. I 

For example: In the Norfolk-Ports- 
mouth- New port News area AUG had 
!p« hours of programing on a vhf 
station (a CB> affiliate I, more than 
five hours on one ulif station and a 
half hour on another uhf -tation. 

Another example: In Pitt-burgh the 
-ole \hf elation carried 32 hours of 
NBC programing. 30'Vj hours of CBS 
programing, three hours o,f ABC pro- 
graming and 11 hour- of l)u Mont 
programing. 



Q. How are network intercon- 
nections progressing? 

A. \ieelv . At the beginning of sum- 
mer there wen 29<'> *tations in 190 
cities interconnected. La-t June at the 
same time the figure was 137 stations 
in 91 cities. Bv the end of this vear. 
it is estimated In VT&T. orders for 
interconnection indicate that nearlv 
350 stations in about 215 cities will 
be linked together In coaxial and mi- 
cro-wave rela\ facilities. These fig- 
ures include private interconnection-. 
At present there are 31 -tations in 24 
( 'dies tied into network lines In pri- 
vate facilities, usuallv micro-wave. 



Q. What are the problem mar- 
kets for clearances? 

A. \ lot depends on w hat network 
voi] are talking about. It also depends 
on vour program. \ highlv rated 
show gets into the problem markets 
more ea.-ih than one not so highlv 
rated. It should al.-o be pointed out 
that with mare and more -tation- on 
the air the pos-ibilitv of getting into 
market "A" from a station in market 
"R i- greater, though overlap varies 
from market to market. 5ome problem 
markets mentioned bv admen are To- 
ledo. Richmond. Hinghamton. New 
Haven. Raton Rouge. Pittsburgh. Char- 
lotte. V C. W ilmington. Del.. Tampa- 
St. Petersburg. This* is bv no means a 
complete li>t of problem markets but it 
gives some indication what the situa- 
tion i- like. 
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Q. What is the outlook for open- 
ing up important markets to all 
four networks? 

A. In some of the problem markets 
there is ilo relief in sight in the near 
future. A number of the important 
station grants are still before the FCC. 
In its speed-up policy on granting con- 
struction permits during the past 12 
months, the FCC has concentrated on 
markets which had no television sta- 
tions at all and on channels for which 
there was no contest. "Vow stations arc 
not only coming on at a slower rate 
but the net gain in tv stations is cut 
down by the growing number of sta- 
tions, especially uhf outlets, throwing 
in the towel. Last year at this time 
new stations were coming on the air 
at the rate of practically one a da) . 
During April and May of this year 
about 20 made their debut. However, 
during the same period about 15 went 
off the air, all but one of them uhf 
stations.-. 



Q. Are some broadcast periods 
more difficult to clear than others? 

A. YeSi The clamoring for advertis- 
ers to get into network has, among 
other things, opened up the 10:30- 
1 1 :00 p.m. period at night, which is 
station option time. CBS got an early 
foothold in these periods during the 
week and does not have too much trou- 
ble in clearing time for its clients, al- 
though during two nights of the week 
lineups total less than 35 stations. 
NBC, a latecomer in late evening pro- 
graming, is now in the process of lin- 
ing up stations for that period Monday- 
through Friday, While the network 
is confident it can corral satisfactory 
lineups, it is no secret it is having one 
helluva time. Among the clients af- 
fected are Lever Bros., whose one- 
hour Lux Video Theatre on Thursday 
runs into station option time. The 
?how is new to NBC. having been on 
CBS previously. Also brought over to 
-NBC from CBS and also scheduled for 
the 10:30-11:00 period is Lever's Big 
Town on Wednesday night. 

This points up the difficulty of clear- 
ing stations following programing 
changes. One of the reasons tv net- 
work clients go through the summer 
is to make sure they can hold on to 
their lineups. The problem is especial- 
ly critical with a program that is not 
among the top-rated shows. If a client 
has Lucille Ball on his side he doesn't 
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haw to worry too much about {jetting 
Iris lineup hark after a hiatus I Philip 

1 Mm rip, however, keeps ;i replacement 
for Lucy all summer ) . 

Also affected In the clearance prob- 
lem on NBC during the 10:30-11:00 

i p.m. slot are Chry.-ler, which has 
bought Tuesday night, and Mutual of 
Omaha, which has bought Friday 
night. XBC's programing plans on 
Monday after 10:30 depend on the 
-tation clearance situation. 

There are two reasons win stations 
are reluctant to cany network pro- 
graming during the 10:30-11:00 p.m. 
period. One is that they prefer selling 
the time locally and keeping all the 
money rather than having the network 
.sell it to a network advertiser and 
give them only part. The other reason, 
which reinforces the first, is that the 
time period is the last half-hour of 
Class 'A" time. It is one of the few- 
Class '"A" periods in which the station 
can keep all the revenue. 

Despite this reluctance, advertisers 
can often clear good-sized networks 
after 10:30. CBS has cleared nearly 

I 100 stations on Thursday night for 

i Carter's and Toni's Place the Face. 
NBC has cleared nearly 100 stations 
for Your Hit Parade on Saturday- 
night. These lineups, of course, are 

j not all live. The situation is further 

j complicated by the fact that a 10:30 
p.m. show, which goes on in station 
option time in New York, goes on in 
network option time in the Midwest 
where the time /one is one hour be- 
hind Eastern time. 

The post-11 :00 p.m. period has been 
inhabited, so far as networks are con- 
cerned, only by the Longines Chrono- 
scope, which has been clearing about 
50 stations. However, there is a good 
possibility that NBC will put its show 
Tonight on the air before the end of 
the year. It will probably start at 
11 :30. NBC does not anticipate much 
trouble clearing the time because, for 

i the Eastern time zone, to start with, 

the time is Class "C" and the question 
i r . ... 
ol station remuneration is not as seri- 
ous as for the 10:30-11:00 period. 

I Costs 

I — 

Q. Will network tv costs be high- 
, er this fall? 

A. Talking about black-and-white 



only- the color co*l situation will be 
covered IjiLlt j — I In': .jnsuer is yes, Pro- 
gram cufIs will be up, though liuL f-uh- 
stanlialh. ll must be remembered. 
howi:vei. th=tl willi eater ;indicnc<-s 
the program cost per home will nol 
change and may even go down, The 
average uiglilliinf network show in 
May, arcij.j'ijfrrg In \icWu. reached 
aboiil j million more home.' than M;iy 
in l'J"3. Time cost* arc naturally up 
with more hoine.* In'ing emprnl In h 
statin ns. There lias been little change 
in the required network 1hi\h hill ad- 
\ertiser a have been ^paneling iheir 
optional lineups. In addition to reach- 
ing more homes by adding staLnm*- 
advertisers spread their prog i am coL& 
over a larger audience. 

When it comes to a participation 
show, the advertiser has im control 
over the time costs but this is rtO Minrce 
of complaint. If the advertiser syes 
the lineup doesn't tie in with ln> sales 
pattern, he simply doesn't buy the par- 
ticipation. Actually, the problem is 
usually one of getting as many sta- 
tions as possible, not one of dropping 
stations. 



Q. Will rising costs be a serious 
problem this fall? 

A. Despite all complaints ahout the 
cost of television, the evidence appears 
to be that sponsors are prepared to la\ 
gobs of rnonev on the line to come 
out in front in the tv network and sales 
sweepstakes. The XBC color spectac- 
ulars are a case in point. Even if they 
were not color, the spectaculars would 
be expensive. 

To a certain degree, the network tv 
ad\ertiser is caught in a cost whirl* 
pool not of his own making. By that 
we mean network competition. NBC 
and CBS. and to a lesser extent. ABC. 
have apparently come to the conclu- 
sion that program dominance, whether 
in the over-all picture or in specific 
time slots, means inevitably spending 
lots of money. If anyone has am; ideas 
about how to get ratings of 50 and 
above with low-cost shows, the adver- 
tising world is sure to beat a path to 
his door. 



Q. How can the advertiser with 
a small budget get into network 
tv? 

A. There are still low-cost shows on 
[ Plca.se turn to page 142 1 
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'2,600 TWA Trip Around The World 




It COVERS 

Mt. Washington's more-than-a- 
mile liigh TV station covers most 
of the three states of Maine, New 
Hampshire, and Vermont like a 
coat of paint. On the airin August. 



CBS-ABC 




Mt. Washington TV Inc. 
WMTW 

Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc 



IT UNCOVERS 

Reaches virtually all the families 
local TV stations do and thou- 
sands of families they cannot 
reach. Yet average time costs run 
54% less than the combined cost 
of the three TV stations giving 
next best coverage. 



Channel 8 



12 JULY 1954 



125 



WHICH WAY IN? 




How to make the most memorable impression 
on the human mind is the subject of a now 
classic debate among the advocates of mass 
advertising media* 

It started with the advent of radio and the 
fhesis that the living voice best moved men 
w action because it sould tell your story with 
human persuasiveness, give it the precise 
emphasis your message required, and make 
every line a headline. 

The partisans |tf the printed page have cited 
arguments as old as Confucius and held that 
in addition to the authority of the printed 
word, the use of pictures could arrest, clarify, 
evoke a mood and a desire to buy that the 
spoken word alone could never achieve. 

Since the appearance of television, the debate 
seems somewhat academic. We'd like to 
participate in it, but nobody wants to listen. 
For we've never found anyone who doubted 
television's impact . . . even before it began s 

It was obvious at once that television makes 
the strongest impression. But it was not so 
certain to make it with comparable economy. 

Yet television already wins larger audiences 
than any other mass medium. And it already 
reaches more people per dollar than printed 
media. To deliver the same total circulation 
today, television costs half as much as a 
group of magazines and a quarter as much 
as a group of newspapers. 

And in all television, the network with the 
lowest cost per thousand is CBS Television 
— 20% lower than the second network. 

Advertisers, convinced that the eye and ear 
work best together , seem to have settled the 
debate with some finality. In the first four 
months of 1954, they made a greater investment 
in the facilities of CBS Television than in any 
broadcasting network or national magazine. 



i low 

North Carolina's Most Powerful Station 

WNAO-TV 

RALEIGH, NORTH CAROLINA 

operating on 

182,000 WATTS 

affiliated and interconnected with 

CBS * NBC • ABC • DuMont 

and 

WNAO AM* b FM 

*850 KC — 5,000 WATTS — 10,000 WATTS 

Represented Nationally by 
AVERY-KNODEL, INC 



Sir Walter Television Company 
Licensee WNAO-AM-FM-TV 




■ 





* 




THE SURVEY WITH 
THE FRINGE 
INCLUDED 




I 



Herewith is the second Area Survey made 
by Pulse, Inc. for WHDH. Conducted just 
12 months after the first survey, it verifies 
the dominant position WHDH holds in the 
New England market and brings to 16,400 
the number of personal interviews made 
during the months o-f January 1953 and 
1954. 

Substantial sampling is a basic require- 
ment of sound research. Too much of to- 
day's information on radio and tv is de- 
rived from an inadequate base, and upon 
these questionable data, decisions are made 
disposing of millions of dollars in adver 
tising revenue. 

WHDH believes the industry should take 
stock of the careless manner in. which its 
great force for reaching people is being 
reported. While the over-all audience in- 
creases, research companies confine their 
principal effort to an area that fails to 
reflect this expansion — listeners in the 
home=; and with the advent of multiple-set 
listening beyond the living room, there are 
few r organizations who can accurately re- 
port the txue dimensions of this audience. 
No other medium is so penalized. News- 
papers and magazines sell their total cir- 
culation. Radio seldom gets credit for 
more than a fraction of its true worth. 
Why not measure the total audience at all 
times? 

We do not contend that the following 
measures the total listening in the area 
covered — but yve feel it is a step in the 
.right direction*, All facts- and figures are 
derived from listening both in and out of 
the home. It is our opinion that presently 
Pulse, Inc. is the only organization whose 
methods of research accommodate this type 
of reporting — and we have earnestly so- 
licited their consideration of extending the 
method to their regular reporting in all 
cities-. 

Valued opinions have estimated that in the 
near future up to 50% of radio's listening 
will be done outside the home. Since these 
are the same people who a few years ago 
were listening in the living room, we ought 
to vote them back into the club. After all, 
they're still being motivated by tadfo's 
great advertising force. 



Tilt' iiiiswcr.s to certain major questions were discovered in the first survey of the 25-county 
WHDH coverage area made in January 1953. It was the first true, total area survey ever made 
and included both at-home and out-of-home ratings. The survey showed that the listening habits 
of people in the 20-counties outside the city area differed from those of the 5-county city area. It 
showed thai listeners-per-hundred sets differed in the two areas; that WHDH's city ratings 
were projcctahle to the total area whereas those of network affiliates were not projectable. 
This report for January 1954 has verified those 1953 conclusion*. 

In addition to this verification, certain other information has been derived which should be of 
interest to anyone concerned with the medium of AM radio. Among these are: 



— — * 



1. Difference in audience composition between at-home and out-of-home listening. 

2. How audience composition varies when the total audience is counted. 

3. Facts about the cumulative unduplicated weekly audience of WHDH and local 
programs of network affiliates. 

4. The continually-growing importance of out-of-home listening. 



COUNTY 

MAINE 

Cumberland 

Knox 

Lincoln 

Sagadahoc 

York 

MASSACHUSETTS 

Barnstable 

Bristol 

Dukes 
" Essex 
•Middlesex 

Nantucket 

• Norfolk 

* Plymouth 
"Suffolk 

Worcester 

NEW HAMPSHIRE 

Belknap 

Hillsboro 

Merrimack 

Rockingham 

Strafford 

RHODE ISLAND 

Bristol 

Kent 

New po'rt 

Providence 

Washington 

TOTAL 



. OF INTERVIEWS 
& POPULATION 



,3 



2 



too 



The list of counties to the left are those in the 
WHDH coverage area. Those which are asterisked 
are in the Boston City area which is part of the 
total area. The total area encloses 1,440.080 radio 
homes. 

This total 25-county area is the most important 
area of the four New England states of Maine, New 
Hampshire. Massachusetts and Rhode Island. It 
represents 71 '< of the population of the four states, 
according to the 1950 U. S. Census. It represents 
81 % of the retail sales of those four states, ac- 
cording to Standard Rate and Data Consumer 
Markets. 1954. (This represents an increase over 
the figure of 73 r f in last year's report.) The 
people in this area, according to Consumer Mar- 
kets, bought six and a third billion dollars worth 
of retail goods in 1953. (An increase of 1 billion 
dollars over the figure of five and a third billion 
dollars in last year's report.) 

Therefore we believe that the following compari- 
sons between radio stations in this area is of im- 
portance to all buvers of radio time. 




This second report of the 25-countv area again shows that the city 
ratings of W 11DI1 are indicative of its area ratings, and that the 
eitv ratings of network affiliates are not protectable to the total 
area* Again the uudiiplicated programming of MIIDII provides it with 
a dominant position, while the encroachment of other network affili- 
ate* reduces the effectiveness of the Boston stations in the total area. 

In this survcv, listening was reported to . > 1 radio stations. 21 of these 
are independent stations arid 27 arc network affiliates. Following is 



Boston — to 



listening was 



Rating 



Massachusetts 
WORC-W oreester 
Vv SAR Fall River 

Rhode Island 
Vv PJB-Provide.ice 

NBC 

Vv CSIl-Portland, Me. 
Vv JAR-Providence, R. I. 



CBS 

Woine 
Vi GAIN- Portland 

Yew Hampshire 
WFKA- Manchester 
W KXl.-Con. ord 

Massachusetts 
\\ TAC-W oreester 

Rhode Island 
\S PRO-Providence 



\ WKEE- 



W IDE-Biddeford 
\* POR-Portland 

Apir Hampshire 

W HFB-Portsnlouth 

Massachusetts 

WAAB-W oreester 

WAl.E-Fall River 

WLLII-I.owcll 

« ABH-Ncw Bedford 

WOCH-VS est 1 arinouth 

Rhode Island 

V* EAIV-Providcnce 

Vv \* ON-WoonsOckct 




WHDH VS 4 NETWORK STATIONS 
PULSE OF AREA-MONDAY THRU SATURDAY 
6:00 AM-12.00 Midnight • Jan. 1954 
liy Quarter Hour Total Rating* 



NETWORK STATIONS 



WHDH VS. WBZ 




AM 6 8 lO 12 2 4 6 8 10 12 PM 



WHDH VS. WEEI 




AM 6 8 10 12 2 4 




WHDH %S % WNAC 




8 lO 12 2 



6 8 lO 12 pm 



WHDH VS. WVDA 





- 7 



AM 6 8 lO 12 2 4 



lO 12 PM 





WHOM 


WBZ 


WEEI 


WNAC 


WVDA 


6:00 AM 


.9 


.4 


.6 


.3 


.1 


6:15 


1.0 


.5 


1.0 


.4 


.2 


6:30 


1.1 


.8 


.9 


.8 


.3 


6:45 


1.9 


1.0 


1.7 


.9 


.5 


7.00 


3.4 


1.6 


3.1 


1.2 


.7 


7:15 


3.8 


2.0 


3.3 


1.4 


.7 


7:30 


4.8 


3.1 


4.1 


1.4 


.7 


7:45 


4.8 


3.0 


3.9 


1.7 


1.2 


8:00 


4.7 


3.0 


4.7 


2.7 


1.1 


8:15 


45 


2.4 


3.7 


2.4 


1.0 


8:30 


4.9 


2.4 


3.7 


2.2 


.9 


8:45 


5.1 


2.4 


3.9 


1.7 


.9 


9:00 


4.8 


2.0 


4.2 


3.2 


2.9 


9:15 


5.2 


1.8 


4.1 


2.7 


2.9 


9:30 


4.8 


1.4 


3.7 


3.0 


2.9 


9:45 


50 


1.5 


3.6 


2.9 


3.0 


10:00 


5.3 


2.1 


5.8 


2.3 


2.3 


10:15 


5.4 


2.1 


6.0 


1.7 


2.2 


10:30 


54 


3.0 


5.3 


1.7 


2.3 


10:45 


5.5 


2.6 


5.5 


1.4 


2.3 


11 :00 


5.3 


2.7 


56 


:.s 


1.5 


11:15 


5.1 


2.4 


5.9 


1.5 


1.6 


11:30 


5.6 


1.8 


5.9 


2.0 


1.6 


11 :45 


5.2 


1.8 


6.1 


2.0 


1.7 


12:00 


4.6 


2.0 


5.9 


1.7 


1.0 


l 7 *1 s 


4 <; 

• • 3 


1 6 


6 1 


1 .6 


1 .2 


1 2*30 


3 ft 

3.0 


1 7 
. X 


c 7 


1.6 


1 .3 


1 7 -4C 
1 X .1) 


a 7 

3. X 


1 a 
1.3 


o.u 


7 7 
x.x 


1.1 


1 :00 PM 


3.2 


1 .4 


c 7 
3.x 


2.8 


1.1 


i *1 c 

1.13 


2 9 


1 4 


c c 

3-3 


7 a 

X.3 


1 .1 


1 '30 


5 4 
3.n 


1 c 

1 .3 


3.y 


1.9 


1 .2 


1 


3 4 


1 .6 


c 7 

3. / 


2.0 


1 .2 


2:00 


5 c 

j . j 


1 .6 


c 7 
3- X 


1 .6 


1.0 


x • i j 


3.9 


1 c 

• . j 


<; 7 

3 - X 


1 c 

■ • 3 


1 .0 


2:30 


4.3 


1 c 

■ • 3 


4.6 


1 . 1 


9 


2 -4^ 


4 3 


1 .7 


4 0 


1 0 


1.1 


3 :00 


4.3 


7 <; 


3.2 


1 3 


.g 






2 9 


a. "i 

3 .3 


1 i 


D 

•0 


3 :30 


sj.8 


3 3 




l a 

1 .3 


1 n 


3 -4^ 


4.9 


3.6 


3.0 


1 .4 


1.1 


4 :00 


4.7 


3.7 


2.6 


j 3 


1.1 


4 -1 ? 


^ *: 


a 7 
3. / 


2.7 


1 .4 


1.1 


4 '30 


c a 
3 


a 7 

3 . / 


a l 
3. 1 


1.6 


1 3 


4 -4*i 


6.4 


3.9 


3.3 


1 .6 


1.2 


5 :00 


6.1 


4.0 


7 * 
X. 3 




1.2 


j • i j 


T 9 


3.7 


2.4 


1.8 


1 .3 


5:30 


6.3 


3.5 


3.3 


1.7 


1 .2 


^ -4^ 


6.2 


3.3 


3.1 


1.7 


1.0 


6:00 


6.0 


2.8 


3.7 


2.8 


1.4 


6K 


6.1 


2.9 


a c 

3 • 3 


2.3 


1.4 


6 :30 




2.9 


3.3 


30 


1 .6 


6 :45 




3.7 


4.6 


2.7 


1.3 


7 :00 


4.3 


1.8 


3.2 


2.6 


1.4 


7 -1 ^ 

'■13 


4 7 


l A 


3 .0 


7 c 
x.3 


1 a 
1 .3 




4 a, 
■ .3 


a c 
X. > 


•1 4 
3 . 7 


X 


1 7 

1 • 1 


7 *45 
/ .^3 


4 1 


3 c 
X .5 




7 n 


1 7 
1 . / 


ft -no 


a 7 

3 . / 


7 c 
X. 3 


4 7 
7. i 


7 £ 
x.o 


1 £ 
1 -O 


ft -1 C 


3- / 


7 7 


4 7 
7. / 


7 £ 
X.O 


1 c 
1.3 


ft -30 


a 7 
3 . / 


3-D 


4 A 
7 o 


7 ft 

X-O 


1 c 
1 .3 


D >ic 
o 


a A 

3 -O 


a 3 

3.3 


4 a 
7.3 


a t\ 

3 .U 


1 a 
1 ■ 3 


O -Art 


a a 

3.7 


a £ 
3.o 


4 a 

7.3 


7 £ 
X 0 


1 7 

1* / 




3.7 


3.7 


4 <: 

3 


2.i! 


1 .6 


9 .30 


3 ;7 


3 5 


4.4 


2.1 


1.5 


9:45 


3.9 


3.5 


4 4 


2 0 


1.5 


10.00 


3.9 


3.3 


3.4 


2.5 


1.7 


10.15 


3,6 


2.3 


3.1 


2.3 


1.7 


10:30 


3.7 


1.8 


2.6 


2.1 


1.4 


10:45 


3.4 


15 


2.4 


1.7 


1.2 


11:00 


3.4 


1.5 


2.5 


2.0 


1.0 


11:15 


2.9 


1.2 


2.1 


1.1 


.9 


11:30 


2.7 


.9 


i.6 


1.0 


.6 


11:45 


2.3 


.7 


1.! 


.» 


.5 



In this second area report, I lie dominant station- 
continue to maintain their relative positions. 
Here is the comparison of average quarter-hour 
ratings, 6 a.m. midnight,, Monday through Sat- 
urday 1953 vs. 195 k, 



Station 
WEEI 

\uimr 

WNAC 
WYI1.V 



(W LAW) 



1 953 
2.5.1 
3.99 
1.2.1 
1.60 
1.57 



195 t 

2.32 
3.91 
1.30 
1.90 
1.29 



Tile physical properties of two stations wore 
altered between survey periods — WNAC acquired 
WLAW's frequency and power (with W LAW 
call letters leaving the air) — and WVDA ac- 
nuired the programming of WLAW (ABC) and 
WNAC's former frequency. The improved cov- 
erage of WNAC is reflected i,n lhe above com- 
parisons. 



WHDh VS -4 NETWORK STATIONS 

PULSE OF AREA-SUNDAY 
7:00 i.M 12:00 Mithii{-hl ■ Jan. l<)r>1 
l{\ Quarter Hour Total Rttiittji* 

WHDH NETWORK STATIONS 




- 10 

9 
8 
7 

- 6 

- 5 

- 4 

- 3 

- 2 

- 1 



AM 6 8 IO 12 2 4 



-L 



8 IO 12 PM 



TIME 


WHDH 


Vv sz 


W EEI 


WNAC 


W V O A 


7 :00 AM 




3 








7.15 




3 








7 :30 


3 


8 


5 






7 :45 


5 


1.1 


5 






8.00 


1.0 


.8 


1 ,3 


8 


3 


8:15 


1.5 


8 


1.0 


8 


3 


8:30 


2.1 


5 


1.1 


8 


3 


8:45 


2.5 


5 


1 .0 


11 


3 


9:00 


3.6 


2,5 


.8 


.5 


5 


9:15 


3.8 


1.8 


2.5 


5 


3 


9:30 


4 1 


.8 


2.1 


8 


3 


9:45 


4 8 


1.0 


1 .3 


5 


8 


10:00 


5 3 


1.0 


1.3 


5 




10.15 


5.0 


.8 


1.0 


5 




1 0 .30 


5.3 


1.1 


1 .0 


5 


5 


10:45 


5 3 


1.1 


8 


3 


.3 


1 1 :00 


55 


,6 


1.8 


5 




11:15 


5.6 


3 


1.8 


3 




1 1 :30 


56 


5 


1.8 


3 




1 1 :45 


5.3 


5 


i 6 


5 




1 2 :00 


4 3 


18 


1.8 


8 


1 1 


12:15 


4.5 


1.3 


1.8 


8 


1.3 


12.30 


4 8 


8 


2.0 


1.1 


1.1 


12:45 


4 8 


.8 


1.3 


5 


0 


1 :00 PM 


4.6 


1.1 


1.0 


1.5 


5 


1 :15 


4 3 


1.1 


1.3 


1 3 


8 


1 .30 


4.0 


1.3 


1.3 


1.3 


1.1 


1 :45 


3.8 


1.3 


1.3 


.8 


. 3 


2 00 


4 0 


5 


1.6 


1.3 


8 


2:15 


3.8 


8 


1.8 


1.3 


5 


2:30 


4.3 


1.3 


1 8 


1.3 


5 


2:45 


4.0 


1.8 


2.5 


10 


5 


3:00 


3.3 


1.0 


2 5 


1.3 


.3 


3.15 


3 0 


1.3 


2.3 


1.3 


.3 


3.30 


2 8 


1.0 


2 5 


1 6 


3 


3.45 


2 3 


1.0 


2 5 


1 8 


5 


4:00 


3.3 


1.8 


2.0 


2.8 


5 


4:15 


4.0 


1.8 


2.3 


3.0 


5 


4:30 


4.6 


1.8 


2.1 


3.8 


.3 


4:45 


5-1 


2.3 


2.1 


3.8 


.3 


5:00 


4 8 


2.3 


3 0 


4 3 


5 


5:15 


4.3 


1-8 


3.3 


4.6 


5 


5:30 


5 0 


1.8 


3.3 


4.5 


:.0 


5:45 


4.8 


1.3 


3.5 


4.6 


0 


6:00 


4.8 


2.3 


3.5 


4 5 


1.0 


6:15 


4.5 


2 6 


4 3 


4.6 


i :> 


630 


4.1 


2.3 


4 6 


4.0 


1 3 


6:45 


3 8 


1.8 


4:6 


3.8 


1 1 


7:00 


1.8 


1 5 


7 8 


1,8 


1.3 


7:15 


1.3 


1.5 


8 8 


2.1 


1.3 


7:30 


.8 


2.3 


8.0 


13 


1.1 


7:45 


.5 


2.6 


7.8 


1.0 


1.3 


8:00 


5 


3.8 


7.8 


1.6 


0 


8:15 


5 


3.8 


7.5 


1.8 


1.0 


830 


.5 


3.8 


7.1 


2.3 


1.0 


8:45 


.8 


4.1 


6 0 


2.3 


.8 

2 6 


9:00 


1.3 


3.8 


5 3 


1.8 


9:15 


1.6 


3.5 


5 5 


2.0 


2 0 


9:30 


2 3 


3.5 


6.5 


2.3 


1.6 


9.45 


3 1 


3.1 


7.0 


2.1 


1.3 


10:00 


3 8 


1.3 


3 5 


1.0 


1.8 


10:15 


3 6 


1.0 


2 8 


1.3 


1 6 


10:30 


2 8 


1.0 


2 3 


1.0 


1 0 


10.45 


2 3 


.8 


2.0 


1.0 


.5 


1 1 :00 


2.3 


1.6 


2.6 


1 3 


5 


11:15 


1.8 


13 


1.8 


.8 


.3 


11 :30 


1.3 


1.3 


1.3 


5 


.5 


11 :45 


1.0 


.8 


1.0 


,5 


.3 



WHDH VS. WEE! 





- IO 

- 9 

- 8 

- 7 

- 6 

- 5 



AM 6 8 io 12 2 4 



8 IO 12 PM 



WHDH VS. WNAC 




- IO 

- 9 

- 8 

- 7 

- 6 

- 5 

-i- 4 

- 3 
I- 2 



AM 6 8 IO 12 2 4 6 8 IO 12 PM 




HOW AUDIENCE COMPOSITION VARIES WHEN THE TOTAL AUDIENCE IS COUNTED 

In order to analyze the audience composition fully, total audience composition and the tbtal audieitce 

Pulsf: broke the survey down into 3 parts . . . at-home, composition of all other stations. First, here is the 

out-of-home. and total audience. The total audience three-way breakdown of all stations at-home, out-of- 

was broken down further into two parts, the WHDH home, and total audience. 



AUDIENCE COMPOSITION 

TOTAL AREA 

Comparison Between At-Home, Out-Of-Uome and Total Audience Composition 

6:00 AM-12:O0 MIDNIGHT • MONDAY THROUGH FRIDAY 




AT-HOME 



OUT-OF-HOME 



MEN 


WOM 


TEE 


73 


86 


9 


71 


86 


16 


45 


93 


11 


34 


92 


9 


24 


96 


7 


22 


95 


7 


28 


93 


11 


25 


91 


6 


24 


93 


12 


27 


91 


10 


34 


90 


15 


39 


84 


16 


74 


89 


14 


78 


84 


12 


77 


86 


12 


,80 


85 


11 


81 


86 


10 


79 


74 


5 



MEN 







TOTAL AUDIENCE 




TOT 


MEN 


WOM 


TEEN 


CHILD 


TOT 


129 


76.5 


77.5 


7.5 


3.5 


165.0 


150 


75.0 


78.5 


15.5 


8 0 


177,0 


152 


53.0 


83.0 


10.5 


12.5 


159.0 


134 


42.0 


83.5 


8.5 


9.0 


143.0 


135 


31.0 


88.5 


6.5 


10.0 


136.0 


138 


27.5 


91.0 


7,0 


9.5 


135.0 


139 


38.5 


86.0 


10.0 


15.0 


149.5 


131 


31.5 


85.0 


5.5 


13.0 


135.0 


134 


31.5 


85.0 


1 1.0 


12.0 


139.5 


132 


34.5 


82.0 


9.5 


13.0 


139.0 


137 


43.5 


80.0 


13.5 


10.5 


147.5 


151 


51.0 


74.0 


15.0 


13.5 


153.5 


142 


78.5 


78.5 


14.0 


14.0 


185.0 


155 


79.0 


77.5 


11.5 


10.5 


178.5 


157 


77.0 


81.0 


12.0 


8.5 


178.5 


157 


80.0 


79.5 


11.0 


5.5 


176.0 


146 


81.5 


79.5 


9.5 


4.5 


175.0 


134 


80.0 


68.0 


5.0 


0.5 


153.5 



It mus"t be remembered that altough the total audi- 
ence composition is numerically less than that of the 
at-home audience composition, the greater number of 
homes usin-g radio — 20% — increases the tptal number 
of listeners. 

Here is how the out-of-home audience fends to bal- 
ance the at-home audience. In the period 6-7 AM. 
Monday through Friday, the audience composition is 
as follows in all three categories: 

LISTENERS PER 100 MEN WOMEN TEEN. CHILDREN TOTAL 
SETS 

At-Home 73 86 9 5 173 

Out-of-Home 91 33 S 129 

Total Audience 76 77 8" 4 165 

The period from 7-8 AM is about the same. After 
eight in the morning the male at-home audience de- 
creases considerably. However, the male out-of-home 
listening is fairly high. This out-of-home listening 
increases the number of men by 20% in the total 
audience composition. The fewer number of women 
listening out-of-home decreases the number of women 
listeners per hundred sets in total audience composi- 
tion. 



For example, here is Che audience composition from 
10-11 AM. It will be noted that the out-of-home listen- 
ing is responsible for a 29% increase in men, and an 
°* 1 /3% decrease in women listeners per hundred sets 
in the total audience. 

LISTENERS PER 100 MEN WOMEN TEEN CHILDREN TOTAL 
SETS 

At.Honw 24 96 7 11 138 

Out-of-Home 74 48 4 9 13S 

Total Audience 31 38 7 1H 136 

At six o'clock at night the audience composition again 
tends to balance out rn total audience, due to the 
out-of-home listeners. After 6 PM the number of men 
listeners is dominant with the highest male audience 
from 10-12 midnight, The 6-7 PM audience compo' 
sition is as follows,: 

LISTENERS PER- 100 MEN WOMEN TEEN CHILDREN TOTAL 
SETS 

Al-llome 74 89 14, 3* 193 

Out-of.Homt , 91 34 11 6 142 

Total Audience 78.3 78.5 1,4- 14 183 

From this information, the influence of the out-of- 
home listening on the total audience composition can 
be easily &een. 



AUDIENCE COMPOSITION 

WHDH VS. ALL OTHER STATIONS 



MONDAY-FKIDAY 

'*> Vj hour period* 

Sunther of perinnt per 1(H) hornet 
littrninp 

TOTAL AUDIENCE 



•fl 


■ hiime 


an d 


uut-uf-h 


tone 








\\ mill 






TIME 


MEN 


WO".' 


TEEN 


C H 1 1 V 


I \J i 


6 .00 AM 


74 


74 


5 




153 


6:30 


79 


90 


7 


3 


179 


7.00 


79 


77 


19 


6 


181 


7:30 


80 


83 


19 


5 


187 


8:00 


61 


81 


17 


10 


169 


8.30 


59 


84 


12 


10 


3 55 


9.00 


49 


80 


10 


8 


147 


9:30 


39 


90 


6 


6 


141 


10:00 


36 


91 


7 


9 


143 


10:30 


35 


90 


9 


9 


143 


11 :00 


34 


93 


9 


9 


145 


1 1 .30 


32 


92 


9 


9 


142 


12 NOON 


35 


88 


10 


10 


143 


12:30 PM 


40 


86 


6 


8 


140 


1 .00 


34 


S3 


5 


9 


137 


1 :30 


33 


85 


8 


1 1 


137 


2.00 


32 


91 


14 


9 


146 


2:30 


35 


86 


14 


9 


144 


3:00 


35 


87 


13 


8 


143 


3:30 


40 


86 


14 


0 


150 


•1:00 


48 


80 


17 


8 


153 


4:30 


54 


82 


14 


7 


157 


5:00 


59 


80 


15 


9 


163 


5:30 


59 


81 


18 


10 


168 


6.00 


81 


77 


16 


13 


187 


6.30 


82 


82 


17 


12 


193 


7:00 


83 


75 


18 


9 


185 


7:30 


81 


80 


13 


8 


82 


8:00 


80 


84 


1 1 


7 


82 


8:30 


82 


84 


1 1 


7 


184 


9:00 


83 


83 


14 


4 


184 


9:30 


83 


82 


12 


3 


180 


10:00 


85 


80 


9 


3 


177 


10:30 


85 


82 


9 


2 


178 


11:00 


83 


67 


7 




157 


11:30 


83 


69 


5 




■ 5) 



\LI OTIIF.K si STIONs 



TIME 


MtN 


WOM 


TEEN 


CHILD 


TOT 


6 .00 AM 


81 


73 


4 


2 


160 


6:30 


72 


81 


1 1 


6 


170 


7.00 


74 


76 


14 


8 


172 


7.30 


73 


79 


15 


9 


176 


8.00 


56 


82 


1 1 


14 


163 


8:30 


49 


87 


8 


13 


157 


9:00 


44 


81 


9 


9 


143 


9:30 


40 


85 


9 


10 


144 
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31 


89 


7 


0 


137 


10.30 


30 


88 


6 


11 


135 


11 :00 


26 


91 


7 


9 


133 
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28 


39 


7 


10 


134 


12 NOON 


36 


82 


12 


17 


147 


12 30 PM 


42 


90 


10 


15 


157 


1 :00 


32 


85 
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14 


136 


1 .30 


30 


85 


6 


14 
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30 
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11 


12 
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2.30 


32 


84 


11 


13 
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3.00 


34 


82 


8 


13 
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81 


10 


15 
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82 
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11 
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4.30 


44 


77 
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12 
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73 


15 


14 
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51 


71 


15 


16 
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6:00 


74 


79 


13 


14 
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83 


78 


13 


14 
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78 
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78 
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76 
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14 
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80 
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81 


12 


7 
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81 
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10 


5 
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79 


8 


10 


5 


174 


10 30 


83 


78 


9 


4 


174 


11 :00 


78 


71 


6 


1 


156 


11 .30 


81 


ft* 


4 




151 



SATURDAY 

by l /± h our period t 
~\umt}er oj pvrtont per 100 httmet 

TOTAL AUDIENCE 

tl'hutme and out -i» / •home 
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56 






145 
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8 
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11 
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79 


13 
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179 
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73 


76 


15 


6 
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13 


5 


170 
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61 


83 


10 


12 
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9:30 


57 


87 


13 


9 
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10:00 


48 


82 


17 


13 


160 


10.30 


44 


81 


18 


10 
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45 


82 


21 


8 
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11 :30 


45 


81 


19 


8 
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52 
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10 


166 


12 :30 PM 
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12 


12 
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17 


9 
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52 
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16 


6 
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70 


87 


17 
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77 


83 


19 




183 


3:00 


80 


85 


18 




188 


3.30 


83 


85 


15 
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78 


11 
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4:30 


74 


76 


15 




172 


5 00 


7S 


75 


15 




171 


5:30 


75 


75 


16 




171 


6:00 


77 


83 


13 




179 


6.30 


73 


87 


13 




180 


7:00 


81 


90 


7 




185 


7:30 


78 


88 


10 




183 


8:00 


76 


87 


16 




184 


8:30 


81 


64 


19 
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9:00 


75 


89 


11 




179 


9:30 


88 


74 


9 




174 


10:00 


92 


79 


8 




182 


10:30 


92 


75 


8 
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89 


75 
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171 
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91 


64 
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160 
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160 
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81 


16 
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78 
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15 
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SUNDAY 
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7 .00 AM 


90 


70 






160 


7:30 


61 


74 


4 


4 


143 


8:00 


75 


66 


5 




146 


8.30 


66 


81 


5 


3 


155 


9:00 


78 


68 


10 


21 


177 


9:30 


68 


73 


7 


18 


166 


10:00 


76 


33 


10 


9 


165 


10:30 


87 


83 


8 


n 


191 


11 :00 


70 


79 


6 


10 


165 


11 :30 


73 


79 


8 


17 


177 


12 NOON 


70 


76 


9 


13 


168 


12:30 PM 


70 


79 


8 


10 


167 


1 :00 


67 


78 


10 


9 


164 


1 .30 


65 


82 


11 


9 


168 


2 00 


71 


69 


17 


H 


165 


2 30 


76 


72 


13 


8 


169 


3:00 


76 


81 


14 


11 


182 


3.30 


81 


77 


15 


10 


183 


4:00 


69 


84 


11 


12 


176 


4:30 


76 


74 


10 


12 


172 


5:00 


74 


78 


11 


9 


172 


5 30 


82 


80 


10 


1 1 


183 


6.00 


75 


80 


15 


10 


180 


6.30 


73 


81 


12 


10 


176 


7:00 


79 


S3 


12 


iO 


184 


7 30 


78 


88 


12 


6 


184 


8.00 


,3 


86 


8 


4 


171 


8:30 


72 


86 


8 


6 


172 


9 00 


75 


73 


8 


3 


159 


9 30 


75 


67 


7 


1 


150 


10:00 


76 


78 


4 




158 


10.30 


82 


69 


3 




154 


1 1 .00 


79 


73 


2 




154 


1 1 .30 


87 


60 


4 




151 



I 



Cumulative ratings for net.' 
work programs generally have 
been available for some time. 
For the interest of the local 
and spo;t advertiser, similar in* 
formation "now has been de- 
rived with respect to local 
programming. 

Because local programs vary 
so greatly in length (from 15 
minutes to 3= hours daily), 
""cumulative" rating compari- 
sons should, be confined to 
programs within the same time 
category ke., two hour pro- 
grams, with 2 hour programs, 
etc. There appears to be one 
exception to this rule. From 
the figures compiled in this 
survey on locaJ programming, 
there seems to be little dif- 
ference in the turn-over factor 
between 15-niinute program's 
and 30-niinute programs. 



CUMULATIVE WEEKLY AUDIENCE 

WHDH AREA SURVEY 
At-Iionie and Ottt-of-Home 

M O.N HAY TIIHOIOH KHIOAY • JANUARY, 1951 









AVC 








WIIIMI PROGRAM 


TIME 




14 IIR. 


LOW 


high 


WEEKI 


Kay l>«rrj- Shot* 


ft: 00- 9:00 


AM 


3.6 


.9 


5.2 


29.4 


Kcii'<C Hill 


9-.O0- 9:30 


AM 


5.0 


4.8 


5.2 


12.9 


i liristhic K* ins 


9:30-10:00 


AM 


4.8 


4.7 


4.8 


8.8 


<larni> al n f Muslr 


10:00-12:00 


.Noon 


«.v 


i.o 


5.1 


19.9 


Bine Crtishy 


12 :00- 12 :3() 


PM 


1.2 


4.1 


4.3 


1 1.7 


Farm and FhimI 


12:30- 1 :00 


PM 


3.2 


2.9 


3.4 


8.2 


Krn and Caroline 


1 :00. 1 :30 


PM 


2.8 


2.7 


2.9 


7.5 


StunipUs 


1 :30- 2 :<N) 


PM 


3.3 


3.3 


3.3 


8.8 


2 & H Date 


2 :()()- 1 iOO 


PM 


4.2 


3.5 


4.7 


18.7 


Huston Ball run m 


1 :00. ft :(M) 


PM 


5.8 


4.5 


6.5 


27.2 


NVh s and Sports 


ft:00. 6:15 


PM 


3.9 






14.7 


Bin? Onshy 


ft: 13- ft:30 


PM 


6.1 






15.8 


Sp»irt**— t'.nri <»«ih dy 


(i :3(). <■ :45 


PM 


5.9 






14.2 


llnur of Stars 


ft |43- 8:00 


PM 


1.3 


3.9 


5.6 


17.7 


2 & H Matt* 


H :()()-■ () :()() 


PM 


;r.6 


3.5 


3.8 


17.6 


<ruv Lomliardu 


10: 15- 10 :.'tO 


PM 


3.3 






7.1 


< loud Clnh 


lOr.lO-Mi.lnif 


hi 


3.0 


2.4 


3.6 


16. » 


Nch s, TV cat her, ^ (forts 


1 1 :<><>- 1 1:15 


I'M 


3.3 






9.4 








AVG. 








OTHER PROGRAMS 


TIME 




Vt WW. 


LOW 


HIGH 


WEEKI 


Carl dr Siw WBZ 


ft: 30- 9:30 


AM 


2.1 


.8 


3.1 


14.6 


U<*atifo*ll Var. WKK.l 


«:.K»- 9:30 


AM 


4.1 


3.8 


4.3 


12.7 


Mother Partlfr \* EEI 


9:30- 9: 15 


AM 


3.9 






10.9 


Nancy Dixon WK.EI 


9: I5.10.0t) 


AM 


3.8 






10.7 


Ilomi* Forum WltZ 


9:30-10:00 


AM 


1.4 


1 .3 


1.5 


5.9 


>'<•»-, G. Howard W11Z 


ft:00- 6:15 


I'M 


3.0 






8.1 


><■>.*. A. Jarkson WKK.l 


ft :<)(). 6:15 


PM 


1.1 






10.3 


N,-„, « NAG 


ft :<>(>. 6:15 


I'M 


2.9 






6.8 


Sports, 1.™ Egali WI1Z 


ft: 15- ft:30 


PM 


3.0 






6.7 


Sports 1( II ii ntlu |i WN'AG 


6:15- 6:30 


PM 


2.4 






5.9 


Sport~, K. (.n-ick WEE1 


6 :30. ft : 15 


PM 


3.4 






8.2 



THE UNDUPLICATED AUDIENCE OF BLOCK PROGRAMMING 

From the above tabulation it is evident that WHDH's 
block programming reaches a sizable portion oi the 
radio audience, Taking the L440.080 radio homes in 
the WHDH area, and projecting the cumulative undu^ 
plicated weekly ratings of block programs of over one 
hour in length, we find the number of radio home.- 
which listen one or more times a week to WHDH 
programs. 



The accompanying graph shows the comparison be- 
tween the Ray Dorey Show over WHDH from 6:00 to 
9:00 AM and the Carl deSuze show over WBZ from 
6:30 to 9:30 AM. These two programs are both tharee 
hours in length and both are disc jockey programs. 



TIME 

6-9 AM 
10- 12 Noon 
2-4 PM 
4-6 PM 
6:45-8 PM 
8-10 PM 



PROGRAM 

Ray Dorey Show 
Carnival of Music 
2*8 Dale 
Boston Ballroom 
Hour of Slars 
2 & 8 Dale 



GATED 
•WEEKLY 
RATING 

29.4 
19.9 

18.7 
27.2 
17.7 
17.6 
16.9 



NO. RADIO 

HOMES 
PER WEEK 

423,383 
286.575 
269,294 
391,701 
254.894 
253,454 
243,373 



10:30-12 Mid Cloud Club 

From the above figures, it is evident that one WHDH 
program i* heard one or more times a week. Monday 
through Friday, by 423.383 radio homes in the area. 
We believe we could arrive at a much higher number 
of the radio homes that listen to WHDH one or more 
times a week i.f we had designed the survey as a popu- 
larity contests However, such was not our purpose. We 
wished to discover facts about radio listening that 
would be important to the niedium a* a whole as 
weH as to ourselves.. 




L'NDUPLICATED 
WEEKLY 
RATING 




3.6 



RAY DOREY 
WI1DII 
6-9 AM 



AVERAGE V, IIR. RATING 



YiS 



21 



CARL DE SL'ZE 

WBZ 
.6:30-9:30 AM 



THE UiNDJU PLICATED AUDIENCE OF .NEWS 

News and -ports program* of \\ HDH and the network 
affiliate* ure comparable. We have compared the 6 
o'clock news, and the sports programs which are of 
fifteen minutes duration and run either from 6:15 t,« 
6:30 I'M or from between 6:30 and 6^45 P.M. 



st Ann's 

WIID1I 

tt'EEl 

WBZ 

WNAC 



\V. <„ I 
HATING 
5.9 

4.1 
3.0 
2.9 



INnLPLI*- 
t.ATV.U 
» EFKLV 
RATING 

14.7 
J 0.3 
8.1 

6.8 



TOTAL R.0IO 
HOMES. PER 
« f.f.K 
21 1,771 

148,328 
1 16,646 
97,925 



The accompanying bar-graph show*, tlie cwsmparkori 
between news programs un the four static-ms, 

W1IDH (h.as.is) 

WEEI (6:30-15) 

WHZ (6:ir>-.io> 
WINAC (r.,ir>.»()) 

The graph of sports programs would, approximate^ djaj: 

yf the news programs. 



5.9 


14.2 


204,491 


3.4 


8.2 


118,086 


3.0 


6.7 


96,485 


2.4 


5.9 


84,964 




wnnri weki wnz 



\v\ a<; 



We should like to- make a comparison of the "2 & 8 
Date". This is a four-hour program, divided into two 
parts: one part in the afternoon from 2-4 P.M. the 
other part in the evening from 8-10 P.M. The program 
shows up as follows: 



av. % MR. 
RATING 
4.2 

3.6 



L.NDUPLf. 
CATEU 
WEEKLV 
RATING 
18.7 

17.6 



TOTAL Kv\l)IO 
HOMES PER 
WEEK 

269,294 
253,454 



Afternoon 2-4 PM 
Evening 8-10 PM 

It- oan be seen from this that the program reaches al- 
most as many unduplicated listeners in the evening 
hours as it does in the afternoon hours. And in the 
evening time from eight to ten, "2 to 8 Date'' fs faced 
with Ike toughest network and television competition 



in the area, 
comparison : 



Theie follows a graph illustrating 



18.7 


rNl)l'l»LICATKj) 
WEEKLY 

-HATING, 


1 7.6 


4.2 


AVERAGE 

'/, MR. R VTING 


3.6 



AFTERNOON 
2-4 PM 



EVENING 
8-10 PM 



THE CONTINUALLY-GROWING IMPORTANCE OK THE OUT-OF-HOME AUDIENCE 



Back in January 1948, little importance was attached, 
to the out-of-home audience. It was not until the sum- 
mer of 1948 that WHDH did its first out-of-home sur- 
vey. The Pulse of Boston Average J /i Hour Homes 
Using Radio figure in January-February 1948 was 23.0 
for the entire week. The January 1954 WHDH Area 
Survey shows a total average sets in use seven days a 
week to be 23.76. If the out-of-home audience were to 
lie discounted* the Homes Using Radio figure would be 
only 19.47, or 18^ of the total audience would lie di*. 



counted. Or. as is shown on the following table, many 
thousands of listeners would not be counted. The 
tabulation for Sunday through Saturday is broken 
down into three periods — 6 AM-1,2 Noon, 12 Noon-6 
PM, 6 P.M-12 .Midnight. 
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OUT-OF-HOME 
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Total 
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ILtrn- 
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radio 
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1 OO »rljs 


radio 


IB..', 1 


158 


121.81 1 


6 AM- 12 N 


79.273 


159 


3.91 


21 14 


154 


468.725 


12 H-6 PM 


9 l ..12V 


1 4(1 


4.S3 


19.19 


180 


193.099 


6 PM-12 M 


86.25 7 


149 


1 .-02 



RATING POINTS— PROJECTED TO RADIO HOMES 
BASED ON 1,440,080 IN WHDH AREA 
AND COST PER THOUSAND PER SPOT ANNOUNCEMENTS AS INDICATED 
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POINTS 


IIOM FS 






#22 




S-'iO 






1 0 


14,400 


1.04 


1 .38 


1 52 


1 Rfl 

1 .OU 


2.08 


3.12 


3. 47 


1.1 


15,840 


.94 


1 .26 


1.39 


1 .04 


1 .Vo 


7 Q7 


3 1 C 

3.15 


12 


17,280 


.87 


1.15 


1.27 


1 .50 


1 .74 


2 61 


2.89 


1.3 


18,720 


.80 


1.06 


1.17 


1.38 


1.60 


2.40 


2.67 


14 


20,160 


.74 


.99 


1.09 


1.28 


1.48 


2.22 


2.48 


1.5 


21,600 


.69 


.92 


1.01 


1.20 


1.38 


2.07 


2.31 


1.6 


23,040 


.65 


.87 


.95 


1.12 


1.30 


1.95 


2.17 


1.7 


24,480 


.61 


.81 


.89 


1.06 


1.22 


1.83 


2.04 


1.8 


25,920 


.57 


.77 


84 


1.00 


1.14 


1.71 


1.95 


1 0 

i . y 


27 360 


54 


.73 


80 


.95 


1.08 


1.62 


K82 


7 n 


7Q onn 


CI 

• 3Z 


69 


.76 


.90 


1.04 


1.56 


1.73 


2. 1 


30,240 


Ay 


66 


77 


85 


.98 


1.47 


1.65 


2.2 


31 ,680 


.47 


.03 


.69 


.82 


.94 


1.41 


1 .58 


2.3 


33,120 


45 


.60 


.66 


.78 


.90 


1 

i >jj 


1 ou 


2.4 


34,560 


.43 


.58 


.63 


7 

. I J 


.80 


\. Ly 


1 .44 


2.5 


36,000 


.41 


.55 


.60 


.12 


.82 


1 .23 


1.38 


2.6 


37,440 


.40 


.53 


58 


69 


.80 


1 .20 


1.33 


2.7 


38,880 


.38 


.51 


56 


.66 


.76 


1.14 


1.28 


2.8 


40,320 


.37 


.49 


.54 


.64 


.74 


1.11 


1.24 


2.9 


41,760 


.35 


.47 


.52 


.62 


70 


1.07 


1.19 


3.0 


43,200 


.34 


.46 


50 


.60 


.69 


1.04 


1,15 


3.1 


44,640 


.33 


.44 


.49 


.58 


.66 


.99 


1.12 


3.2 


46.08P 


.33 


.43 


17 


.56 


65 


.97 


1 08 


3.3 


47,520 


.31 


42 


.46 


.54 


.62 


.94 


1.05 


3.4 


48,960 


.30 


.42 


.44 


.53 


.61 


.91 


1.02 


3.5 


50,400 


.29 


.39 


.43 


.51 


.58 


.87 


.99 


3.6 


51,840 


28 


.38 


.42 


.50 


.57 


85 


.96 


3.7 


53,280 


.28 


.37 


.41 


48 


.56 


84 


.93 


3.8 


54,720 


.27 


.36 


.40 


.47 


.54 


.81 


.91 


3.9 


56,160 


.26 


.35 


.39 


.46 


.53 


.80 


.89 


4.0 


57,600 


.26 


.34 


.38 


.45 


.52 


.78 


.86 


4.1 


59,040 


25 


.33 


.37 


44 


.50 


.75 


.84 


4.2 


60,480 


.24 


.33 


.36 


43 


.49 


.73 


.82 


4.3 


61,920 


.24 


.32 


.35 


.42 


.48 


72 


80 


4.4 


63,360 


23 


.31 


.34 


.41 


.47 


.70 


.79 


4.5 


64,800 


.23 


50 


.33 


40 


.46 


.69 


11 


4.6 


66,240 


.22 


.30 


.33 


.39 


45 


.67 


.75 


4.7 


67,680 


.22 


.29 


.32 


.38 


44 


.66 


.73 


4.8 


69,120 


.21 


.29 


.31 


.37 


43 


.64 


.72 


4.9 


70,560 


.21 


28 


.31 


.36 


.42 


.63 


.70 


5.0 


72,000 


.20 


27 


.30 


.36 


.41 


.62 


.69 


5.1 


73,440 


.20 


.27 


.29 


.35 


.40 


.61 


.68 


5.2 


74,880 


.20 


.26 


.29 


.34 


.40 


60 


.66 


5.3 


76,320 


.19 


.26 


.28 


.34 


.39 


58 


.65 


5.4 


77,760 


.19 


.25 


.28 


.33 


.38 


57 


.64 


5.5 


79,200 


.18 


.25 


.27 


.32 


.37 


56 


63 


5.6 


80,640 


,18 


24 


.27 


.32 


.37 


55 


.61 


5.7 


82,080 


18 


24 


26 


.31 


.36 


54 


.60 


5 8 


83,520 


.17 


.23 


26 


.31 


.35 


.52 


.59 


5 9 


84,960 


17 


2j 


.25 


.30 


.35 


.52 


.59 


6.0 


86,400 


.17 


.23 


.25 


.30 


.34 


.52 


58 


6.1 


87,840 


.17 


.22 


.25 


.29 


.34 


.51 


.56 


6.2 


89,280 


.16 


.22 


.24 


.29 


.33 


.49 


.56 


6.3 


90,720 


.16 


.22 


.24 


.28 


.32 


.49 


.55 


6.4 


92,160 


.16 


.21 


23 


.28 


.32 


.48 


.54 


6.5 


93,600 


6 


.21 


23 


.27 


.32 


.48 


.53 


6.6 


95,040 


15 


.21 


23 


27 


.31 


.47 


.52 


6.7 


96,480 


.15 


21 


22 


.26 


.31 


.46 


.51 


6 8 


97,920 


.15 


.21 


22 


.26 


.30 


.45 


51 


6.9 


99,360 


.15 


.20 


.22 


.26 


.30 


.45 


,50 


7.0 


100,800 


14 


.19 


.21 


.25 


.29 


.44 


,49 




CONCLUSION 

hi true of his e>>sa)!-, Clarence Day wrote 
about what would happen If this 
civilization were to he destroyer! and the 
archaeologists of another civilization wen' 
to uncover the xuiiis.* Mr. Day claimed 
that the clock would he looked upon then 
as we now look upon the "lares et penates" 
of ancient Rome. (For those who 
flunked Latin , „ . "household gods".) 
If Mr. Day were alive and writing today, 
he'd call the clock the 'Mares" and the 
radio the 'penates". Practical!) every 
home that has a timepiece has a radio. 
There are perhaps as many models of 
radios as there a?re of clocks . . and inaybe 
the wrist radio will he worn on the 
opposite arm front the Wrist watch in 
(lie not-too-distant future.. 
Ill j\e.w England, 98.6 of the homes have 
radios, according to Standard Rate and 
Data Consumer Markets, 1954, and the 
figure carries o\er into the 25 county 
VA'HDH coverage area. Froni studies by 
BAB, it is e\ident that the radio is not 
confined to any one room in the house, 
nor is radio confined to ilie household 
itself. Radio is mobile, ft travels with 
the listener, whether in the automobile, 
jjn the back or front yard, at a restaurant 
or tavern, at tlie beach,, on a picnic, 
skiing, skating, or at work, 
hi fact, radio is man's constant companion, 
fie leans on it for news and information, 
for music, weather, and entertainment. 
Radio is the companion of the shut-in 
and the traveler, of the \oung and old, of 
the urban, suburban and rural resident. 
Dairy farmers listen to radio in their 
barns. Sheep herders hear it on the hills 
and mountains. The \achtsmen would be 
lost without it. Yes, the radio, once 
confined to the living room, now en- 
compasses the world of modern man. In 
fact, only one item of our civilization 
exceeds the circulation of radio . . . and 
that is the medium of exchange .... . money- 






PRODUCT a„a SERVICE 
REACH A NEW HIGH! 
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ith each succeeding year BMI's products and services 
attain new highs in volume and value. 

The large and growing catalog of BM I- licensed music in all 
classes — popular, folk, standard, symphonic, operatic, educational 
— gives continuing evidence of the quality and ability of the com- 
posers and publishers affiliated with BMI. 

BMI Service, too, is reaching new highs. BMI not only serves its 
broadcast licensees — AM, FM and TV — with a steady flow of 
practical program aids, but provides its repertoire and facilities 
to every user of music . . . ballrooms, night clubs, motion pictures, 
hotels, restaurants, skating rinks, amusement parks, wired music, 
industrial plants, symphony orchestras, chamber music groups, 
choirs and choruses, motion picture exhibitors using intermission 
music and many others. 

BMI-licensed pop song hits are maintaining leading positions in 
all of the music trade popularity charts — the Hit Parade, the 
Variety scoreboard, Billboard charts, Downbeat polls, the every- 
day best-seller lists — and, for the past four consecutive years, 
were voted Number One in all categories by the nation's juke 
box operators in the Annual Cash Box Popularity Poll. 

In the field of Concert Music, BMI continues to foster composition 
and encourage public interest through its annual Student Com- 
posers Radio Awards, its support of the American Composers 
Alliance, and the extensive publication of Concert Music through 
its wholly owned subsidiary, Associated Music Publishers, Inc. 

Similar BMI services and efforts in the entire field of music are 
being conducted throughout the Provinces of Canada by BMI 
Canada Limited. 



Your BMI Field Representative, who visits your station periodically, can be 
helpful in many ways. For any personal problem in selecting or program- 
ming music send your inquiry to BMI's Station Service Department. 
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BROADCAST MUSIC, INC. 

NEW YORK •CHICAGO • HOLLYWOOD I TORONTO * MONTREAL 



WFBC-TY 

100KW POWER 
2204 FT. ANTENNA 

"Giant of 
Southern 

Skies" 




boasting more people and larger 
income within 100 miles radius lhan 
Vtlaiita, lacksom ille, Miami, or New 
Orleans, \\ l ISC 1 V is truly the "Giant 
of Southern Skies", and a powerful 
new advertising medium in i he* South- 
east. 

HERE'S THE WFBC-TV 
MARKET 
(Within 100 miles radius) 
Population 2,924,625 People 
Income $3,174,536,000 
Sales $2,112,629,000 
Television Homes 277,622* 

Market Dala from >alt-s Management 
*From A. C. Nielsen Co. Survey as of 
\m. 1. l'Jj.'S. phi- RKT.M \ set shipment- 
ip tin- 100 niv. eoniour since Nov. 1, 1953. 

ll'rtte now for Market Data Brochure 
nod Kate Card. Ask ns or our Repre- 
sentatives for information and assist- 
ance. 





Channel 4 

WFBC-TY 

- Greenville, S. C. 




NBC NETWORK 
Represented Nationally by 
WEED TELEVISION CORP. 



NETWORK TV 

{Continued from page 121) 

tlie networks'. Du Mont specialise? in 
llirtn. For example. \ou can buy a 15- 
iiiiniile evening >lrip on Du Mont at 
7:00 p.m. for only §5.000 a week. 'Hie 
progiam, Margr and J<'f}, is a situation 
comedy. I Advertisers with an eye on 
off-beat programing techniques should 
be interested in lliis show. It N ad lib. i 
There are other lo\\-co>t -hows. too. 

The participation -how- are another 
way of getting into network tv with a 
small wallet. They should he of .spe- 
cial interest to clients with products 
aimed at women since most of the par- 
ticipation shows are on during the day. 
However, men can he reached hefore 
they go to work on either NBC's Today 
or CBS' Morning Show. 

There are a few participations at 
night. I ) our Shou of Shows, w hich 
sold 10-minute segments. i- dead but 
the star*. Sid Caesar and lmogene 
Coca, are carrying participations on 
their new. separate sbowsl. There ate 
aho devices which get pretty close li- 
the participation formal. Du Mont s 
eosponsorship method, used on two 
shows by American Chicle this past 
season, offers 15-ininule segments for 
sale in half-hour shows, and there is 
allernale-vveek sponsorship also. 

The allernale-ueek. or ''major-mi- 
nor/ technique provides every -week 
exposure to the client for a little more 
than half the cost n f every -week spon- 
sorship. Each client gets most of the 
commercials one week, only one men- 
tion on the alternate week. Each al- 
ternate-week client can use the show 
title with his company name or prod- 
uct in it. 

The alternate-week advertising meth- 
od is used for other reasons besides 
just saving money. A client who in- 
vests in two alternate-week shows rath- 
er than one every -week show reaches 
main more different homes at onlv 
slightly more cost. Many clients go to 
alternate weeks and throw the mon- 
ey saved into an expanded lineup. This 
reason has been growing more and 
more important. 

There appears to be a definite trend 
to alternate-week sponsorships. On 
NI?(Ts Saturdav night lineup alone 
there will be four new alternate-week 
sponsors, Green (riant and I 'ills-bury 
will share time on the new filmed 
Mickey Rooncy show. Armour and an- 
other spou-or will alternate in the 



10:00-10:30 p.m. slot. The -other spon- 
sor will probably he a cosmetic firm. 

It is interesting to note that the al- 
ternate-week program — two different 
-how> alternating in the same time 
period never caught on. ["very-week 
-hows appear to hold their audience- 
better. 



Q. Are there any important 
changes in program production 
costs? 

A. I nion production costs will be 
about 7'r higher on the tv networks 
this coining fall. This i^ the re-ult 
of contracts negotiated during thi- 
past sea-on. They will carry over at 
least until next year. There are also 
negotiations going on now which will 
affect program cost*. I For complete 
details on union contracts, see the re- 
port on Tv union.-, page 152.1 Expec- 
tation for the future is that co-t in- 
creases in the union field will level off. 

One of the most important change- 
in the program production cost picture 
is \BC TV* new rale slruclure cover- 
ing both black-and-white and color 
production and service facilities. The 
new rale structure establishes hourly 
rale> for studios and technical person- 
nel in place of the "package raws- 
charged previously, ll became effec- 
tive 1 Jul v. 

The highpoints of the new rate man- 
ual, as outlined by NBC President Syl- 
vester Weaver are: 

1. Bv placing a premium on cfliV 
ciencv in using studios and personnel, 
the advertiser is offered more oppor- 
tunity to control and reduce his tele- 
vision production costs. 

2. T he new rates eliminate separate 
( barges for camera rehearsal and dry 
rehearsal. The advertiser is charged 
for total time in the studio, beginning 
with drv rehearsal and camera set-up 
and continuing through to the end of 
the broadcast. 

3. Personnel charges are the same 
for color and b&w broadcasts. Man- 
power costs will be determined bv the 
number of men u-ed and the length 
of time thev are used. Extra color 
charges are made for studios, mobile 
units and extra equipment. 

I. For the first time there will he a 
charge for film origination. 

The film origination charge, which 
applies to programs produced predom- 
inantly on film, is S250 net per quar- 
ter hour, which includes a pre-hroad- 
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SPONSOR 



. * ... 

Decide on the Network with lowest Time Costs 




EXAMPLE* 





TELEVISION 


TELEVISION 


TELEVISION ' 


DU MONT 


f 


NETWORK 


NETWORK 


NETWORK . 


TELEVISION 




A 


B 


c 


NETWORK 


New York 


$3,420 


$3,600 


$2,550 . 


$1,920 


Chicago 


1,800 


1,500 


1,320"' 


UOO.,;* 


Los Angeles 


1,650 


1,350 


1,200 - 1 


-960 -< 


Philadelphia 


1,440 


17440 


- 1,320 


1 ,320 " 


Detroit 


1,200 


1,110 


1,020 


1,110 




$9,510 


$9,000 


$7,410 


$6,510 _ 



*Based on Class A 1-time Vs hour rates for typical comparison fSRD May 10, 1954) 

In these 5 top U.S. markets alone, other networks cost as much as 13% 
to 46.1% more ! In addition, the Du Mont Network has the most favorable 
discount structure. Regionally or nationally, your money goes further on 
the DuMont Television Network! 




• NO "MUST-BUY" PROGRAMS 

DuMont availabilities let you "buy" or 
build and become the sole sponsor of 
a program that meets your selling needs. 



LOWER PRODUCTION COSTS 

Your savings at Du Mont on production 
facilities result in more money 
available for time buys. 



YOU'RE WISE TO DECIDE ON THE 



TIME PERIOD PROTECTION 

The DuMont Television Network has always 
protected its sponsors. When you decide 
on Du Mont you have a time franchise. 




TELEVISION NETWORK 

515 Madison Avenue, New York 22, N. Y. MUrray Hill 8-2600 
435 N. Michigan Avenue, Chicago 11, III. MO 4-6262 

A Division of The Allen B. Du Mont Laboratories, Inc. 



12 JULY 1954 
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cast run-through not to exceed the 
amount of air time. 

ABC T\ i^ucd a new production 
rate manual 1 Februarv. It applies to 
prog rums originating in New ^ oik, 
Chicago, Los Angeles and San Fran- 
cisco, Main features of lire manual, 
according to ARC, are (1) greater 
flexibility in the use of various serv- 
ices. (2) elimination of premium time 
charges for camera and dry rehearsal, 
(3) provision for discounts, penalties 
and deadlines on all orders for produc- 
tion services and (1) establishment of 
standardized rates for all facilities and 
production sen ires. 



Q. How do the new NBC produc- 
tion rates compare with the old 
ones? 

A. Advertisers who haven't had a 
chance to estimate what effect the new 
NBC production rates will have on 
their shows will be interested in this 
comment from a program production 
executive at one of the top tv agencies: 
"We have made some comparisons 
of the old and new rates on some of 
our shows and found that our costs 
will be about the same. I'm talking 
about live, black-and-white shows 
which are put on in the same manner 
as in the past. It may not be that way 
for all shows on tv. It's possible that 
some will cost more but the important 
thing is that if program production is 
planned intelligently there are lots of 
ways to save money. It might be a lit- 
tle confuting when first using the new 
manual because agency production peo- 
ple will have to get used to figuring 
out exactly how manv technicians to 
use." 

The new manual cannot be com- 
pared directlv with previous one since 
units of use are not comparable. 



Llii 

Q. Does the advertiser have any 
direct interest in the solution of 
the uhf problem? 

A. He certainly does. With the pros- 
pering of uhf and a truly national, 
competitive television service he will 
pay less for telev ision advertising than 
he otherwise would. In other words, 
the more stations there are, the more 
competition there will be. More com- 
petition usnallv means lower prices. 
It is true that from the point of view 
of broadcasters, an excess of competi- 
tion can be harmful to the industr). 
But that is a pretty academic possibil- 
ity right now. except in New York 
and Los Angeles, where nine of the 
] I stations are said to operate in the 
red. 

Some figures on how competition 
afTects time costs were gathered }a*t 
fall In l)u Mont. These figures show 
that in a majority of the one- and two- 
station pie-freeze markets cost-per- 
1.000 tv homes for time ranged from 
SI. 75 to $2.60. \ot a single three- or 
four-station market had an average 
rate of more than Si. 75. 



Q. What is the status of uhf at 
present? 

A. As of 1 June there were 238 uhf 
authorizations outstanding and 122 
uhf stations on the air. There were 
53 channels in 37 of the top 100 mar- 
kets for which no application had 
been filed. In addition to a long list 
of uhf applicants who returned their 
construction permits before getting in- 
to operation 14 uhf stations have been 
on the air and have suspended opera- 
tions. This figure compares with three 
vhf stations which have suspended op- 



SWITCH FROM STILL SLIDES! 



Start VAtna 

ANIMATED TV 
SLIDES'" FILM 




;\ FULL OF ACTION! THEY ZOOM, rt 
-T^n FLASH, SPIN, ROLL ond BURST! ( 



ON 



FILMACK STUDIOS 

1331 So.Wabaih Chkage, III. 




orations since coiriniercral television 
began in expand in 19 Hj. The (TJS 
Nielsijy tv set count hist yar showed 
l,774.Gy0 uhf families Oul of a toial 
of 2tj%ffiiSm Iv famine? $$ of 1 No- 
vember 1953. 



Q. What is the nature of the uhf 
problem ? 

A. The problem is a cnjripliealed one 
but, perhaps, it ran be reduced In 
three pomU; L L Jif is a latecomer 
to the television >< one am] ulif Nation* 
tnu-l compete against entrenched vh[ 
broadea-Lcrs. Mence. mam of thojjl 
are lo.sinj: motley. 

2. I lif is not \f-1 fulK developed 
'technically. The effect is that, under 
comparable i-ondil ions, a uhf jagrujj 
cannot always omcr m well as a vhf. 
Since till f operator- cannot rcadi as 
manv people as en repetitive vhf out- 
lets, the adverser as well gg I ho not- 
work, prefer joining forces with the vhf 
station, 

3. L hf -innate camml be received 
on vhf sels. The conversion of a vhf 
set to reeeivo a uhf signal cost- money 
and where a set owner is alreadv satis- 
fied willi i L \i*liii£! vhf station fare, lie 
may not want la spend the money. 
Here again, the uhf outlet suffer. 1 * re- 
garding circulation compared willi I hi 
vhf competition. The vieiou; circle 
operates: No conversion, no network 
affiliation. No network affiliation, no 
network programing. No network pro- 
graming, no inducement to convert. 
No conversion . . . etc. And. of course, 
no business. 



Q. Are all uhf stations having 
circulation trouble? 

A. No. The less uhf-vhf stiilinn in- 
termixture there is. the greater llir in- 
centive for set owners to converL In 
uhf-only markets there is no conver- 
sion problem, of course. Thg iwtcnl 
to which vhf competition afTects the 
uhf circulation has been pinned down 
in the American Research Bureau, 
which has made four studies of uhf ,-el 
saturation in uhf and v hf-uhf inaikets. 
Here is the average percent of all 
sets a uhf station can reach after it 
has been on the air six months or 
more: 

Where there is no vhf station in the 
market: .S9.fr,'. 

Where there is one vhf station: 
05.4 f f . 
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We've done a heap of living in our 6-year history . . . What 
with 60 live local shows every week in addition to the most 
popular programs of America's 4 networks. We're also pretty 
busy lending a helping hand to religious, educational and public 
service groups. Last year, for instance, a few outstanding accom- 
plishments included: 

6 NATIONAL NEWS SCOOPS 
FIRST FACSIMILE NEWS IN NEW ENGLAND 
FIRST COLOR TRANSMISSION IN NEW ENGLAND 
ZENITH PUBLIC SERVICE AWARD 

FIRST EDUCATIONAL TELECAST APPROVED BY THE STATE BOARD OF 
EDUCATION 

There are more "firsts" and "bests" than this page could hold. In 
all, in the minds of men, we have gained PRESTIGE through 
serving . » . the best way we know how. 





RADIO And 

TELEVISION 



NEW HAVEN, CONN. represented nationally by Katz 

NEW ENGLAND'S FIRST COMPLETE BROADCASTING SERVICE -TV, ANi, FM 

PRESENTLY SERVING 702,032 VHF SETS ON 100,000 WATTS (316,000 WATTS JULY, 1954) 
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W licit* thete arc lx\o vhf >tali(ni> : 
10.1' , . 

\\ here there arc three or more vhf 
j-liitioiis? : 27. V < . 



Q. What solutions have been 
suggested to help uhf stations? 

A, 1 hi' hearings on the nlif « j u<-~ I ion 
being held by tit** Senate -nhfouimit- 
tce mi Interstate and Foreign Com- 
merce ha\e been exposed l<> £i wide 
variety of solution?. Out' proposal 
would put all lelev ision in llic uhf 
hand so the problem of vhf vs. uhf 
would he ended once and for all. Tin* 
has the support of FCC Commissioner 
Frieda llennoek. '1 here have heen pro- 
posals that the FCC study whether uhf- 
\hf intermixture can't he done awav 
with. The idea is that all markets 
would he either uhf or \hf. One pro- 
posal, made In Lou Poller, general 
manager of uhf station \V CAN-TV. 
Milwaukee, and president of the I hf 
Tv Assu.. provides for the immediate 
end of intermixture in 10 major mar- 
kets. He said these markets account 
for almost 50^ of the uhf receivers 
in this country. 

Here are some other proposals: 



conditioned 
customer 
reflexes 



4** 
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■■liriil*-- imiutlt v»airr v»iui 
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ra-tti-a and T-V t 



LCOMPA 

60-00 Sunset Blvd . 
Suite 203 

Hollywood 28. Calif . 
Hollywood 5-6181 

mU'il-c /or 



• Dr. Mien H. Du Mont, president 
of Allen H, |)u Mont Laboratories, 
which own.- the l)n Mont Telex Won 
Network, offered a plan wherehx eaeli 
station would be required to relin- 
quish, if u network mj demanded, up 
to 25' < of its network lime in each of 
the three time cla»«ifi<atiou->. The as- 
sinnplioii is that (his time would he 
demanded of \hf stations in a market 
by the network or networks with uhf 
affiliates in that market. l)u Mont be- 
lieve* this plan would require no Con- 
gressional legislation but < onld be set 
up In the FCC by means of the present 
station license swem. 

• Main of thiwe UMifving before the 
suhcoininittee have urged that net- 
works he permitted to own more than 
the maximum of five stations nox\ al- 
lowed. Some proposed that the addi- 
tional stations permitted should be uhf 
outlets only. Dr. Dn Vlonl proposed 
that, under certain conditions, '"A 
qualifying network will he permitted 
to have an additional wholly oxvned 
tv station for each group of seven pri- 
mary uhf affiliations maintained." 

• One of the more widely supported 
proposals is that the Federal excise tax 
he removed from all-channel (that is, 
uhf-vhfl t\ sets. 

• The use of boosters and satellites 
to equalize uhf and vhf coverage is an- 
other proposal. Among those support- 
ing it is \HC. 



Q. Are any of these proposals 
likely to be adopted? 

A. It is not believed likely that any 
radical action will he taken either by 
Congress or the FCC. Ending of uhf- 
\hf intermixture through re-allocation 
of channels is a complicated job. and 
it is not certain that a re-allocation 
would provide the same decree of U.S. 
tv coverage that the present set-up of- 
fers. NBC's Joseph V. DelTernan point- 
ed out that while NHC does not op- 
pose a sludx of eliminating intermix- 
ture the very fact that such a study 
would be held could slow down uhf 
conversion'?.. And almost any kind of 
re-allocation would cause a "major 
wrench' to the viewing public and 
broadcast operators. llefTcriian said. 

There is a possibility that the net- 
works will be permitted to own more 
stations if they arc uhf stations. This 
is not considered a uhf cure-all but it 
.will undoiihtecllx result in building up 
nhf in some markets. 



All sign** point to the removal of the 
excise tax on all-wave tv sets. With 
about 60' '< of the tv homes already 
equipped vxith vhf-onlv receivers, the 
immediate effect would not he great. 
However, possibly 10 to 15 million 
non-tx homes will become tv homes 
during the next five to 10 \eai>. And, 
assuming the life of a tx set to lie 
about seven years, the all-important re- 
placement market will be growing rap- 
idly during the remaining vears of the 
50s. Since*, with the removal of tin- 
excise lax on all-wax e receiver- they 
will be just about as cheap as vhf-only 
receivers, there is everv reason to be- 
lieve that the consumer v\ ill buy the all- 
wave set when offered a choice, 

Removal of the tax would really 
make itself felt when color sets be- 
come available in quantity. No uhf 
broadcaster would want to hold his 
breath thai long but the likelihood of 
all-xxave color sets bode- well for uhfs 
long-term future. It is significant that 
the 5,000 15-inch color sets RCA has 
already produced are all equipped with 
all-wave tuners. 

It is not clear whether anything will 
he done about boosters and satellites 
to equalize uhf and vhf coverage. A 
certain amount of equalization is al- 
ready in effect theoretically. This has 
been accomplished by permitting uhf 
more powerful transmitters. However, 
while there has been a consistent in- 
crease in the power of uhf transmitters 
being turned out. the technical prob- 
lems for the top power permitted have 
not all been solved. It cannot be said 
for certain whether a top power uhf 
signal will give comparable coverage 
to a top power vhf signal, and, there- 
fore, whether boosters and satellites 
will be needed. 



Color 



Q. How many color sets will an 
advertiser be able to reach via suet- 
work tv this fall? 

A. Not main. And much less than 
expected si\ months ago. \\ bile esti- 
mates for production of color sets 
range from 50.000 to 200.000 by the 
end of the year (see chart page 120), 
the likelihood is that the lower figure 
is ( loser to the truth. KCA's General 
Sarnoff used the 50.000 figure reeent- 
h. The talk about Ford buy iu« 25.0(H) 
color set- to be installed in dealers' 
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IN UTAH 
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* KUTV Channel 2 

goes on the air September 7 
in Salt Lake City. It is 
Utah's most powerful sta- 
tion , . , with ABC program- 
ming and a mighty "plus" 
in showmanship for its Bil- 
lion Dollar Market. Now's 
the time to see your George 
P. Hollingbery representa- 
tive for full information on 
the best TVbuy in theWest. 

Buy the Big 2 in Utah 




KU TV 

■ 

TELEVISION CENTRE - SALT LAKE CITY 
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*how room- would raise this figure. 
One of the reason*, though not the 
oiih one, that color set production nun 
not re;nh earlier expectation* is the 
realization that the 11- or 15-ineli color 
tube will not he acceptable to consuin- 
crs u-ed to bigger screen sizes. The 
industry is turning its attention to the 
bigger tubes. However, the indu-trv 
has not really gotten together on a sin- 
gle l\j)C of color tube and that alto 
ha- been -lowing things up. 



Q. Who will have the first color 
sets? 

A. A great deal of the production 
will go to appliance dealers for demon- 
stration purposes and to draw traffic. 
I ndoubledly mam in the tv advertis- 
ing field will buy color set- for profes- 
sional reasons. As pointed out above, 
a comparatively large number may end 
iij) in Ford dealers' showrooms. The 
expectation that, as in the early black- 
and-white tv days, many consumers 
will be introduced to color via the 
barroom set, has already gotten the 
juke box people worried. Juke box 
business fell off heavily in the earl\ 




days of b&W tv, and the record people 
are making plan- now for offsetting 
their new ueinesi-. 



Q. How many markets will an 
advertiser be able to reach in color 
via network tv this fall? 

A. The broadcasting industry's abil- 
ity to send out color program? is far 
in advance of the consumer's ability 
to receive them. \ Sl'OXSOK survey of 
all television stations indicated thai 
about 70'v of them will have equip- 
ment to iehroadca-1 network color 
show;- by the end of the vear. 

Answers were received from about 
one-third of all the stations, represent- 
ing a good cross-section. ( For infor- 
mation on local color plans by stations, 
see the Spot tv section.) Here is the 
breakdown from 134 respondents: 

• Stations equipped to rebroadca-l 
color before 15 July: 4-1 or 32.8 r -t, 

• Stations which will be equipped by 
the end of the year: 52 or 38.8';. 
(Man\ of these will be set up for net- 
work color before the end of this 
month.) 

• Stations which will be equipped 
during 1955: 7 or 5.21 . 

• Stations which will be equipped 
during 1956: 2 or 1.5 r '. 

• Stations with no plans or no net- 
work affiliation: 29 or 21.7' J. 

No station other than the one origi- 
nating the program can send out color 
unless it receives the network signal 
first by way of AT&T micro-wave or 
coaxial cable facilities. The AT&T re- 
ports that, as of 24 June, its color 
television facilities were available to 
50 stations in 36 cities. Here are the 
cities, alphabetically: 

Baltimore. Boston. Chicago. Cincin- 
nati, Cle\ eland. Columbus. Dallas, 
Dayton, Denver. Detroit. Fort Worth, 
Houston. Huntington, W. Va. ; Johns- 
town. Pa.; Kansas City, Mo.; Lancas- 
ter. Pa.: Los Angeles, Milwaukee. Min- 
neapolis, New York. Oklahoma City, 
Omaha. Philadelphia. Providence. St. 
Louis. St. Paul, Salt Lake City. San 
Francisco. Schenectady. Syracuse, To- 
ledo. Tulsa. I tica, Washington, Wil- 
mington, Del., and Youngstowii. 

It is expected that by the end of the 
year AT&T eolor facilities will be avail- 
able to 130 stations in 95 cities. 

The important figures to network tv 
advertisers are how many stations hy 
networks will he able to send out color 
programs. In May Hugh Beville. 



-NBC's director of research and plan- 
ning, estimated on the basis of orders 
from NBC TV affiliates for network 
color equipment, that network color 
service would be available to 95 f 'c of 
all tv homes. Last month the network 
gave out up-to-date figures showing 
its color coverage only where AT&T 
facilitie- were already provided. 

The figure as of 17 June was 31 
stations able to receive and rebroad- 
ca-t color programs. Total by the 
year's end is expected to he 64 sta- 
tions. This NBC TV lineup will make 
colorcasts available to 78' « of all tv 
home-, or 25.800.000 estimated sets 
by the end of the year. 

CBS report- that about 60 to 70 of 
its affiliates, will be able to rebroadcast 
network color. ABC and Du Mont base 
no plans for network color shows this 
fall so the question of a network color 
lineup i- academic. Many of their sta- 
tions, however, both owned-and-oper- 
ated and affiliates, will have equipment 
for rebroadcasting color. 



Q. Why should an advertiser buy 
a color program this fall when 
there are so few sets around? 

A. NBC's Pat Weaver summed up 
most of the reasons during his address 
before the 4A's in April. He said: 

''First, the color television campaign 
will determine the -hare of market of 
most consumer goods in color televi- 
sion homes and this will start within 
this coming year, and to those com- 
panies which need effective advertising 
to survive (all package goods, trade- 
mark, brand items), the time to start 
color television is this fall, and the 
place to get the money is from man- 
agement as extra money to insure that 
the company learns how to use the 
most v ital new force in its history and 
at once. 

"Second, if vou have any clients 
whose success is largely dependent on 
the elan and spirit of its selling, deal- 
er and distributor organization, then 
color television can make new leaders 
before the year is out. For even the 
few thousand sets now coming into the 
market are still enough to permit deal- 
er color television demonstration meet- 
ings, and prospect color telev ision par- 
tic-, and other oh\ ious demonstrations. 
This kind of color power to sell goods 
NOW is part of the broader power of 
color as the new thing, the new. talked- 
about, excitinu. all-interest-focusinp 
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MISSOURI 



ARKANSAS 





ARKANSAS . . . 

The fastest growing state 
in the fastest growing 
Region in the 
United States of America 



From 1940 to 1950 — ARKANSAS increased; 



Bank deposits 
Per Capita Income 
Retail Sales 



ARKANSAS 

281 % 
255% 
302% 



U.S. AVERAGE 

131% 
150% 
207% 



Little Rock per family effective buying income exceeds Houston, Dallas, Ft. Worth, St. 
Louis, Kansas City, New Orleans, Shreveport, Oklahoma Cty and the national average! 



To tap this Rich Market, use 

No. 1 „ ...... 

No. 1 . 
No. 1 „. 



KARK 



Little Rock 



7 AM-12 Noon M-F 
12 Noon-6 PM M-F 
6-11 PM Sun. -Sat. 



KARK 



first 66 quarter hours out of 72 

All 10 Top Evening shows 

All 10 Top Daytime Shows: M-F 

All 9 out of 10 Top Daytime Programs: Sat. — Sun. 

according to Pulse March, 1954 

Represented by 



KARK 
KARK 
KARK 




Edward Retry 
& Co., Inc. 



Little Rock, Arkansas / 



conversation piece of the \niei ican 
scene. 

" 1 here «n* main < ompanics who 
will need color becaii-e they arc ex- 
pected to lead and thev hum lend: and, 
therefore, thev must lie in color «»r 
-ullci grave loss of -landing within 
their own trade group*. 'I here are 
main more i ompauies who will see in 
eoloi a \va\ to excite their own oxer- 
all organi/iitioiis, to give llieni a ( liance 
at leadership wliich nun have slipped 
out of their hands. 



Q. How much color programing 
will there be on the networks this 
coming season? 

A. Quite a hit of it. The most sen- 
sational development in color program- 
ing i< the three onee-a-mouth NHC 
spectaculars, I wo. produced In Wax 
Lielniiau. will lie on ev er\ fourth Sun- 
day. 7:30-9:00 p.m.. and men fourth 
Saturday. 9:00-10:30 p.m. One. pro- 
duced by belaud Ihnwanl. will he on 
even fourth Uondav, 9:011-10:30 p.m. 

Oldsmohile has bought out the Sal- 
urdav color spectacular. Ford and 
KC \ will eosjKiusor the \londav spec- 
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CBS FOR THE QUAD-CITIES 

is now operating 
on 100,000 watts 
• 

This maximum power 
covers the Quad-Cities 
and the surrounding trade 
area ... a totaf of 264,- 
800 TV set owners. 

Les Johnson, V.P. and Gen. Mgr. 
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WHBF 

If ICO IUIIDING, ROCK ISLAND, ILLINOIS 
liprisiitid ky Aviry-KiWil, lie. 



lacnlar. taking 45 minutes of each 
show. I he Sundav color show will he 
split three ways. Reynold* Metal* 
bought three entire s|| () ws w hiJe Sun- 
[leain and Hazel Hi-hop will split the 
remainder. 

In addition, the \1>C daytime par- 
ticipations -how-. Tnthiy and Home 
will fealnie color pickup-. NliC is try- 
ing to gel other client?, to put then 
b\w shows on in color on a regular or 
periodic basis. 4 be network can pro- 
gram about 12 to 15 hours a week of 
color show- with its existing studio*, 
its mobile color equipment and its 
Hrooklv n color studio, which will be 
reach in September. MiC's Hollywood 
studio will be ready lor color b\ about 
L January 1955. adding even more 
time to the 12-15 hours. 

Uu CH>. We^tindiou^e will put on 
eight to 10 color sliows next season in 
the 10:00-11:00 p.m. Wednesday -lot 
uormallv occupied by I'ab-t s Blue 
Ribbon limits ami the follow-up sjjorls 
show, Sports Spot. The Westinghouse 
show is titled. The lies/ of B road tear, 
Chrysler may |)iit on periodic color 
shows in its 0:30-9:30 Thursday nigh l 
segment, in which the auto firm will 
showcase three drama.- and one musi- 
cal every month. 

CMS will follow in the footsteps of 
NHC this season and giv e each client 
color exposure without extra cost. The 
free color ride lineup will start 22 Au- 
gust with Toast of the Town and end 
27 February with Sunday Xeiis Spe- 
cial. The plan will provide for three 
color shows a week. In the spring 
CHS will accelerate color programing 
through some a«-yet-uiuiiniouneed 
plans. 

ON will hav e three studios for color 
by the fall. In addition to its existing 
color studio at its 485 Madison Ave.. 
New ^ oi'k. headquarter*. CHS recently 
acquired the 81st Street Theatre and 
is remodeling it at a cost of SI. 5 mil- 
lion. Its Television City studios in 
Ilolhwood are also being set up for 
color. 



Q. How much more expensive is 
color than black-and-white? 

A. Since NBC and CHS began ex- 
perimenting with color. tliej have 
learned how to cut down on the hordes 
of technician.-, makeup people, etc.. 
which were required at first. However, 
color will always be somewhat more 
expensive than black-and-white. Inti- 



mates of what color will add to tlx' tv 
bill range from 10 to 20' < over-all 
I time, talent and production I , 

Color equipment and studios ysill be 
more expensive. Tor example: NHC's 
noii-autlience studios for bSw shows in 
New ^ ork and Chicago l excluding 
Studio f!H l are #150 gross an hour. 
Audience fac ility studios are $.'-500 an 
hour. Comparable charges for color 
studios run from 5250 t,o $550. A 
biiM mobile unit is >Ji00 gross a day. 

\ color mobile unit is S3. 200 a day. 
Cable charges for color are higher. 

\ r& I i- temporarily charging "M.200 
a half hour, i- seeking >2.00() for color. 



Q. What effect is color having 
on media planning? 

A. si'ONsoii asked that question of 
media and radio-tv executive-- in [he 
top air agencies-. Here are some an* 
sw ers : 

h n'tl Barrett, lire president in 
charge o) media, 11111)0; -While we 
realize the enormous possibilities and 
efTectiv eness of color tv and anticipate 
its use for main of our clients, its ef- 
fect on media planning will not be very 
marked until the number of color sets 
creates a >izable market and makes col- 
or production efficient from a Cost 
standpoint." 

William C. DeLLer. vice president in 
charge oj media. WcCann-hricksoii; 
"'Because audience and cost details of 
color telev ision are still nebulous, the 
advent of color has played little rede 
in basic media planning. With few 
notable exceptions, most consideration 
of color lias been either from the ex- 
perimental or promotional angle. V 
believe these will continue to he the 
major areas until such time as we can 
really start to count noses and costs 
which time, if we can take a leaf from 
the black-and-white notebook, will 
probably come a lot faster than even 
the most optimistic of us contemplate." 

Arthur Sorter, vice president in 
charge of media. Leo Burnett: "The 
approach of color tv is hav ing a pro- 
found efTecl on both creative and me- 
dia nlannimz in our aneney. While ob- 

1 I s . 

v iouslv a great part of our analysis 
and studv must be based on hypothet- 
ical conditions and costs, we are Irv- 
ing to assess the place of color tv in 
our clients' programs a> objectively as 
we can. 

Walter G. Smith, vice president and 
media director. Ilioic: " Vlthotmh color 
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. , . , more than to any other Detroit station! 



After 6 P.M. during May, reports ARB, there were 
71 quarter-hours when more than 50% of Detroit's 
television sets were in use. 

In 45* or 63% of these 71 big-audience periods, WWJ-TV 
had the largest audience of Detroit's three television 
Stations. 



In the 9 months from September, 1953, through May, 
1954, WWJ-TV drew the most viewers in 55.2% of the 
total big-audience periods. 



*3-station comparison of audience 
leadership in 71 quarter-hours 



WWJ-TV's record means that when 
Detroiters are most receptive to tele- 
vision, WWJ-TV dominates more 
of their time than do both other 
Detroit stations combined. 




WWJ-TV Station B Station C Station B 

(46 (22) (4) plus C 

periods) ( 2 6) 



Month after month, this dominance 
continues. 



In Detroit . . . 
You Sell More 
on channel 




ttlUUTV 

NBC Television Network 
DETROIT 
Associate AM-FM Station WWJ 



FIRST IN MICHIGAN • Owned and Operated by THE DETROIT NEWS 
• National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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Iclev isiou lias nol a-a yet hlitl any im- 
portant effect an current media plan*, 
it is being given careful >tuth by all 
concerned villi program and commer- 
cial production, a- well as media plan- 
ning. Experimental work is being car- 
ried forward on the program and cum- 
mere ial end. and projected cost and 
coverage analysis are being carried 
forward from the media end. Since 
main concerned with the industry pre- 
dict that the advent of color will not 
substantially increase television pro- 
duction and time costs, there is the 
possibility that other media may not 
he too seriously affected except to 
the extent that advertisers invest more 
of their total appropriation in the me- 
dium of television itself. This latter 
possibilitv seems quite likely in view 
of telev ision's increasing stature as a 
national medium." 



Time franchise 

Q. Does the network tv advertis- 
er have any rights to a time fran- 
chise? 

A. It seems to lie generally agreed 
that the advertiser has no legal right 
to a time franchise beyond the span 
of his facilities contract. Facilities con- 
tracts generally rim for a year but. in 
any case, wouldn't run for longer than 
two years since FCC regulations for- 
bid the networks to sign affiliation con- 
tracts for longer than that period. 
Furthermore, 13-week mutual cancel- 
lation contracts have been growing 
more common on tv. 



Q. Why, then, does the adver- 
tiser talk about his franchise 
rights? 

A. The advertiser takes the point of 



view that if he and his agency invest 
time and money to build up a show 
and promote it to the listener he should 
have some moral right to liis time pe- 
riod. Few advertisers will complain 
if the network boots out of the lineup 
a poorly rated program, but as one 
agency executive told SPONSOR last 
spring (see "What are your 'rights' 
to a time slot?" 5 April 1951): "To 
take away a time period is a serious 
blow to an advertiser. The whole 
meaning of the franchise concept is 
terribly important to advertisers and 
agencies who buy time on radio and 
tv. The importance, obviously, is 
greater in television where the crowd- 
ed nighttime program lineup make> a 
time period extremely valuable. 



Q. What is the network attitude 
toward the sponsor's time fran- 
chise ideas? 

A. All things being equal, all the net- 
works like to keep customers happy 
and let them buy whatever time they 
are willing to pay for. However, the 
networks will not admit that clients 
even have a moral right to a time fran- 
chise. To admit this, they feel, is the 
same as say ing adv ertisers have a legal 
right. And the networks point out that 
the responsibilitie- of their o&o's and 
affiliates as publicly licensed broad- 
casters require them to control the pro- 
graming that is broadcast over the 
publicly owned broadcast spectrum. 

In actual practice, network policy 
differs, and it will not surprise anvone 
to hear that there is some relationship, 
though it is not always a simple one, 
between the networks' time franchise 
policy and the amount of business it 
has. Du Mont publicly advertises the 
fact that its clients' periods are safe. 
One ad says: "Decide on the Network 
that Protects Your Time. There's no 




Business is Good 
in ABILENE 

Thanks to 

KRBC-TV 




costlier television experience than to 
lose your investment in a program or 
lime . . , or both . * . at your con- 
tract's expiration. Tins doesn't happen 
lo Du Mont sponsors ... it won't hap- 
pen to you." 

On the opposite side is i\BC, where 
President Pat Weaver has made it 
clear that decisions on time and pro- 
graming must be made by the net- 
work. In a recent restatement of that 
policy before the 4<\'s Weaver said, in 
describing plans for the oncea-nionth 
odor spectaculars: 

"Television is too great and too pow- 
erful to be shackled with chains of 
custom and usage from radio. We 
nm«t serve all segments and all inter- 
est- in our population, and there must 
be an over-all program control that 
makes the rules in the interest of pub- 
lic service and all segment population 
service. This is the business of the net- 
works. If our service dwindles, you 
will use less of it, or pay less for it. 
1 hat s the end of your re-ponsibility. 
If we cater to the heavy viewers with 
a flood of trivia, as accused in some 
quarters, we cannot look to you. or to 
the advertisers large or small, for your 
jobs are rightlv defined by your in- 
terest the sale of goods and services 
of v our clients." 



Tv unions 

Q. How much have unions con- 
tributed to the network tv pro- 
duction cost increases during the 
past year? 

A. An average of 7 to T 1 ^^ wage 
increases were obtained by the unions 
that negotiated for new contracts dur- 
ing the fall 1953 through spring 1954 
period. This is considered a relatively 
modest increase compared with wage 
boosts obtained over the past four or 
five years. 

Network labor negotiators attribute 
the more moderate contracts of this 



Represented nationally by 
JOHN E. PEARSON TV Inc. 



ABILENE 
TEXAS 



year to the following factors: 

• The base pay in tv is already 
verv high compared with wages for 
comparable jobs in other types of 
industry . 

• The general softening of the de- 
mand for labor in the V. S. economy 
as a whole during the pa*t 12 months 
had to make itself felt in tv to some 
extent. 

• On a "demand what the freisht 
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what do FAMILIES in... 




have in COMMON? 

THEY AIL WATCH A MEREDITH 

TV STATION! 

Yes, Meredith* Stations in these four Important markets provide television service 
■for hundreds of thousands of set owners. You can reach each of these large 
markets most effectively, most economically on a Meredith* TV Station. 



Meredith" fei&ri&i&K Stations 



KCMO-TV • KPHO-TV • WHEN-TV • WOW-TV 

KANSAS CITY, MO. PHOENIX, ARIZ. SYRACUSE, N.Y. OMAHA, NEBR* 

KCMO-TV. WHEN-TV & KPHO-TV represented by The Katz Agency. WOW-TV represented by Blair-TV, Inc. 

• •» • - • * ' <• 

* . tt 'it 11 Successful • » 



f Meredith Television Stations are Affiliated wit 

... V**! 



. n i , If r% Successful • • 

ith BetterHomes and Farming 

and Gardens « - Sr* 
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i .in bear' basis, union leaders lime 
become aware of the danger llial tv 
might reach a point of diminishing 
returns for sponsor- if production 
co-Is kept ri-iuj! at their pre- 19.13 rate. 

Q. What arc the provisions of the 
most recently negotiated union 
contracts? 

A. Here's; a smmmirv of the latest 
union coiil raets : 

RTDC l Radio and Tv Directors 
CuildS: This contract, retroactive to 
1 April 19.11, was concluded in mid- 
June between II I DC and the h\e net- 
works. Generally, the contrai l repre- 
sents a T 1 ^' '< increase, hut here"* how 
it break- down : 

1. Diiectors rccehe SUSO instead of 
*\~t~i a week I that U 2AV < morel, 

2. \ssistant directors in t\ get 
$132.50 instead of >120 a week (or 
10.4', more). 

3. Local directors in radio receive 
S100 instead of $90 a week for ll'f 
more) . 

1 hi- contract affects directors. a/d"s. 
floor managers at \BC. CHS and NBC. 
directors and a/d s only at l)u Mont 
and radio diiectors at MBS. 

I HEW {International Brotherhood 
oj Electrical Workers I : The new con- 
tract went into effect 1 Mav 19.5-1 be- 
tween CBS and IBEW for technicians. 
It represents an IV t increase in sala- 
ries for technicians hut no significant 
change in working conditions. 

A EM {American Federation oj Mu- 
sicians): On 1 February 1954 the 
\FM signed a five-) ear contract with 
the networks. This contract provides 
for a 10'? increase in salaries of staff 
musicians for three vears and an ad- 
ditional 10 r ; increase during the sub- 
sequent two years. 

SiiMT this contract applies only to 
staff emphnees. it i? estimated that 
the over-all cost of music at the net- 
works will be affected by less than a 
5 f '< boost. 

\eu ) nrk Make-Up Artists (Local 
798 I . \ en York Wardrobe Mistresses 
i Local 76-1 1. Graphic Artists (Local 
841 I oj IATSE t International Alliance 
oj Theatrical Stage Employees I : These 
contrails were negotiated in spring 
1951 between the three locals and 
\BC. CBS and NBC. Totally they 
represent an increase of ~ r ', or less. 

Radio Crips {Local 782) oj IATSE: 
Ibis contract provided for a ~\->' <" 



i nc i ease in wage- and affected \BC 
and NBC. 

Contrail* that are going to be up 
for renegotiation within the near fu- 
ture include the following: 

A FT HA l American Federation oj 
Television and Radio Artists I: 15 
\o\ ember 1951 with all the networks. 

Stagehands I Local 1) oj IATSE : 
31 De-emler 19") I i-.i'h uetwor'--. 

1)u Mont is currently s|j|| negotiat- 
ing with I VI SK for its technicians. It 
i- the (k»\\ network whose cameramen 
and technicians are member* of 1 \. In 
New ^ ork the network negotiate- with 
Local 791 for it* technicians' contract, 
however, the contracts with the locals 
in Pittsburgh and Washington are still 
under negotiation. 

Dn Mont's entire organizational set- 
up is different from that of ABC and 
NBC, where technicians are member* 
of \ A Bin' (National Association of 
Broadcast Employees and Technicians I 
and CBS where they are members of 
IBEW (International Brotherhood of 
Electrical Workers I . 

At l)u Mont technicians break down 
into four categories: 

A. Transmitter technicians, equip- 
ment maintenance men. transmission 
technicians. 

B. Camera operator-, projectionists, 
audio technicians, video technician-, 
sound effects men. 

C. Microphone boom men and util- 
ity men. 

I). Studio assistant I cable puller). 

At the other three tv networks floor 
managers are members of RTDG and 
get the same wage rate as a M's. \t 
I)u Mont, however, floor managers are 
covered by IATSE and come from B 
categorv of technicians. 

A contract with TWA (Television 
Writers of America) has been under 
negotiation with ABC, CBS and NBC 
since early fall 1953. This contract 
will cover freelance tv writers when it 
goes into effect. 

Negotiations are also currently go- 
ing on between four networks and 
BWG (Radio Writers Guild) both for 
staff news writers and staff continuity 
writers. The RWG contract for free- 
lance radio writers, which expired 15 
May. has been extended until 15 
September. 

N \BET contract- will not be up for 
renegotiation until next January. How- 
ever. ABC expects to have negotiations 
with IATSE in December for stage- 
hands' contracts. 



Q. Are the affiliated stations 
bound by the contracts negotiated 
by the network labor relations 
people? 

A. .No. .Network labor relations de- 
partments handle all the negotiations 
for the oko stations onlv. I nion con- 
tracts between the adiliates and their 
local unions are entirely independentlv 
negotiated and signed b\ the manage- 
ment of the adiliated station. In fact, 
frequently technicians at an alltliale 
Ho not belong to the same union a? 
technicians at the network. 

Q. How is the cost trend in tv 
production likely to be affected 
by the union negotiations forth- 
coming during the next year? 

A. Tv costs seem to be leveling off. 
Labor negotiators at four tv networks 
agree that the demands during the past 
year have been the mo*t mode«t in 
tv history. It is unlikely that they will 
spiral within the near future a« they 
had during tvs infancy. 



ROUND-UP 

{Continued from page 61 I 
Briefly . . . 

WBZ-WBZA. Boston, is sending 
timebuvers a 12-inch metal ruler in- 
scribed with its call letters. Accom- 
panying the ruler is the following let- 
ter: ''There's no set rule 12 inches 
make a foot, and 'a pint's a pound the 
world around." From all indication?, 
and letters of commendation from cli- 
ents, \\ BZ-WBZA is giving a good 
measure of success to its clients. . . ."' 

» *. » 

After just 18 weeks oil the air 
WXEM-TV. Bay City . Mich., was 
awarded first place in the nationwide 
NBC-Croslev IHi Parade promotion 
contest, according to John II. Bone, 
general manager. The award was 
made hv BBDO in conjunction with 
NBC and the Avco Mfg. Corp. for the 
most outstanding promotion and mer- 
chandising of all NBC TV stations., 

» * • 

k^W. Philadelphia, is distributing 
a new booklet on summer radio listen- 
ing, titled "Even on vacation, families 
in RNWIand never lea\ e home." The 
booklet points out that, according to 
\d\ertest. 91,1' I of families are at 
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KOLN-TV 



towers 1000 FEET above 



* 
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NCOLN-LAND 



NEBRASKA'S OTHER BIG MARKET! 



The map below shows Lincoln-Land — 34 double-cream 
counties of Central and Southeastern Nebraska — 
577,600 people with a buying income of #761,124,000 
(#473,681,000 of which came from farming in 1952, 
— over one-third of Nebraska's total farm income!). 
Actually, the KOLN-TV tower is 75 miles from 



Omaha; Lincoln is 58 miles. With our 1000-foot 
tower and 316,000 watts on Channel 10, effective June 
1st, KOLN-TV will reach over 100,000 families who 
are unduplicated by any other station. 
Ask Avery-Knodel all about KOLN-TV, in America's 
EIGHTH farm state! 



CHANNEL 10 
316,000 WATTS 




ffledv fart Sfta tin** 

// 

WKZO— KALAMAZOO 

WKZO-TY — GRAND RAPIDS-K ALAM AZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-K ALAM AZOO 

KOLN — LINCOLN, NE8RASKA 

KOLN-TV — LINCOLN, NE8RASKA 

Associated with 
WM8D — PEORIA. ILLINOIS 



• DUMONT 



Avery-Knodel, Inc. 
Exclusive National Representatives 



LINCOLN-LANfc 
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home in the Philadelphia urea on an) 
summer day. Of the less than 10' r 
who are on vacation at am one time. 
Sl.d'r visited vacation spots in Penn- 
sylvania and New Jen-ey, within 
K\\\' s coverage area, says the station. 
* • * 

\\ inner of KMTV, Omaha's all-ex- 
pense trip fur two to Sun \ alley was 
Miss Ruth Men-ch, of Comer and Pol- 
lard agency . Kansas City . I he trip was 




awarded on the basis of a slogan eon- 
test conducted last March bv the tv 
station. Above, Miss Mensch (left I 
and Miss Darlene Dewald enjoy a bi- 
cycle ride at Sun Valley. 

* * * 

The first annual '"Kitty Award, ' 
presented by Manchester Hosiery Mills 
to the years outstanding new star was 
given recently to May Wynn for her 
performance in the movie Caine Mu- 
tiny. The award was presented over 
l)u Mont's Broadway to Hollywood 
show by Claire Mann, WABD person- 
alis. 

« • « 

\\ CBH, Memphis, sent out a press 
release in the form of a news clipping 
from the Memphis Press-Scimitar re- 
cently to announce that it will stress 
Negro programing in the future. It 
becomes Memphis' second radio sta- 
tion directed primarily at a Negro au- 
dienee. The station has been convert- 
ed to operate under an entirely Negro 
program staff as a music-and-news 
outlet, according to W. M. H. (Bill) 
Smith, general manager of the Chick- 
asaw Broadcasting Co. 

* # « 

Some 60,000 card-carry ing members 
of the Western Ledger Club were in- 
\ ited t<> the first annual Western Led- 
ger Round-up In \\ TTV. Bloomington, 
recently. Western Ledger is an after- 
noon kids" .show, on WTTY for the 
pa>t four years. Some 35.000 people 



in 0,000 rar« showed up at the out- 
door event held at McCormiek s State 
Park, Sole (barge was the regular 
Indiana 12C park admission fee and 
IOC per ear parking fee. 

« * « 

KFAD-T\, Minneapolis-St. Paul, 
signed its first sponsor the same day 
the FCC granted its C.P. I he sponsor: 
Russell L. Stotesberv. president of the 
Marquette National Bank of Minne- 
apolis. Representing KEYD-TV at the 
contract signing was l^ee Whiting, v. p. 
and general manager of KE\ I) and 
KEYD-TV. The station is expected to 
begin operating next January. 

# * * 

This fall for the fifth consecutive 
vear WMCA, Sew York, will broad- 
east Notre Dame football games. The 
1954 schedule includes 11 games from 
25 September to 4 December. All 
games will be sponsored by the New 
York Ford Dealers Assn. 

* * * 

Philip Morris has launched a new 
merchandising campaign to tie in with 
its / Love Lucy CBS TV show. It has 
prepared a 40-page recipe and hovv-to- 
do-it booklet and is offering the book- 
let on its tv show. Window posters and 

r£ Send for 
' % {'Lucys Ifofebo^c 

. / GET YOUR 

ORDER BLANK HERE 

X 

.3r 



RECIPCS 
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KING SHE or REGULAR 



point-of-sale material will also feature 
the booklet. Other tie-ins inelude 
counter-easels which hold the coupons 
necessary for customers to get copies. 
The booklet is now being distributed 
in 12 test markets. 

« « «. 

WKNB's new Television-Radio Cen- 
ter in West Hartford. Conn., was offi- 
cially opened recently by Governor 
John Lodge. More than 200 govern- 
ment, business and civic organization 



leaders as Well as representatives of 

major tv and radio networks attended 

the ceremonies. The center comprises 

20,000 square feet of operating space. 
* * * 

WBT. Charlotte, has prepared a new- 
sales instrument in the shape of a slide 
rule. Called the ''lOSl PuL-e of Char- 




lotte.' the slide rub ( see above I diow? 
the quarter-hour ratings and share-of 
audience for each Charlotte radio sta- 
tion on a seven-day average. Included 
is a chart to convert WBT ratings into 
li>tenin« homes within the basic cover- 



Half the super markets in the coun- 
try and 60% of the top 1,000 food 
product manufacturers are now using 
radio regularly, according to R. David 
Kimble, director of loeal promotion 
for the BAB. Kimble pointed out that 
radio is the only medium through 
which it is economically feasible to 
provide the "constant repetition of 
sales messages necessary to sell food 
produets in this era of multiple brands, 
self-service shopping and robot retail- 



A detailed market study citing the 
growth and changes in the Middle 
Georgia market and coverage of this 
-17-eounty area by WMAZ-TV is now- 
being distributed to advertisers and 
agencies by Av ery-Knodel. Titled 
"About the Middle Georgia Market - 
and How the Media Picture Has 
Changed,"' the report points out that 
Macon, center of this trading area and 
point of origin of the uhf station's 
programing, is farther from any other 
large city than New York is from Phil- 
adelphia. WMAZ-TY's share of audi- 
ence is 43 r J .sign-on to noon. 68% 
during the afternoon and 57% at 
night, accord in 2 to the stud\, 
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TOPEKA 
IS AMERICA'S TOP 
"SLEEPER MARKET" 

Here's a market that's just waiting to be exploited. Topeka ranks 14th 
In the nation in Consumer Spendable Income* with $6,804 per house- 
hold. That's 29.7% ab ove the national average! 

♦Consumer Markets — 1954 

p — DOMINATED BY WIBW-TV 

Topeka has only one television station — WIBW-TV. We blanket 
America's No. 14 market and give you a good solid "plus" out- 
side. By the time you read this, our new 1000 foot tower and full 
87.1 KW power should be delivering over 100,000 homes . . . 
without counting a single home in either Kansas City or St. Joseph. 

CBS-DU MONT-ABC 

Interconnected 

TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 
WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 




Tho Kansas View Point 
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¥OU MIGHT CLEAR 15 7% *- 

BUT .mm 



GRAND RAP IDS- KALAMAZOO HOOPERS 
January, 1954 
Share-Of -Television- Audience 



MON.-FRI. 
7 a.m.- 
12 noon 


MON.-FRI. 
12 noon- 
5 p.m. 


SUN.-SAT. 

6 p.m.- 
1 2 midnight 


WKZO-TV 


80%t 


85% 


62% 


B 


31 %t 


15% 


38% 



^Adjusted to compensate for the fact that neither station 
was on the air all hours. 

NOTE: Sampling was distributed approximately 75% in 
Grand Rapids area, 25% in Kalamazoo area. 



-TV-, 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS- KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS- KALAMAZOO 
KOLN — LINCOLN. NEBRASKA 
KOLN TV — LINCOLN, NEBRASKA 

Attocidt«d with 
WMBD — PEORIA. ILLINOIS 



YOU NEED WKZO-TV 
TO GO OVER IN 
WESTERN MICHIGAN! 

WKZO-TV, Channel 3, is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids — serves more than 
406,922 television homes in 29 Western Michigan and 
Northern Indiana counties. This is a far larger television 
market than you'll find in and around many cities two and 
three times as big! 

January '54 Hoopers, left, credit WKZO-TV with 63.2% 
more evening viewers than the next Western Michigan sta- 
tion — 158.1% more morning viewers — 466.6^ more after- 



noon viewers 



(100,000 WATTS— CHANNEL 3) 





OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



'Cornelius II armerdam of the San Francisco Olympic Club set tin's world's record on May 23, 1942. 
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1954: u. s. tv in nearly two out of three homes 

Here are some of the important questions you will find answered in the 9 pages of this report 

Q B .How mi a it 17 tv homos are there today (and what % is this of U.S.)? ........ page I 

Q a Hole many multiple-set tv homes are there? P**g e - 

Q B What are socio-economic differences between radio and tv homes? page 3 

Q. How does tv viewing vary with the time of day? .page 4 

Q B is tv affectetl by seasonal variations in viewing? ....... •» 

Q B What's the audience composition of tv at irarying times? . . I'«<yt* •> 

Q. WhaVs the cost-pev-1,000 of network tv show types? . P«ge 7 

Q. What are some typical talent-production costs for network tv shows? P«ge 
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1. How many tv homes are there today (and what percent is this of the U.S.)? 



SOURCE: NBC TV Research, Ma, ^48 ard I May 1954 

(i!S% of tint nation's homes can Uv rvuvltvtl by tvlvvlslmt 



i 




1948 





30,000,000 63% 



1954 



For every one tv set in the U.S. in 1948 — just six years ago this 
summer — there are 1,000 sets today. According to industry estimates 
tv has accounted for more sales in the past four years than any 
other basic appliance. Television has changed the pattern of Ameri- 
can home life (more home entertainment; fewer outings to movies, 
clubs) and has created a whole galaxy of star names, from Jackie 



Sleason to Jack Webb. Figures above reflect tv growth in new 
areas; some 8.000,000 homes in these areas were added to the 
national video audience in the past year. Tv growth, now reaching 
near-saturation in some areas (in cities with more than 500,000 
homes some 85 r c have tv) is slowing, but is expected to spurt 
again as colo- tv receivers (see chart page 120) are purchased. 



2. How is tv distributed in the U.S. by key geographical areas? 



SOURCE: A. C. N'e'sen Co. Apr 1954 



All radio 
homes (000). 
including 
those 
having tv J 




EAST CENTRAL 



8,014 




WEST CENTRAL 



9,145 



57.9% 





10,139 



5,445 



5,294 



4,865 



3,752 



TV BASICS 
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3. How are television homes distributed according to city size? 



SOURCE: NBC TV study "Television's 

HOMES IN CITIES WITH POPULATION OF 


Daytime Profile" 

TOTAL 
HOMES 


TV 
HOMES 


NON-TV 
HOM ES 


1,000,000 and over 


13,4% 


18.1% 


7.2% 


250,000-999,999 


12.3% 


15.7% 


7.5% 

1 IU /l/ 


50,000-249,999 


11.8% 


13.0% 


10.1% 


2,500-49,999 


24.4% 


22.7% 


26.6% 


Under 2,500 ..... 


.... 38.1% 


30.5% 


48.6% 



All homes 100.0% 100.0% 100.0% 



IHstribntion of tv heavier 
in major metropolises 

The chart at left compares the proportion of 
U.S. homes located in cities of varying pop- 
ulation with the location of television sets. 
There is a higher concentration of television 
homes in the larger cities. While 1 3% of 
the population is found in cities of 1,000,000 
population and more, 18.1% of all tv homes 
are found in cities of this size. In the small- 
est U.S. communities, cities of under 2,500, 
38.1% of the U.S. population resides. There, 
however, are found only 30.5% of all U.S. 
television homes. 



■ 



4. What percent of television homes are able to receive more than one station? 



SOURCE; A. C, Nielsen Co., January 1954 



85% of U.S. tv homes receive 
more than one television station 

The chart at right was compiled by A. C. Nielsen Co. 
for January 1954. Since more stations have come on the 
air in the intervening months, the pattern has shifted even 
more sharply toward a situation in which viewers have a 
choice of television programs. While no single market 
has more than seven channels specifically assigned to it, 
2% of the population is shown here receiving nine to I I 
stations. This is accounted for by sets located between 
major centers which are able to receive signals from sev- 
eral markets. The majority of sets, however, are those 
served by three or fewer stations; 55% are able to re- 
ceive one to three television stations. 



NUMBER OF 
STATIONS RECEIVED 


PERCENT OF 
TOTAL TV HOMES 


1 


15% 


2 


12% 


3 


28% 


4 


13% 


5-6 


6% 


7-8 


24% 


9-11 


2% 


100% 



5. Is a trend toward multiple-set tv homes developing? 



SOURCE: See below 

NEW YORK 




have two or more sets 



Study by Advertest Research in New 
York metropolitan area showed over 
9% of homes had two or more 
television sets in working condition as 
of month of survey in May I954. 



Arizona State College study for 
Phoenix stations (KPHO-TV, KOOL- 
KOY-TV, KTYL-TV) showed 3.3% of 
homes in Greater Phoenix area have 
over one television set, January I954 



PHOENIX 




3.3% have two or more sets 



6. How do tv and radio families compare on a socio-economic basis? 



Sv_ ^CE: A. C. Niesen Co., January 1954 



COUNTY TERRITORY AGE OF OLDEST 

SIZE CHILD 




HIGHEST 

FAMILY SIZE EDUCATION 




TV RADIO TV RADIO 



Gaps between tv ttittl rutlio iumilies imrrow 

A few seasons ago, when tv sets still cost $400 and up, the tv home 
was far more likely to be an upper-middle class (or higher) family. 
Today, with set prices having tumbled, and tv having spread into 
almost two out of every three U.S. homes, the gaps between tv 
homes and radio homes are growing smaller. In other words, when 
you talk of tv homes in metropolitan areas you are in effect talking 
about radio homes, and you are comparing tv with itself. 

However, there are still some important socio-economic differences 
worth noting in planning fall 1954 advertising: 

LOCATION DIFFERENCES: You still can't blanket the country 
with tv, no matter how you try. Radio is distributed almost evenly 
in all counties and major territories; tv is concentrated more in the 
most-populated counties (since these make up metropolitan markets) 



OCCUPATION AGE OF 

(head of house) HOUSEWIFE 




TV RADIO TV RADIO 



us tv tjrtHCS throughout the U.S. 

and in the populous East and Midwest. 

FAMILY DIFFERENCES: In the general paltern of comparison be^ 
tween tv homes and radio homes there are slightly more large 
families (on a percentage basis; not in numbers) in the tv group. 
That's because tv was bought first by families with kids, later by 
one and two-person families, as tv grew. 

OCCUPATION DIFFERENCES: As tv grew, and moved downward 
in the penetration of the U.S. market from white-collar, middle- 
income families, the occupational gaps have narrowed. An ex- 
amination of the chart above will show that the differences in occu- 
pation (which have a close relationship with income and education) 
are not very startling between tv and radio homes. Latest growths 
have been in homes of manual workers. 



TV BASICS 
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WORLD'S TALLEST 
MAN-MADE STRUCTURE! 

KWTV 

OKLAHOMA'S NO. 1 TV STATION! 

NO. 1 IN HEIGHT— 1572-foot tower, tallest in the world! 

NO. 1 IN POWER— 316,000 watts! 

NO. 1 IN COVERAGE— will bring viewing to Oklahoma 

areas never before served by television! 

The first 35 feet of KWTV's massive tower (at left) swings into place. 
This section weighs 64,000 pounds. In the other picture workmen 
set the solid steel cap on a cluster of 21 porcelain insulators. The 
insulators are four inches in diameter. 

NOW is the time to start your (sales) building with KWTV. Ask us 
for the complete story! 



EDGAR T. BELL, Executive Vice Pres 
FRED L. VANCE, Sales_Manager 1 




5>K 



^ ^OKLAHOMA CITY 



AFFILIATED MANAGEMENT K0MA CBS 



REPRESENTED BY AVERY-KN0DEL, INC. 
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MM Television viewing habits 

1. How does tv viewing vary according to time of day? 



aC PCE. A. C N . on C Mar n r /54 



Total 1/.S. homes using lt> by hours of day 



1953 



1954 



Homes reached (000) 



1,981 



B387 



757 





4,747 



3.789 



5.738 



4,849 ■■it^™ 5.029 
* 4,375 4,510 




6A.M. 8 9 10 11 12 1P.M. 2 3 A 5 6 7 8 9 10 1 1 12 



2. How does amount of time tv homes spend with radio and tv compare? 

SOURCE: A. C. Niesen Cc 1953 and 1954 (Apri 1953-March 954 



Time tv homes spend with tv and radio 



TV HOURS 
PER DAY, 

APR. '53 TO 

MAR. '54 



4.88 



4.22 



3.77 



RADIO HOURS 
PER DAY, 

APR. '53 TO 

MAR. "54 



1.76 

1.66 1.55 



3.67 



3.82 



4.20 



4.72 



5.03 



5.19 



5.77 



5.35 



5.20 



1.46 1.48 




f.84 TtTI 1.79 LSI 1.94 




APRIL MAY JUNE JULY AUG. 
1953 

NOTK V\ "urvs arc w rcsu'd In (niello of whole hours, nut In hours axid minutes. 



SEPT. OCT. NOV. DEC. 



JAN. FEB. 
1954 



MAR, 



TV BASICS poo* * 



playing the 
percentages 
pap off in 
Hamburg 



WTPA 



MARKET: Ilarrishurg is the leading "Quality Mar- 
ket" of Pennsylvania .... first in per capita sales, -ce- 
ond in per ca))ita income, third in drug sales, fourth in 
automotive and total retail sales. 

RATINGS: 80% of the highest rated night time 
>hows are on WTPA .... 60% of the top daytime shows 
are seen on WTPA. A full time program schedule huild* 
ratings for shows, sales for advertisers. 

CIRCULATION: In May 1953. only 37% of the 
homes in Harrishurg could receive television .... in 
April 1954, 66% of all home* have television receivers, 
with 94% conversion to receive local stations. 

COLOR: 100% converted to network color since 
earlv in 1954, WTPA was the first station in Central 

Pennsylvania to transmit color By December 

1954. local color film and slide equipment will he in- 
stalled. 

PROMOTION: Every program is exploited to the 
fullest by all promotional media .... air announce- 
ments .... in daily newspaper advertising .... taxi 
eard> .... hillhoards and direct mail. 

••€»pri'.vc?iilcff by 
IfeacHcv-ReccI TV 



TELEVISION, HARRISBURG, PA 
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3. How does tv audience composition vary with the time of day ? 



. O RCE American Rr_ ear ! B eau, March 1954 

itmf ieiice composition, rieicvrx-pvrset: list* tltettt together 



MONDAY-FRIDAY 



MEN 



WOMEN 



KIDS ( UNDER 16) 



6-9 AM 29% 45% 26% 



3-6 PM 



14% .33% 



53% 



6 PM-MID. SUN. THRU 
SAT. (entire week) 



33% 41% 



26%. 



nlllmtiHUHKHIMIMH fllMIHIftllUlltHii 



VIEWERS-PER-SET 



2.2 




2.2 



2.7 



Chart above, prepared especially for SPONSOR by American Re- 
search Bureau, is based on a socio-economic cross-section of U.S. 
viewers, not just a random sample. It reflects viewing in urban and 
rural areas in every U.S. county within 150 miles of a tv signal, thus 
has great significance for tv-minded agencies and advertisers. ARB's 



James W. Seller, director, gives this warning however: "It's impor- 
tant to realize that audience composition must be used in conjunction 
with viewers peT set. There is a higher percentage of women in the 
daytime audience, for instance, but with a higher viewers-per-set at 
night that means more women per- 1 ,000-viewing-homes at night." 



4. What is the seasonal variation in television viewing in all U.S. radi 



% homes using TV 

60 



Daytime (9 a.m. to 6 p.m.) 



Nighttime (6 p.m. to midnight) 



50 
40 

30 
20 
10 



0 

APR 
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5. What types of shows were most popular this past season C53-'54)? 



SOURCE: American Research Bureau month y average rat ngs, Oct. '53 to May '54 
HANK PROGRAM NETWORK SHOW TYPE SPONSOR 



SEASON RATING 



1. I Love Lucy CBS . . . .Situation comedy Philip Morris 



2. Dragnet 



NBC 



Detective drama Liggett & Myers 



3. You Bet Your Lite 



NBC 



Quiz-comedy .Chrysler Corp., DeSoto Div. 



4. Talent Scouts CBS Talent search ...T, J, Upton 



63.1 



61.0 



53.6 



47.9 



5. Jackie Gleason CBS . ..Comedy-variety Nestle Co,, Schaeffer Pen; Schick 



46.4 



6. Milton Berle NBC ....Comedy-variety Buick Motor Co. 



44.7 



7. Life of Ri 



NBC 



Situation comedy Gulf Oil Co. 



43.1 



3. Godfrey and Friends 



CBS ....Variety-music 



Toni ; Frigidaire, CBS Columbia ; Pillsbury . 42.9 



9, Our Miss Brooks 



....CBS 



Situation comedy General Foods 



40.7 



10. Toast of the Town CBS . . . .Variety-music Lincoln-Mercury Dealers 



40.2 



The "top 10" figures above are for the entire l953-'54 tv season. 
The show type which appears most often is situation comedy with 
three of the top 10 shows falling in this category: "I Love Lucy," 
"Life of Riley" and "Our Miss Brooks." Show types with two entries 
each on the list were: comedy-variety and variety-music. Comedy- 
variety is used to designate the kind of program built around a 



comedian with his supporting acts. Variety-music is a less precise 
term since it ranges from "Godfrey and Friends" to "Toast of the 
Town." Of the 10 shows three are on film: "Lucy," "Dragnet," 
"Riley." ARB's top 10 for "52-'53: "Lucy," "Talent Scouts," "You 
Bet Your Life," "Godfrey and Friends," "Dragnet," "Comedy Hour," 
"Star Theatre," "What's My Line," "Show of Shows," "Miss Brooks." 



MBS (ApHl 1951-ApHI 1954)? SOURCE: A. C. Niesen Co. (Nielsen Television Index 1951 1954) 



Daytime (9 a.m. to 6 p.m.) 



Nighttime (& p.m. to midnight) 



% homes using TV 




r - NOV. DEC. 



JAN. FEB. MAR. 
1953 



TV BASICS, peg* e 



IBM Cost of television advertising 



1. What's the cost-per-1,000 homes of network tv programs by types? 

SOURCE: A. C. Niesen Co. 

Kr«'iiinr; unv<*-ti-*rvol& lialf-lumv shatv «'oni|i<i vistms (tint H't't'k.s oinlod III Vvhruavy lU.'tl) 

MYSTERY DRAMA 



$7.78 (24.5 RATING) 



TALENT VARIETY 



$8.44 (23.7 RATING) 



SITUATION COMEDY 



$8.78 (28 8 RATING) 



VARIETY MUSIC 



$9.03 (27.0 RATING) 



GENERAL DRAMA 



I $9.26 (26.1 RATING) 



GENERAL VARIETY 



$9.38 (26.0 RATING) 



QUIZ & AUD. PARTIC. 



$10.33 (19.1 RATING) 



QUARTER-HR. SHOWS 



$6.96 (14.2 RATING) 



ONE-HOUR SHOWS 



$10.96 (37.1 RATING) 



2. How much will color tv add to the cost of live b&w tv shows? 

SOURCE: J. L. Van Vollcen'ourg, president, CBS TV, speech at 4A's meeting, April 1954 



B&W SHOW, CIRCA 1958 (NIGHT Vi HOUR) 



NO. STATIONS 


TIME, CABLE COSTS 


TALENT. PRODUCTION 


COST-PER-M 


\i 100 




$58,000 


$25,000 




$2.31 






COLOR SHOW*, CIRCA 1958 (NIGHT V 2 HOUR) 






NO. STATIONS 




TIME. CABLE COSTS 


TALENT. PRODUCTION! 




COST-PER-M 




100 

•Sprn In hkw on r«i:ul*r si>u. in 


cnlur on 


$60,000 


$31,000 




$2.54 




color Mii'htrl 1 1 1, dudes $2. 100 for extra nhtai »l 
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In Youngstown, Ohio— the 32nd D.S. Marker-it's WKBN-TV.. 





r ■' 




.in network and 
programs 

.in local live 
programs 



im m major TV market! 



138,218 TV households — almost a half 
million viewers — naw receiving Channel 27 
(Based on the May 15-21, 1954 ARB) 

Of the two Yaungstown stations, WKBN-TV 
network and film programs are favorites. 
WKBN-TV has 4 af the first 5 ... 8 of the 
first 10 . . . 12 af the first 15 ... and 20 af 
the 28 programs rated 19.0 or better! 

WKBN-TV local live programs capture the 
first 9 positions . . . and take 9 af the first 10 
ratings! 





Program 


Station 


ARB Rating 


f. 


Polka Party 


WKBN-TV 


16.3 


2. 


Rucker's Rumpus Room 


WKBN-TV 


1 2.4 


3. 


Grizzly Pete 


WKBN-TV 


10.8 


4. 


Tip Top Clubhouse 


WKBN-TV 


9.7 


5. 


Local Edition News 


WKBN-TV 


9.1 


6. 


Rambling Reporter 


WKBN-TV 


6.7 


7. 


News, 6:30 p.m. 


WKBN-TV 


6.6 


8. 


This Week af Home 


WKBN-TV 


6.5 


9 


Sports-Weather 


WKBN-TV 


5.6 


10. 


Kitchen Korner 


Station B 


4.3 



(Source: ARB — May 15-21, 1954) 
'Source: 1954 SRDS Consumer Markets 



WKBN-TV Channel 27 

YOUNGSTOWN, OHIO 

FULLY EQUIPPED FOR NETWORK COLOR-CASTING 



2 
3 
4 
5 
6. 
7. 
8. 
9. 
10. 
I 1 . 
12. 
13 
14 
15. 
16 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25 
26. 
27. 
28. 



Program 

I Love Lucy 
Jackie Gleason 
Hit Parade 
Godfrey & Friends 
Red Buttons 
Dragnet 
Strike ft Rich 
Racket Squad 
Our Miss Brooks 
Toast of the Town 

• I've Got A Secret 

• This Is Your Life 
Beat The Clock 
Four Star Playhouse 
TV Hour 
Milton Berle 
Martha Raye 
Meet Millie 
Comedy Hour 
TV Playhouse 
Two For The Money 
My Friend Irma 
Place The Face 
Studio One 

Make Room For Daddy 
Playhouse of Stars 
Big Story 
Dollar A Second 



barton ARB Ratmg 

WKBN-TV 44.3 
WKBN-TV 
Station B 
WKBN-TV 
WKBN-TV 
Station B 
WKBN-TV 
WKBN-TV 
WKBN-TV 
WKBN-TV 
WKBN-TV 
Station B 
WKBN-TV 
WKBN-TV 
WKBN-TV 
Station fci 
Station B 
WKBN-TV 
Station B 
Station B 
WKBN-TV 
WKBN-TV 20.5 
WKBN-TV 20.0 
WKBN-TV 19.7 
WKBN-TV 19.5 
WKBN-TV 19.5 
Station B 195 
WKBN-TV |9.o 



36.1 
31.6 
30.5 
27 6 
27.0 
26.5 
25.9 
25.6 
25.3 
23.8 
23.8 
23.5 
22.7 
22 5 
22.5 
21.7 
21.6 
21.6 
21.6 
20.5 



(Source ARB -May 15-19, 1954) 
RePreSenfed Na ""°-'" "V P.-I H. Raymer Co 

CBS • DUMONT • ABC 
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3. What are some typical talent-production costs for network tv shows? t 



SOURCE: Network Tv Com para graph wh.ch appears n a fernate ssues 

h Y&Ti:it\-cniui:-ititA ha 

THE WEB $11,000 

ROCKY KING $9,800 I 

PLAINCLOTHESMAN ................. $8,000 

MAN BEHIND THE BADGE 514,000 I 

MARTIN KANE $14,000 

SUSPENSE .. .$13,500 | 

DANGER .......$10,000 

MAN AGAINST CRIME (film) .... ..$26,000 

BIG TOWN (film) .$21,000 

JUSTICE $17,500 

DRAGNET (film) .$25,000 

MARK SABER (film) $9,000 



.SITI ,1'HO.V COMEDY 

I LOVE LUCY (film) $35,000 

MR. PEEPERS $19,000 

BURNS & ALLEN (film) $25,000 

MEET MILLIE (film) $20,000 

I MARRIED JOAN (film) $23,000 

MY LITTLE MARGIE (film) ..$22,500 

MAMA $22,500 

MY FRIEND IRMA $28,000 

OUR MISS BROOKS (film) $26,000 

THE GOLDBERGS $18,500 

Ci i:\EKAL I>IM»I,1 



GOODYEAR PLAYHOUSE) n9 nnn 

PHILCO PLAYHOUSE ) ^' uuu 

ROBERT MONTGOMERY $35,000 

FIRESIDE THEATRE (film) $20,000 

KRAFT THEATRE $20,000 

FORD THEATRE $23,000 

LUX VIDEO THEATRE ......$20,000 

SCHLITZ PLAYHOUSE (film) ...$26,000 

YOU ARE THERE $20,500 

♦All tlk'ures iffi-r to uei'kl> ■ i-vtpi where oilivrulsi' Imllmtcil. 



of SPONSOR. These represer- 53- 54 season prices 

,u im:\cb: imim/c. m paxee 

WHAT'S MY LINE? .. $9,500 

I'VE GOT A SECRET $8,000 

THE NAME'S THE SAME ..... $7,500 

PLACE THE FACE $11,000 

DR. I. Q $4,000 

BREAK THE BANK . ...$12,500 

TWO FOR THE MONEY ...$12,000 

STRIKE IT RICH .... $8,500 

NAME THAT TUNE .$12,000 

DOWN YOU GO $6,000 

DOLLAR A SECOND .$10,500 

\ AUIETY-COMEDY 

SAT. NIGHT REVUE (per 30 min.) .S1 5,000 

TOAST OF THE TOWN $30,000 

GODFREY'S FRIENDS $45,000 

JACKIE GLEASON (total hour) $72,000 

COLGATE COMEDY HOUR .$70,000 

DAVE GARROWAY SHOW. ........... .$25,000 

SERIAL Hit AM A 

LOVE OF LIFE , $8,500 

SEARCH FOR TOMORROW . $8,500 

GUIDING LIGHT ....... .$10,000 

HAWKINS FALLS (per >/ 4 hour) ........ $3,500 

SECRET STORM ...$10,000 

Jl \ EM EE SHOWS 

DING DONG SCHOOL (per 30 min.) , $1,160 

HOWDY DOODY (per 15 min.) $1,600 

SPACE PATROL $6,500 

SKY KING (film) $19,000 

jVOTF: Prices for many film shotcs are not 
actual cast of production, bat represent the av- 
erage cost per shoic t>rer the full season, includ- 
ing both originals and reruns. Resulting price 
per show may be only 50-70% <»/ real produc- 
tion ros/. 



! 

i 
i 



HEI'IIIXTS OE TV II ASICS are available on request. Special price for quantify orders 
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Vice President, Walter Hagfcw-Colf, Division 
of Wilson Sporting Goods Company, says: 

"To me, the most significant characteristic 
of the Grand Rapids area — is growth. 
That characteristic was evident when tve 
established our business here in 1939. 
It is just as evident today in every economic 
direction. W OOD-TV is the natural 
outcome of this sound, area development . . . 
and will be a potent factor in its 
continuance." 





WOODIand-TV is big territory! 



In growth — Walter Hagen Golf is a typical 
Grand Rapids industry. Production has in. 
creased to approximately half a million clubs 
a year. In golf — it's unique. Walter Hagen 
equipment is sold only by golf professionals. 
It's made by golfers, too! But that's not sur- 
prising in WOODIand-TV ... an area famous 
for fine courses. 

In summer, WOODlanders share the fairways 
with millions of tourists — who spend an 

*U.S. Department of Commerce 



estimated $200,000,000* in Western Michi- 
gan annually. Retail sales skyrocket — in 
the primary Grand Rapids area; in Muske- 
gon, Battle Creek, Lansing and Kalamazoo. 

And this rich market is all yours, with 
WOOD-TV — first station in the country to 
deliver 316,000 watts from a tower 1000' 
above average terrain. For top coverage of 
Western Michigan — select WOOD-TV — 
Grand Rapids' only television station! 



WOOD-TV 




GRAND RAPIDS, MICHIGAN 

GRANDWOOD BROADCASTING COMPANY • NBC, BASIC ; ABC. CBS, DuMONT, SUPPLEMENTARY • ASSOCIATED WITH WFBM-AM AND 
TV. INDIANAPOLIS. 1ND. • WFDF, FLINT. MICH.. WEOA, EVANSVILLE, 1ND. • WOOD-AM. WOOD-TV. REPRESENTED BY KATZ Al=E' 
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IV Television's bit tings 



1. How much money (gross) has been invested in net tv ('49-'54)7 



SOURCE: Publishers Information Bureau 



NETWORK 




1949 


1950 


1 951 


1 952 


1953 


1954 
First 4 Months 


$1,391,991 


$6,628,662 


Tl8i5857911~ 


$18 3R3 nn3 


$21 110 680 

V 4. 1 1 1 1 UjUUU 


$10,478,129 


53,446,893 


$13,011,831 


$42,470,844 


$69,058,548 


$97,466,809 


$4? Q8f1 081 


$955,525 


(No report) 


$7,761,506 


$10,140,656 


$12,374,360 


j 

$4,827,665 


$6,500,104 


$21,185,692 


$59,171,452 


$83,242,573 


$96,633,807 


$41,642,160; 



YEARLY TOTALS 




jW/ $12,294,513 
/ffiP? $40,826,185 



ZffiT/ $127,989,713 
1952] $180,794,780 




$227,585,656 



2. How much money have advertisers spent for spot tv time ('49-'54)? 



SOURCES: Federal Communications Commission; SPONSOR estimates 

100 ^M^MMBMB 

75 



50 



25 






100 



75 



50 



25 



1949—57,775,013 1950—525,034,000 1951—559,733,000 1952—580,235,000 1953—5100,000,000' 

iv.llar (Inures show national spot revenues of stations AFTER trade discounts of fre- "SPONSOR estimate based on television Industry »ml rep forecasts, 

quenry and dollar volume: ItEKOUK rnmmlsslnns to reps, agencies, brokers. 
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SEARCHING? 



INDIAN4 




OHIO 




This is WAVE-TV's coverage 
area, based an engineering 
studies and mail response. 



KENTUCKY 



If you're searching for the biggest TV AUDIENCE 
in Kentucky and Southern Indiana — 
ASK YOUR REGIONAL DISTRIBUTORS! 

Go ahead! — telephone your distributor in Louisville- 
then in Evansville (101 air miles)— 

then in Lexington (78 air miles). 

Ask each "What TV stations do your neighbors prefer?" 
The calls will cost you a few dollars, but may save you many! 



WAVE-TV 



CHANNEL 



3 



LOUISVILLE 



FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 
NBC SPOT SALES, Exclusive National Representatives 
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SEND FOR NEW LIST OF, 7/5 KEYSTONE STATIONS, COMPLETE MAPS OF NIELSEN COVERAGE AND KEYSTONE'S TV SUPPLEMENT 




Want to Build Your Own Radio Network? 



Trouble with wired network advertising sometimes 
is that it covers you where you don't need it and 
leaves you bare where you could use a blanket. Us 
. . . why we have a network that's as flexible as a 
pair of hollow legs filled to the knee caps with Old 
Grandad. Flexible enough? You can build your own 
network. It's simple. List the markets where you 
want strong, complete coverage . . . extra merchan- 



dising arms and legs to tell and sell the dealers , . % 
to get displays onto and into the windows. 

We'll take your list and furnish a network that 
will prove to you that Keystone is the most radio- 
active network in America and the most flexible. 
Call us, write us, wire us. We'll help you build your 
own radio network to follow your specific sales 
pattern . . ."tailor-made" for your markets. 



•write, WIRE OR 

CHICAGO NEW YORK 

111 West Washington St. 580 Filth Avenue 

STite 2-6303 Plizi 7-1460 

LOS ANGELES SAN FRANC 

1330 Wilshne Blvd. 57 Post Street 

Dunkirk 3-2910 Suiter 1-7440 



INTAKE YOUR CHOICE 

A hondful of stations or the network . . . 
o minute or o full hour . . . it's up to 
you, your needs. 

P*""*MORE FDR YOUR DOLLAR 

No premium cost for individuolized pro- 
gromming. Network coverage for less 
thon "spot" cost for some stotions. 

k^ONE ORDER DOES THE JOB 

All bookkeeping ond detoils ore done 
by KEYSTONE, yet the best time ond 
ploce ore chosen for you. 




BROADCASTING SYSTEM, inc. 



THE VOICE 



■ 

\OF HOMETOWN 



AND RURAL AMERICA 
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SPONSOR 





Tliis rfi'Mfirirnyroph upprMir-* rr^ut.trl-t/ in uttvruufr 



RADIO COMPARAGRAPH OF NETWORK PROGRAMS 



Nighttime J. SI July 1954 
FRIDAY I SATURDAY 




THOUGHT FOR FOOD 

merchandisers 

Week by week food advertisers 
prove, with renewals, the 
effectiveness af the guaranteed, 
consistent, chain-wide 

WPEN-PENN FRUIT Co, 
merchandising plan, Band Bread hos 
renewed far a third cycle; 
Brock's Frozen French Fries for a 
second cycle, as has La Raso 
Spaghetti Products and 
Wilson's Ideal Dog Faad . , . and now, 

also, Endust, Mrs, Schlarer's 
Mayonnaise and Mission 



Beverages have joined 

PAT & JACK 



SHOW 



9:05 to 10:00 AM DAILY on 

THE PERSONALITIES STATION 



WPE 



Represented nationally by Gill-Perna, Inc, 

JV» York Clticago San Frjnrtsco Los Angeles 



f* nnd explanation* ta help yon use tM* chart 



Sp»Mx«ir* (»*!«*■! alpltabelu nlly irilh agency nnd lime on air 



3*+t taint ■ rid produfllor 
lloduda lh» IS* a»«v 
d«lanai*d inula Tor af 



, 4t nm IMIuili 
mmlalrn) U> ihi 



rtl». 



i Cm 



1 Him 



Clndru 



Mundarl. 
: 11, Unllrooud, 



r ABBREVIATIONS; C, CMrii 
'n-lianiiwlft,- Mo, .Mlorw.palli 
ulu wunintun, I' C. ; Vai 
I ABO R E VI ATI ON*; 



miooiabi; 



. TIIA. 



■ DrR| Crwktr: real HS90»I far B 
Bnaklatl Club, M V I'- 
l.tllrnli'HI. Ilill'a. rhti 



JAVT. Tun I. 



JW 



l(i-lfcr 



- 10 IJ-'JO Bm 
AFalL. Furmiu. rtlnti; M US. MF III' 10:11 Dm 
Alllt-ChtlHirt, B a (llltloj: NBC. Bll 1-1 -JO 0m 
AmaM Rirfrlp., Ml»r», U-t A MUlhlUC CBB, Tu 
S R SO nm 

Amr. Oalf> Aim., Pampbtll-Mlthua: NBC, F 
I 90 S Om 

Amrr Hwi Prad*., Jitin F Slurraj- CBS. M P 
I2JD-1 pro. MliS, M W 7 30 IS «a; NilC, 
all ilui S-SJO nm 

Antr. Oil Ca. J.« liaU I'll- M I ! IS 1 [tin ., 



Phv PI 

: Cuit< 



iilaj hmulfuf I* ullo onjj I 
IS (Sii'milmt. ariair.ni. NIC. oihai (»i»u: I 
F S-S:30 pm 1FDI In P.«. «nd War. M«l HUH., 



Anio' Sslflj Raj<», SM 



i rirl 



,\UC. 



frill* 



t*m m . Mary ortitnalaa WaihlDjlon. 4M ititlnrij I 
tLtrn IlnUu per piii.rlpailpD i'»r 'C Dn,OT ','*''".„ 
ohnaMi. R nawa tirtoi io'I « pirkan, tlmr an 



Mult I- H;iU|l Pli 

' " "' lU-Oo'd 



or s 



iilmt i«s,oon ■ *ac*L 
b* Uarrlai, HF 0:40- 
■mtPB K ar alla&lliUr- - 
minimum at partlr, a ^waaai at 

Oh r ai.. U 'li h £jn Prn 'p-^ E b? ""^I* 
ial» plan if. I— U Ilw... RfcB, HuJnUl KaJfi. KfcK, 
" ru ta addition to ihw. amli^ad an oloaiad on mi ii^™ 



Flbaar 



AnhtutH.Uuaih, D'Arrj AltC, H F pm 
AMimnllaa at Gad, W, F, B>nnatl. A11C, Sun 

103011 on 
Bouir «. Black, llumnl ClI*. P ] HO- 41 Pn 
Ball Telaahana, Aw NBC, U t-*:l* Cm 
BoltatM, Ollan It Drmfiar ADC, Boa O^E IO pm 
Blllf Graham, W P Paitnitl ABC, Hud I JO- ■• pm 
Brldgrpwl Brut, Ifianr.l. MltC T. Th 1 ■ cm 
1-Mnn, IH'MM RUS I- « SO t'j pin; YAH 



(Jllfi 



■ ll F 10 



a is . 



Jardio Stoat!*]' 



BuiurOeld'. ABC, 



Campma Sal it Co, Willtm Kiirryvllenly CBS, 
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YO U 



W/W CARSON, . , 



vV'H'-rii'ii's lop ranking advertisers 
placr lime in Carson's party morning 
"Itrrakfasl a la Carson". 



jam srm/ts... 

Wimwr of 195,1 Cl<*wtaiwl A ITU A 
Award anil Erm.i lVuclz Nat i una] 
Award for outstanding aeliii'vemcnl 
in lliw finest nf women's programs. 

BRoa Mcdonald... 

Kor rlcvi ii years I truer McDonald's 
JNewn Show on WJW lias held an out- 
standing sales and hiiintMir rreuid. 



Moondog . . . 



S<-1». new reeimls with his persona 
appraraners , . , reri'nlly allraeh'd 



TODD PURS£... 



Miisir.il fiutlmrll}' who mii> up new 
husinff.f> with a dise show for all ftp' 



ON 

CLEVELAND'S 



f STATION 





5000 W U I I BASIC ABC 

WJW BUILDING CLEVELAND 15, OHIO 

REPRESENTED NATIONALLY BY H-R REPRESENT AT IViS, INC 





On the Washington scene. 



Her 
column 
tops 
'em all! 



You might not think it, to look at slim, 
diminutive Elinor Lee . . . but she's one of 
Washington's best-known, most influen- 
tial women. For one thing, she's food 
editor-columnist of Washington's largest 
newspaper, The Washington Post and 
Times Herald. For another, she's the dean 
of women broadcasters in the capital, 
with an award-studded record of more 
than 25 years as a dietician, homemaker 
and consumer service expert. (One of her 
WTOP shows was sponsored by Potomac 
Electric Power Co. for 11 years!) 

But what's most important . . . her daily 
column of the air, "At Home with Elinor 
Lee," is (by a wide margin) Washington's 
highest-rated women's program, month 
after month, year after year! 

If Washington women interest you (and 
remember that we have the highest 
major-market family income in the na- 
tion here) , reach them with Washing- 
ton's most interesting woman, WTOP 
Radio's Elinor Lee. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 



Each frame — each scene in the print must be perfectly matched to assure an out- 
standing film production. Leading producers, directors and cameramen know that Precision 
processing guarantees that individual attention. 

Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 
results to each Precision print. Even more important, continuing research constantly 
improves techniques that are already accepted as unequalled in the field. 

In everything there is one best . . . in film processing, it's Precision* 




FILM LABORATORIES, INC. 

2 1 WEST AS #1 S T R, ■£ E T NEW Y 6 R K 3 6 ,, N.Y, 




A division of J. A. Maurer, Inc. 
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SPONSOR 



FILM REPRESENTS OVER HALF OF LOCAL PROGRAMING 

Here are some of the important questions you will find answered in the six pages of this report 

Q What percent of all local programing is on film? page I 

Q ^ What type of film do statiotts use? page 2 

Q How much nighttime network programing is on film? . . .page 2 

Q ^ Hon? biff an atidtettee can reruns of film shows get? page 3 

Q ^ Hots? many episodes in a season's film cycle are missal? page 4 

What do station men think of reruns? page 4 

Q How much time is left for film outside network hours? page 5 

Q ^ What should yon look out for in buying film? . page G 
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Jf The extent film is used in television 



1. What percent of total programing hours of tv stations is on film? 

SOURCE- Questions 1-4 on these pages are answered by charts adapted from NARTB 1954 report on f m. NARTB surveyed 120 ty stations 
perat'ng before 15 May 1953 in marl<efs of varying size, Week surveyed was 7-13 June 1953 60 stat'ons replied. 



STATIONS REPLYING 


TO QUESTIONNAIRE 




. LOC 

•i LIVE 
HRS. 


,AL* , 

•o FILM 
HRS. 


ALL 

LOCAL HRS. 
(TOTAL) 


NETWORK 
HRS. 


Group 1 


S si <lli oils III 


mink i ts 


lip to .10,000 If families). . , , p , , 


.,18.1%. 


.45.9%. 


..64.0%.. 


36.0% 


Group 2 


(!) si ill mils ill 


marii Is 


of .")d-l.~>0,000 ft' families) , , » , , „ 


..22.4%. 


.23.4%. 


..45.8%.. 


54.2% 


Group 3 


('2s stations iii 


iliailet.\ 


of laU-.HKI.OGO It families) , 


..21.0%. 


.25.3%. 


.46.3%., 


53.7% 


Group 4 


((i stations in 


III (lilt Is 


of 500,(100 1,1)00,(1011 tr familirs) 


..22.6%. 


.32.1%. 


..54.7%.. 


45.3% 


Group 5 


( !• stations tit 


Mtirlrt* 


of 1,000,000 or more tv families) , 


..31.9%. 


40.4% 


..71.8%.. 


28.2% 



Many admen have wondered just how much time tv stations devote 
to local-level film programing of all types. The answer is contained 
in the NARTB-compiled chart above; it may be a surprise to many. 
All stations do more film programing percentagewise than live, re- 
gardless of market size. Oddly enough, stations in the largest mar- 

M'eii'i-nUKiN m Uiesv tui> rulumns are of lutal i>mEi amliiK hours 



lets have almost the same percentage of film programing as sta- 
tions in the smallest tv cities, due usually to the fact that they 
go on the air earlier and stay on later. "Film" programs above 
include syndicated program series, feature movies and Westerns, 
short subjects, newsreels, "free" tv films 



. How many hours of local programing by tv stations are on film ? 



SOURCE: See question I, 



STATIONS 


REPLYING 


LIVE LOCAL 

H RS. 


TOTAL 
FILM HRS. 


Group 


1 


stations. . . 


,...10.37 


26.54 


Group 


2 


stations 


21.43... 


22.39 


Group 


3 


stations 


23.20... 


...28.03 


Group 


4 


stations 


....24.01... 


34.02 


Group 


5 


stations 


....32.50... 


....42.20 



Mitre "prof/ram" hours mean more "film" hoars 

As chart at ieft shows, the bigger the market the mere hours ptr 
weelc stations are on the air. Bu* even though the largest tv outlets" 
in the largest markets air more than twice as many program hours' 
as the smallest outlets, film shows continue to play an important role, 
exceeding live programs in number of hours in every case. Thus, 
local film programing is ahead on two counts: (I) the percentage of 
local time that is devoted to film; (2) the number of local fil.n 
hours as compared with rhe number of local live hours. 



3. What percent of all local programing does film represent? 



SOURCE: See question 

STATIONS IN 



Group 1 

% 



72^ 



STATIONS IN 

Group 2 

51% 



STATIONS IN 

Group 3 

54% 



STATIONS IN 

Group 4 

59% 



STATIONS IN 

Group 5 

56% 



This chart again shows that stations find film a low-cost, profitable form 
of local programing. Stations in every size markets use film for 
better than half of their local programing. Stations with the smallest 
coverage area rely on film more than any other size station, 



programing an average of 72% of all local origin telecasts with 
film. Next heaviest film users on a percentage basis are stations 
in markets of 500,000 to a million tv families. These stations 
use film for 59% of their entire local programing hours. 
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Bell System technicians testing transmission of the 
color signal over radio relay facilities. 



The color camera can pick up the slightest change in 
an actress' complexion. But unless the radio relay and coaxial 
cable routes that carry this picture are specially equipped, 
her blush would never reach the nation's screens. 

It is a big job to install new equipment, necessary for 
color transmission, along thousands of channel miles in the Bell 
System network. Personnel must also be trained in the 
new techniques of transmitting color signals. 

But the work is well under way, with facilities now serving 
an increasing number of cities with color television. 
The Bell System will keep pace with the industry's needs for 
color television networks. 



BELL TELEPHONE SYSTEM 

PROVIDING TRANSMISSION CHANNELS FOR INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW 
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4. What type of film do stations use (by weekly hours and percent)? 



SOURCE See que U .n !, 



SHORT SUBJECT FILM SHOT 

FEATURE FILM HRS. SYNDICATED FILM HRS. FILM HRS. BY STATION FREE FILM: 



Group 1 stations 12.04 (44,8%) 9.41 (36%) 1.55 (7%) .08 ( ,7%) 3.07 (11.5%) 



Group 2 stations 9.26 (41.7%) 8.33 (37.7%) 1.33 (6.8%) .55 (2.6%) 2.32 (11.2%) 



Group 3 stations 12.57 (46.3%) 10.53 (38.8%) 1.50 (6.5%) .11 ( .6%) 2.12 ( 7.8%) 



Group 4 stations 21.27 (63.1%) 6.40(19.6%) 3.10(9.3%) .29(1.4%) 2.16(6.6%) 



Group 5 stations 29.03 (68.5%) 7.30 (17.7%) 3.58 (9.4%) .26 (1.1%) 1.23 (3.3%) 



5. How much nighttime network programing is on film? 



SOURCE: SPONSOR'S Comparagraph of Network Tv Programs for May 1954 



NETWORK 


LIVE HOURS 
WEEKLY 


FILM HOURS' 
WEEKLY 


TOTAL HOURS 
LIVE & FILM 


% FILM IS OF 
TOTAL 


ABC 


17'/ 2 


VA 


25 


30% 


CBS 


22!/ 2 


4 


m 


15% 


DTN 


15/4 


0 


151/4 


0% 


NBC 


19/4 


53/ 4 


25 


23% 



* Does not include shows which are partially film. 
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6. How many nighttime half -hour shows are on film? 

SOURCE: SPONSOR'S Comparagraph of Network Tv Programs for May 1954 



niiiim ihiih.h ii< iiiiiiiiiiMHimmmiiiiiiiiiiintiiinmiiiiiiiiiimiiiiiiiiiiiiiiiiH 
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NETWORK 


TOTAL NO Vi-HOUR 
SHOWS WEEKLY 


NO. ON 
FILM' 


% ON 
FILM 


ABC 


30 


15 


50% 


CBS 


36 


00 


22% 


DTN 


18 


0 


0% 


NBC 


13 


11 


31% 


* Does not 


include shows which 


are partially film. 





26% of it t if It t half-hour shows are film 

A comparison between the proportion of half-hour shows on 
film and total nighttime programing on film shows the strong 
trend on networks to half-hour film shows. Live night- 
time variety shows and hour dramas lower the percentage of 
film programing in total nighttime network programing. 
ABC's ratio of film to live among half-hour shows is 50% 
film; of total nighttime programing, 30% film. CBS has 22% 
of half-hour nighttime shows on film, 15% of all programing; 
NBC has 31% of half-hour nighttime shows on film, or 
23% of total nighttime programing. Du Mont is the only 
network that programs live only. 
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EXPERIENCE PROVES 






FTER 
TIME / 




Here's what WREX-TV advertisers report: 

"My seven three-minute spots really moved the Falls Roto 
Clipper. It was necessary to reorder to fill a waiting list*." — l| 
M. Singer, National Appliance & Television,. 

"You sold us out of many sizes in saddle shoes, and we advertised -them 
only on WREX-TV." — W. Ait ken, Mgr. Big Shoe Store. 

J can say the results from my program were fantastic . . ." — H. A. Green- 
berg, Harry's Hobbies. 

"We were amazed at the impact of WREX-TV upon the market 
. this impact reflected itself on the acceptance of our -™ 
product."-C. Maslen, V.P., Keig-Stevens Baking Co. 



<"»rra- .1 «" " If. _ 




47,000 WATTS E.R.P. 
NETWORK AFFILIATIONS ABC 
SERVING THE ROCK FORD-MAD I SON 
AREA 

CONSULT H-R TELEVISION, INC. 
NATIONAL REPRESENTATIVES 
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II IterutBM af film programs 

1. How big an audience can reruns of film shows get? 

SOURCE, A. C. Nielsen Co. Ana ys.'o of Repeat Films, December 1 953 ■ done for ABC, CBS. NBC f'.m a v'sionss 




S ii 111 111 <• r rutinus of film reruns higher than shows run for first time in summer 

SHOWS WHICH HAVE FILM RERUNS CONTROL CROUP WITH NO RERUNS (fnr companion) 



WINTER: Hating* t or orig 
ina I run (if libit, shows 



SUMMER: Hat inns for re 
runs of same shows 



AVERAGE DECLINE- 
5.9 rating points 



WINTER: Ratings for con- 
trol group of shows 



SUMMER: Hating* replace- 
ment shows run first tjnu- 



High Show: 


46.7 


High Show: 


40.9 


High Show: 


56.6 


High Show: 


39.4 


Low Show: 


12.9 


Low Show: 


14.6 


Low Show: 


13.3 


Low Show: 


12.0 


AVERAGE ALL: 


33.9 


AVERAGE ALL: 


28.0 


AVERAGE ALL; 


31.6 


AVERAGE ALL: 


24.0 



AVERAGE DECLINE: 
7.6 rat ng po nts 



Share of amlienee film reruns hitjher than shows run for first time in summer 

SHOWS WHICH HAVE FILM RERUNS CONTROL CROUP WITH NO RERUNS (/or comparison) 



f 


V 


f - 




WINTER: Share of audi- 
ence of original run of 
film shows 


SUMMER: Share of audi- 
plies of reruns of same 
shows 


WINTER: Share of audi- 
ence of control group 
shows 


SUMMER: Share of audi- 
ence for replacement run 
for first time 


52.1 % 


52.2% 


48.4% 


10.2% 



The A. C. Nielsen Co. made a study of the audience that the 
original run of a film show commands during winter compared with 
a rerun of the show during summer. Nielsen than took a control 
group of shows falling into the same program categories as the 
film shows for comparison, checking the size of the audience these 



commanded as first runs in winter compared with their replacement 
shows in summer. Nielsen found (1) the average non-repeat show 
lost more rating points than the average film rerun in summer; (2) 
film reruns during the summer had a higher share of audience than 
original runs in either winter or summer. 



2. Is there a big audience loss when some people realize a show is a rerun? 

SOURCE: See question I, 

Average rerun loses less audience than summer first run shows 



SHOWS WHICH HAVE FILM RERUNS 

* 



CONTROL CROUP WITH NO RERUNS (/or comparison) 
<■. . 



WINTER: •', of audience 
of originn I inn of film show 
which stays tuned* 


SUMMER: >/ t of audience 
of renins of same shows 
which stays tuned* 


WINTER: '/< of audience 
of eontrol group which 
stays tuned* 


SUMMER: f ' f of audience 
of replacement shows which 
stays tuned* 


High Show: 97% 
Low Show: 75% 
AVERACE ALL: 90% 


High Show: 96% 
Low Show: 77% 

AVERACE ALL: 89% 


High Show: 95% 
Low Show: 83% 
AVERACE ALL: 90% 


High Show: 95% 
Low Show: 83% 
AVERACE ALL: 88% 



A further Nielsen study showed that more viewers stay tuned in to 
a film rerun after they realize that it's a rerun than stay tuned in for 
the control group of first-run summer replacement shows. The average 



of all rerun films tested commanded 89% of the audience, which 
stayed tuned in for 25 out of 30 minutes. The average replacement 
show from control group Vept 88% of viewers for that time. 
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3. Will viewers watch a rerun film show they've seen before ? 



SOURCE: Sec Question I 

% OF RERUN SHOW AUDIENCE WHO HAD SEEN THE EPISODE BEFORE 41% 

% FIGURE ABOVE IS OF AUDIENCE WHICH WATCHED THE FIRST RUN 34% 



Just as millions of Americans will go to a movie or a play more 
than once so millions of televiewers will dial the repeat episodes 
of a tv program they've enjoyed. As the Nielsen study of rerun 
programs indicates, an average of 41% of those homes tuned to a 
repeat film show have seen the show before . . . but watched it again. 



This figure compares favorably with the size of the original audi- 
ence tuned to the first-run of the program. An average of 34% of 
the viewers in the original audience, according to Nielsen, return 
to watch the repeat showings. Concluded Nielsen: "Use of repeat 
film shows does not significantly affect audience levels in tv," 



4. How many episodes in a season's film cycle are not seen by viewers ? 

SOURCE: A. C. Nielsen and CBS TV Film Syndication 

Nearly 90% of audience sees less <li«n 50% of shows 



PERCENT OF 
VIEWING HOMES 



2% 
10% 
24% 
64% 



NO. EPISODES 
VIEWED 

16-21 
11-15 

6-10 

1-5 



AV. NO. EPISODES 
PER HOME 



16.2 
12.5 
7.7 
2.2 



In a special study of a 21-weelc film cycle, A. C. Nielsen learned 
that only a handful of viewers — 2% — saw more than 16 episodes 
in the program series. On the other hand, most viewers missed 
a large number of episodes. Some 24% of the audience saw an aver- 
age of less than eight programs; some 64% saw fewer than three 
shows. The point: the first-run of a show, apart from all consid- 
eration of tv's steady growth in both markets and tv homes, does 
not exhaust a program's opportunity. And, as the chart above 
shows, even if they have seen a film show before when it's being 
shown in rerun the chances are good that the viewers will stay. 
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5. What's the judgme nt of station programing men about reruns? 

SOURCE: ABC Film Syndication Inc. survey of 80 tv stations, first quarter 1954 

Majority of stations carry rerun film series 



STATIONS CARRYING 1-5 RERUNS 75% 

STATIONS CARRYING 5-10 RERUNS 9% 

STATIONS CARRYING NO RERUNS 16% 



More than eight out of every 10 U.S. television outlets, including 
those in the largest and oldest markets, carry one or more rerun film 
shows. Reason: From the station's viewpoint, they often pull as well 
as, and sometimes surpass, the program's original tv rating. 



t , ; , .. ...... 



8. What else helps to account for the large rerun audience ? 

SOURCE: NBC TV Research Department 

91 % growth of tv in past two years means biy rerun potential 



1952 month-by-month tv set growth 



1953 month-by-month tv set growth 



1954 set growth 



Jan. 


15,777,000 


July 


17,832,200 j 


Jan. 


21,234,100 


July 


24,519,000 


Jan. 


27,812,000 


Feb. 


16,129,300 


Aug. 


18,354,300 


Feb. 


21,955,100 


Aug. 


24,895,000 


















Feb. 


28,500,000 


Mar, 


16,535,100 


Sep. 


_ 18,711,800 


Mar. 


22,551,500 


Sep. 


25,233,000 






Apr. 


16,939,100 


Oct. 


19,124,900 


Apr. 


23,256,000 


Oct. 


25,690,000 


Mar. 


29,125,000 


May, 


„ 17,290,800 


Nov. 


19,751,200 


May 


_ 23,930,000 


Nov. 


26,364,000 


Apr. 


29,495,000 


June: 


17,627,300 


Dec. 


20,439,400 


June 


. 24,292,600 


Dec. 


26,973,000 


May 


30,083,000 



f, 



Hi .Availability of lime for film 




1. How much local "film time" is left outside of network program hours? 



SOURCE- SPONSOR urvey A four major tv networks June 1954 



Itim L portions of burs below imftcftfc "network option*- periods 



A.M. 

8:00 

9:00 

10:00 

1 1:00 

Noon 

1:00 

2:00 

3:00 

4:00 

5:00 

6:00 

7:00 

8:00 
9:00 

10:00 
11:00 
12:00 

P.M. 



ABC 



CBS 



DTN 



NBC 



EAST 

ROCKIES MIDWEST 
PACIFIC 



EAST 

ROCKIES MIDWEST 
PACIFIC 



EAST 






Option time varies with netwurki As special chart above 
shows, there are some important variations between the major net- 
works as to what time slots are, and what are not, assigned as "Net- 
work Option Time" in station contracts. All four networks schedule 
the 7:30 p.m. to 10:30 p.m. period (local times) for network shows. 
Pattern in Midwest is the same, one hour earlier. But daytime pat- 
terns differ. NBC TV's and CBS TV's are roughly similar: ABC TV 
and Du Mont are identical but NBC TV varies notably with ABC's 
network pattern as does CBS TV with Du Mont. 

In general, national spot and local advertisers seeking to buy or 
place syndicated film shows on affiliates must look first to the non- 
network time periods as indicated above, particularly in the largest 
multi-station markets or in markets where the leading networks are 
represented with owned-and-operated stations. 

But there are exceptions. Networks have lately been seeking to 
clear the 10:30 p.m. to 11:00 p.m. (or later) slots for network pro- 
grams Such network shows as "Studio On<\" "See It Now" and 



"What's My Line" on CBS TV; "Greatest Fights," and "Private Secre- 
tary" on NBC TV; and "Name's the Same" and "Place the Face" on 
ABC TV will be aired this fall in what is technically "Station Time." 

At the same time, network affiliates (but not O&O outlets) in a 
number of large markets served by two or three outlets have not 
hesitated on occasion to "bump" network scheduling in Class A time 
to place an attractive spot film series. One national tv advertiser, 
for example, has spotted a mystery series in "network" time in such" 
markets as: Charlotte (9:00 p.m., Sunday); Minneapolis (B:30 p,m ; , 
Monday) and Atlanta (B:30 p.m., Wednesday). 

As one tv rep observed: "Apart from the O&O outlets, stations be- 
come very cooperative when you start to discuss a firm 52-week film 
contract. Spot tv means more money in their pocket." 

Network hours shown in chart above are "live" for the East and 
Midwest in almost all cases, are via kinescope in the Rockies and 
Pacific markets in the same local time slots as in New York. Very 
few shows are aired on a live basis from one coast to the other. 
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Sheldon Reynolds' 



Production of 





4 «. Starring Ronald Howard as Sherlock! 

The greatest detective of all time comes to TV 
... on film. Here is a series that is backed 
Jh wt£/i one 0/ Me mos£ extensive presold 
„^ & audiences in TV history. For almost 70 years 
*™V J" rte adventures of SHERLOCK HOLMES 

H. Marion Crawford ^ 

as watson an ^ fcg friend j) r- Watson have been thrilling 
audiences in the great Arthur Conan Doyle books! 
In the movies ...on the stage . . . and in daily and Sunday newspapers 
...the magic name of SHERLOCK HOLMES always has meant 
box office! And now — as a TV film show produced by 
Sheldon Reynolds, creator of "Foreign Intrigue", and starring 
Ronald Howard, brilliant young English actor- 
the potential is even greater! 

SHERLOCK HOLMES (39 half -hour programs, custom 
filmed for TV) is ready for September airing. 

SHERLOCK HOLMES, filmed in Europe, is a natural for local, 
regional and national spot advertisers! 

For A Sure Clue To Increased Business write, wire or 
phone your nearest MPTV Film Syndication Division : 



NEW YORK 

655 Madison Ave. 
New York 21. N.Y. 
TErnpleton 8-2000 

BOSTON 

216 Tremont St. 
Boston 16, Mass. 
HAncock 6 0897 

ATLANTA 

Mortgage Guaranty Bldg. 
Carnegie Way & Ellis St. 
Atlanta, Georgia 
Alpine 0912 



CHICAGO 

155 E. Ohio St. 
Chicago 11, III. 
WHitehall 3-2600 

DETROIT 

2211 Woodward Ave. 
Detroit 1, Michigan 
Woodward 1-2560 

TORONTO 

MPTV (Canada) Ltd. 
277 Victoria St. 
Toronto, Canada 
Empire 8-8621 



Janet Dean, 



These MPTV shows are available now: 
l /4 Hour Shows: Duffy's Tavern • Flash Gordon 
Registered Nurse • Sherlock Holmes 

V4 Hour Shows: Drew Pearson's Washington-Merry-Go-Round 
Junior Science • Tim McCoy • • • plus more to come 



Dramatic Serial 5 quarter hrs. a week » The Heart of Juliet Jone 




LOS ANGELES 

9100 Sunset Blvd. 
Los Angeles 46, Calif 
Crestview 1 6101 

SAN FRANCISCO 

625 Market St. 
San Francisco, Calif. 
Douglas 2-1387 

DALLAS 

3109 Routh St. 
Dallas 4, Texas 
STerling 4007 



SYNDICATION CORP. 

655 MadiiM Avenue Ntw York 21, N.Y 
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IV Tips oft buying film 




M I-'iiKiitf-uil guarantees: When buying a brand new 
syndicated film soncs, particularly in a multi-market 
I ileal, always check the producer's (or the syndieator- 
producer's) financial responsibility. Producing tv film 
JL series today sometimes involves a long wait on the part 
of the producer for a return on his initial investment. 
It 's not at all impossible for a producer, even a good one, 
to be caught short on money, in which ease he may not be 
able to deliver the remainder of the series. Some clients today 
even require the producer to post big bonds before signing. 



f\ Time huyiny: Clients who arc considering multi- 
mW market film deals on the scale of Canada Dry's sponsor- 
WW ship of Annie Oakley on a national basis, or regional 
II deals like I'nre Oil's sponsorship of Hacl.it Htjuatl, 
\j slionld be carefid in scheduling the starting dates 
of their film campaigns. Reason : The usual num- 
ber of prints .supplied for even a. "national'' tv 1dm deal 
(perhaps ."<l markets) without extra charge to the client 
is around a dozen. These are shuttled between stations on a 
"bicycling" basisi Day and date starts mean costly extra prints. 



Quality contrail Pilot films aren't always a good 
gauge of of what a series will be like. If a series is 
not completed when it is offered to you, yon will have 
to rely on the. reputation of the producer or the syndi- 
I'ator. Look at representative samples of his other scries. 
Don't take chances, either; they can prove to be very 
costly. Independent producers, and most syndicators who also 
produce shows, are financed by banks who charge full rates 
of interest, and who have the producer in a corner. Therefore, 
the average producer isn 't likely to offer cancellation clauses. 



I^eyal protections: Just as the financial responsi- 
bility of a producer and/or syndicator should be investi- 
gated before signing up for an important film program 
deal, so should the question of legal protection be ex- 
plored, veteran film buyers warn. There is, for example, 
the question of who, exactly, is responsible for the film 
during its various stages of travel (agency, client, producer, 
syndicator, shipper, station). Also, clients should check on 
the protection they are offered against crank lawsuits, morals 
questions with talent, retroactive union increases, and so forth.. 





f)i.vf ribufion: Video clients should always check a 
syndicator 's distribution facilities. Are the tv film prints 
carefully inspected? Are they cleaned and repaired! 
Does the syndicator have a reputation for delivering 
prints to stations in time for play dates? Does lie carry 
insurance on the films while they are in his possession? 
And so on. Reason: The handling of tv films can become a 
huge problem. Big syndicators, like Ziv Tv, NBC, CBS, Official, 
TPA and others have to handle as many as 1,200 prints per 
week. Clients who want commercials cut in should check cost. 



Research: The same warnings that apply to the pur- 
chase of live shows on the basis of broadcast research; 
apply to the buying of tv films, particularly reruns.. 
Ratings may be cited as being "typical." These should 
be checked, if they are being used as a strong factor in 
show purchase. The ratings may be old and made bacn 
in the days when the show had only minimum competition. 
Or they may have been made in one station niarkct-s, in which 
case they do not reflect the ability ot the show to attract 
audience in multiple-station markets. Ratings are only a guide. 





Reruns of tv films: Today, reruns are so well ac- 
cepted by clients and audiences alike that there is little 
of the original stigma ("They'll never get an audi- 
ence") surrounding them. However, there are price 
differentials between first and subsequent runs on nearly 
all film packages in syndication, with the price dropping 
anywhere from 10 to 40%, depending on time slot, original 
rating, number of sets and stations in the market, and such- 
like. It's wise for a client to check carefully on whether a show 
is really n first run package, if it is offered for sale as such. 



Exclusivity: New tv stations have appeared with 
great regularity across the face of the U. S. in the past 
few months. Many of these new tv markets overlap with 
old ones. Therefore, a sponsor who is buying a syndicated 
film series should be careful that the same program will 
not be seen in a serious overlap with his campaign. It's 
possible today for a sponsor to buy a >how as "first run" 
in a new tv market only to find that the " second run ' ' 
showing — perhaps by a leading business competitor — is being 
seen by a sizable percentage of exactly the same audience. 






II sTr/mn<fi.siii»/: Nearly all of the syndicators con- 
tacted by sroxROK in its survey of the madc-for-tv film 
industry offer varying degrees of merchandising assis- 
tance. The fanciest variety is offered by the top syndi- 
cators like Ziv Tv, and by the syndication offshoots of 



the major tv networks. However, other syndicators and 
producers have developed some audience-attracting publicity gim- 
micks, which can lange all the way from the franchised merchan- 
dise deals made with shows like Jlamar of Hi' Junfllv and 
Flasli Oonlon to personal appearances of stars (Liberacc) . 



HEI'niSTS or FIMI RAMiCS are available 



Station contracts: Although the number of 
multiple-affiliate stations is dropping in the big tv 
markets, it's still wise to check on preemption* and 
"misses" in time contracts. Reason: Certain spe- 
cial tv programs, like Presidential speeches, major 
news and sports events, and suchlike can "bump" 
a locally slotted film advertiser out of his usual time. l*n 
less the time contract with the station spells out clearly that 
the advertiser will get a "make-good" in his regular time slot 
sponsor may get one which does not reach the right audience. 

on request. Suecial prit'c for (fiifiiilirjf Orders 
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star-studded feature 





for TV. 



so new 

12 are still reserved for 
Motion Picture Theaters, 



Right now, you can sign for the rights to the showing in your 
market of every one of the 30 recent major studio feature 
films never before seen on TV which make up the 
General Teleradio "First with the Finest" film franchise. 

It won't delay your scheduling a single day 
but twelve of these films are so recent that they are 
being held by the film distributors for 
motion picture showing until the dates listed. 

You can't blame them when you consider that $45,000,000 
was spent to produce the 30 films in the first place. 

Don't you be left waiting in line in your market. 

Act now/ Call.. .New York-LO 4-8000 • 1440 Broadway 
Chicago — WH 4-5060 • Tribune Tower 
Los Angeles-HO 2-2133 • 1313 No. Vine St. 



THE 



ARCH OF TRIUMPH (now available) 

BODY AND SOUL {available 8/10 54) 

CASBAH (now available) 

CAUGHT (now available) 

COUNTESS OF MONTE CRISTO 
(now available) 

THE DARK MIRROR (now available) 

DOUBLE LIFE (now available) 

FABULOUS DORSEYS (available 11/13. 54) 

FORCE OF EVIL (now available) 

FOUR FACES WEST (available 8/10 54) 

LET S LIVE A LITTLE (available 12/7/54) 

LETTER FROM AN UNKNOWN WOMAN 

(now available) 

LOST MOMENT (now available) 

LULU BELLE (available 9/7/54) 

MACBETH (now available) 

MAGIC TOWN (now available) 

MAGNIFICENT DOLL 
[now available) 

MIRACLE OF THE BELLS 
(now available) 

MR. PEABODY AND 
THE MERMAID (now available) 

NO MINOR VICES (now available) 

NORTHWEST STAMPEDE 
(available 8 25 54) 

ONE TOUCH OF VENUS 
(now available) 

THE OTHER LOVE 
(available 10 13 54) 

PRIVATE AFFAIRS OF BEL AMI 
(available 10 16 54) 

RAMROD (available 8 25 54) 

RUTHLESS (available 9 12 54) 

THE SCAR (available 12 6 54) 

SECRET BEYOND THE DOOR 
(now available) 

THE SENATOR WAS INDISCREET 

(now- ava lable) 

SO THIS IS NEW YORK 
availab e 12 13 54 




t a quick look at 



LUBBOCK TEXAS 

HUB OF THE SOUTH PLAINS 

***** ********* 

LUBBOCK TEXAS Largest Metropolitan Area 

between: 

DALLAS, FT. WORTH AND ALBUQUERQUE 650 MILES 

SAN ANTONIO AND DENVER 961 MILES 

OKLAHOMA CITY AND EL PASO 725 MILES 

WICHITA FALLS AND EL PASO 556 MILES 

LUBBOCK Retail Trading Area comprises: 

26 Counties Population 396,829 

LUBBOCK Metropolitan Area: 

Population 108,678 

LUBBOCK 



County is THIRD in Cotton Production 
in America 

is FIRST in Cotton Seed Oil Refining in 



LUBBOCK 

America 

LUBBOCK County is THIRD in: 

Per Family Spendable Income $5,237.00 

LUBBOCK is the Home of "TEXAS TECH": 

The College has an annual payroll of $3,000,000 

NATIONAL REPS — THE KATZ AGENCY 

KYC. The Strongest Voice of the 
South Plains-5000W.D. 1000 W.N. 

CBS — The only Class A Radio Network Service in West Texas 
KFYO— Covers 36 Counties— Pop. 542,300— Radio Homes 144,130 



KFYO 790 
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SPECIAL FALL FACTS REPORT 





radio 



FROM MORNINGS TO AFTER-MIDNIGHT, BUSINESS IS GOOD 

Here are some of the important questions you will find answered in the pages of this report 

Q: What's the timebuyer's outlook in faff availabilities? page 196 

Q a What are the important sales trends in spot radio? ........ page 197 

Q. Are new yardsticks being used in fall spot buying? . . . page 200 

Q, IV fiat rofe iciff transcription firms play this fall? page 210 

Q. Uoic tcell does spot radio reach the U.S. farm market? .............. .page 218 

Q. What developttients are there in classical, folk music? page 220 

Q_ flow have after~miduight spot radio shows been doing? page 221 

Q. What's the outlook in foreign-language programing? page 221 

Q» Fm radio.* Is "hi-fi" proving a shot in the arm? ....>..« page 223 
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Availabilities 

Q. From the timebuyer's view- 
point, what's the general outlook 
for spot radio time availabilities? 

A. Tlu* fall 1931 outlook res»eiul>k*« 
that of hist war. although a number 
of trends in motion then hau* heroine 
move pronounced: 

]. Mornings: The Monday -through- 
Friday 6:00 a.m. to 9:00 a.m. day- 
segment is still the ino-t sought after. 
Result: \Ian\ stations sell morning 
time only on a wailing list or rotating 
hasi^. with the higgest control center- 
ing on "personality"' shows in the 7:00 
a.m. to ii:00 a.m. breakfast hour. This 
squeeze is getting tighter, too. In- 
creased emphasis on the out-of-honie 
radio audience has heightened com- 
petition for prime morning time since 
these sales tactics have brought to ra- 
dio manv advertisers who want to 



reac h motorics on their way to work. 
Between 9:00 a.m. and noon on week- 
days there are more availabilities. 
Weekends, too. have more open morn- 
ing time, often at special weekend 
discounts. 

2. After noons: Since main ad\er- 
tisers who want to reach both men and 
women do not feature strongly in the 
purchase of afternoon slots, there are 
move slots a\ailable in afternoon time 
than in the peak morning hours. How- 
ever, this situation ma\ tighten con- 
siderabh by the end of summer. Al- 
ready a number of top acbertisers — 
including General Foods' Jello and 
Minute Tapioca. Clapp's Baby Food, 
!\eseafe. Bluebonnet Margarine, i\u- 
coa, Cha-e & Sanborn and ,*uch cig- 
arette advertisers as Camel. Lucky 
Strike. L&M and \ iceroy — have start- 
ed to place extensive afternoon spot 
radio schedules. Consensus of reps- 



Slots in women's participation pro- 
grams and afternoon d.j. sessions that 
^how strong rating histories will be a 
good buy for fall, particularly since 
the radio set sales trend (See Radio 
Basics page 00) is in the direction of 
small "extra'" sets and clock radios* 

3. Evenings, nighttime: Advertiser 
interest in early -evening, radio time — 
particularly news strips — has been ris- 
ing lately. As Street & Finney time- 
buyer Helen Thomas told SPONSOR 
recently : "Early morning has become 
so popular and so jammed with com- 
mercials that I've strongly recommend- 
ed the 6:00 p.m. to 7:00 p.m. time 
slots, particularly at the daytime rates 
on some stations. During these times 
we get the same mixed audience as 
mornings." As in afternoon radio, the 
outlook — at the moment — for picking 
up availabilities is pretty good but it 
is likely to tighten up by fall. 



Spot radio grew 37% from J 9 17 till 195 4 

Starting at $98.5 million in 1947. spot radio 
billings took the biggest jump in 19,"):], with a 
$12 million increase over 1952. or 37T over 
the 1947 murk. /?. Rollinson, SUA (far left) 
(j plains this spot growth to G. Laboda, 
dir. of radio-tv and G. McCoy, 
Colgate-Palmolive ; J. Crandall, 
then media dir., Sherman d' Mar- 
quit te* (standing. I. to r.) ; 
agency's ./. Gilbert; E. Fitz- 
simmons. Weed (seated I. to r.) 

\tfcr<\v n<™ Hi van Houston 



Spot trend growing stronger 



• Greatest of alt 
Jams <* "*» 
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Spot radio availabilities during the 
prime tv hours of 7:30 p.m. to 1 0 : HO 
p.m., as every timebuyer knows, are 
the easiest of all to buy. Rut, as more 
and more stations group them into at- 
tractive saturation packages and as re- 
search shows the still-powerful effects 
of nighttime spot radio, this situation, 
too, is changing. "Nighttime spot ra- 
dio may be the 'sleeper" in fall air 
advertising," is how a Cunningham & 
Walsh media buyer termed it. Already, 
according to reps, there are signs that 
nighttime slots — particularly of the 
music-and-news nature — are disappear- 
ing from the easy-to-buy list. Auto 
advertisers and auto dealers, particu- 
larly Ford and Lincoln- Mercury, have 
been snapping up 10:00 p.m. and 
11 :00 p.m. news shows. 

After-midnight popular music shows 
are as popular (and as untouched by 
tv) as ever. Classical music shows 
beamed at music lovers and the hi-fi 
fraternity in the post-midnight hours 
— a trend that started last fall — are 
continuing, and timebuyers may expect 
to see a number of such offerings, par- 
ticularly from am-fm outlets. 

Sales trends 



Q. What new trends are appar- 
ent in spot radio selling? 

A. As outlined above, the basic situ- 
ation in what time segments are most 
available hasn't changed. But there's 
been a sizable shift in spot radio sell- 
ing which affects the buyer. Here are 
some of the most important sales 
developments: 

1. Service packages: This fall, more 
than half of the stations in the coun- 
try — according to the guesstimate of 
sales executives of several leading rep 
firms— will feature some kind of ser- 
vice packages. These will range in 
size (and price) from occasional traf- 
fic bulletins at peak commuting hours 
to full-scale combinations of traffic, 
weather, school, travel service, shop- 
ping and homemaking announcements 
throughout the day. 

Particular stress will be placed on 
weekend radio service packages (see 
"Weekend radio: are you missing a 
good bet?" Parts I and II, sponsor 
14 and 28 June). Reason, as voiced 
by one station sales executive: ''Tv 
will never be able to compete with ra- 
dio in this form of programing. And 




Station ftt'jis Assn. clinics further buyer-seller nnflerstunfliny 

SRA brings together groups of station reps and admen to discuss spot radio. Pictures above 
show several of these meetings. Top (standing, I. to r.) R. Rollinson, director of advertiser 
relations, SRA; F. Mitchell, S. Milliken, FCB; T. Campbell, Branham Co.; J. Marsicano, W. 
Ensign, P. Serhold, FCB; J. Francis, Free & Peters; E. Fillion, Meeker; B. Morrison, Free & 
Peters; W. Reed, Biair; G. Blake, FCB; (seated, I. to r.) A. Pardoll, W. Bambrick, A. Lowitz, 
A. Weil, H. Frier, H. Holt, D. Kaplan, all from FCB. Second: (standing I. to r.) C. Fredericks, 
Blow; R. Rollinson, SRA; H. Shook, PM; P. Leary, PM; (seated I. to r.) D. Deutsch, PM; T. 
Christensen, PM; J. Tormey, Avery-Knodel; R. Milhiser, PM. Third: (standing I. to r.) R. Rol- 
linson, SRA; T. Campbell, Branham Co.; J. Thompson, Free & Peters; J. Turck, Weed; R. Fenner, 
Vick; F. Fitzpatrick, Katz; A. McCoy, Avery-Knodel; D. R. Moore, Vick; B. Soodel, Meeker; 
(seated I. to r.) T. F. Flanagan, SRA; M. Bassett, Blair; T. Poole, R. Davfes, C. Carter, E. Gel- 
lert, all of Vick. Bottom: (standing I. to r.) R. Rollinson, SRA; A. McCoy, Avery-Knodel; M. 
Kellner, Katz; R. Gurkin; Blair; J. Carter, Adam Young; M. Turner, B&B; J. Scovern, Free & 
Peters; (seated I. to r.) G. Beaumont, P. Podgus, C. Jones, M. Becker, E. Murtfeldt, all of B&B. 
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THE FACTS ABOUT THE RATING SERVICES: C 



1. 



NAME 



RADIO 
OR TV 



American Re- 
search Bureau Tv 



TECHNIQUE 



Diary 



Natl & 
local 



LOCAL 
MARKET 



60 Reg 



PROJECT- 
ABLE NA- 
TIONALLY 



Yes 



SAMPLE BASE 



2,200 diaries natl; 500- 
550 per city 



SAMPLE 
TABULATED 



INTER- 
VIEW 
PERIOO 



(Washington) 



1700-1800- Normally 
natl, 325 city 1st 7 days 
(averages) of month 



2 



Hooper 

(New York) 



3 



Nielsen 

(Chicago) 



Both 



Both 



Tv-diary, 3 
R-duplex- 
phone 
coinci- 
dental 



Meter 



Local 



Natl, 
multi-city, 
local™ 



Tv-55 
R-90 



Tv-N.Y. 
R-5» 



Tv-12,350 co- 
15,400 coincidental, incidental; 
700-900 diaries; 300-400 dia- 
No R-900 phone calls up ries. R - typi- 
per '/j-hr program in cally 900 per 
2 wit period '/) program 

in 2-wk period 



Tv-lst wk, 
R-varies 



R- 1 200 metered homes 
Yes per minute; Tv-over 
800 meters 



Approx toy,, 
less 



Contin- 



4 



Pulse 

(New York) 



5 



Trendex 

(New York) 



Both 



Roster 

recall Natl, 
(personal local 
interview) 



Both 



Phone 
coinci- 
dental 



Tv-multi- 

city 
R-local 



Tv- 1 00 
R-100 



Yes 



R-400 interviews '/ 2 hr 
wkly program; 1000 
for 15-min 5-day wkly 
show; Tv-200-400 for 
!/ 2 hr wkly, 1000 for 
15-min 5-day wk show 



Same as sam- 1st 7 days; 
pie base of mo 



Tv-700 calls per V 2 hr 
Tv-10 N{j show; R-300 per re- 

R-45 porting period hrs 

8 am-8 pm) 



Tv-600 
R-300 



Tv-lst 7 
days of 
mo, R-last 
3 wks of 



6 



Videodex 

(Chicago & New York) 



Dairy 



Natl. 
multi- 
city, local 



70 5 



Yes 



Approx 5% greater 
than number tabulated 



9200 natl, 200 
to 600 local 
guaranteed 



1st 7 days 
of mo 



FOOTNOTES'. 1 ARB publishes 2 national reports monthly, 15 city reports monthly, 11 for programs not covered first week. .'.Hooper uses telephone coincide 

city reports quarterly, 11 city reports 3 times yearly, 23 city reports twice yearly. Had diary in all 55 tv cities as check; correction factor is then applied to each 

increased from 35 markets covered most 1953. 2ARB National Supplement, based on ered. 4Nielsen has radio reports for New York, Cincinnati, Pittsburgh. Ch> 

separate sample about V; size of regular sample, covers second 7 days of each month Angeles plus separate Pacific Time Zone Report. 5Videodex publishes 27 mi 




the radio audience for 'service' pro- 
graming is constantly growing." 

2. Saturday lie-in: The race for 
choice Monday --through-Friday morn- 
ing nidio slots has prompted a num- 
ber of reps and stations to seek new 
ways to get more advertisers into more 
morning time. One way is the Satur- 
day tie-in. 

In it~ mo.-t common form, it works 
like this: 

Regular Mondav - through - Friday 
morning programing, with the cooper- 
ation of the stations concerned, is 
stretched to include Saturday as well, 
thus putting programing on a six-day 
instead of five-day basis. And, a six- 
da\ rate is figured, based on existing 
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prices and the latest Saturday rating 
pictu re. 

For an advertiser who buys on the 
full six-day basis, it means a hike in 
rates of 10 to 20^ although that is 
balanced by the fact that he reaches 
a larger audience more often. In some 
cases, the Saturday - tie-in has been 
arranged on a rotating schedule so 
that advertisers are on the slate for 
a Mondav-Wednesday-Friday slotting 
one week. Tuesday-Thursday -Saturday 
the next. Hates in this ease amount to 
about half the six-day rate. 

3. Rotating schedules : Many radio 
stations are allocating prime morning 
time on a rotation basis to spot radio 
advertiser*. Perhaps one out of five 



L T . S. stations have "gone on alloca- 
tion." 

One form of the rotating schedule 
is outlined above, involving three-day 
scheduling in a six-day period that in- 
cludes Saturdays. 

But the most common version is a 
rotating schedule built around premi- 
um-priced morning radio time, which 
w orks like this: 

Because of its large family listening, 
a premium price is charged for the 
7:00 a.m. to 8:00 a.m. period. How- 
ever, if an advertiser is willing to take 
a rotating spot schedule between 6:00 
a.m. and 9:00 a.m. (landing in the 
premium-priced slot every third day) 
he pays the regular morning rate with 

SPONSOR 



0 SAVE THIS CHART FOR READY REFERENCE 



(Updated from 28 December 1953 issue 
to I July 1954) 



KT 



I $900 

■ Rptr, 
o for 

■ pack- 
as 



SUBSCRIBERS 



287 agencies, 
advertisers, 
stations plus 
networks, misc 



BASIC DATA SUPPLIED 



'/(-hr ratings, sets in use, total 
audience, audience composition, 
viewers per set; also sponsor, 
number cities carrying telecast for 
natl rprt, cum ratings daytime, 
others pblshd on request 



LIMITATIONS 



Undependability of diary keeper. Re- 
turns may not be representative. Limited 
to week's viewing per month. Keeping 
diary short period could inflate viewing. 
Some family members may be missed. 
Can't measure chainbreaks. 



ADVANTAGES 

Diary inexpensive. Measures conscious 
viewing. Covers complete broadcast day, 
Also station area. Same data may be 
used in local, national reports. Yields 
data on short periods, audience compo- 
sition, flow of audience cumulation. 



itns- 
)- ,200 
nort; 
es- 
,500 
n nth 



378 advertis- 
ers, agencies, 
stations, net- 
works, misc 



Both R & Tv: ratings, share of au- 
dience .sets in use; Tv only: au- 
dience composition, cumulative 
audience, weekly averages, uhf 
penetration 



Phone doesn't cover non-phone homes, 
rural areas, early or late listening or 
viewing or out-of-home. Misses unknown 
amount extra-set listening. Diary has 
same weaknesses as ARB. Diary-phone 
combination questioned. 



Phone: Can produce quick results. No 
memory loss increases accuracy of rat- 
ings. Flexibility in market selection. Can 
yield audience composition. Use of diary- 
phone together largely corrects weak- 
ness of either used alone. 



Both R & Tv; !/ 4 -hr Nielsen Rat- 
185 agencies, ings, homes reached, average au- 
% to advertisers, dience, share, total audience, 

fa yr all 8 networks, cum audience, min-by-min audi- 
others ence, cost per homes, much other 

analytical data 



Measures tuning only, not people. As 
result can't determine audience compo- 
sition. Amount extra-set listening mea- 
sured debatable. Expensive. Set break- 
downs can affect sample. 



Mechanical. Reduces human factor to 
minimum (placing meter, mailing tape). 
Measures 24-hr daily minute-by-minute 
tuning; this provides wealth of data not 
obtainable otherwise. Fixed panel better 
for trend data. 



g< cies- 
>0 mo' 



Ot yr 
*s); 

'5^er 
•nj per 
r x: 
5fl 



.$10 
a ■ 



400 stations, Both R & Tv: '/(-hr ratings, view- 

100 agencies, ers per set, audience composition, 

advertisers, share of audience, sets in use, 
all networks number cities carrying show 



Interview technique can be inflationary 
because of memory failure, confusion 
factor. Technique expensive, especially 
rural areas. Some family members may 
be missed. Misses those not at home 
when calls made. 



Yields 'round-clock data, also for short 
time periods, audience flow. Sample can 
be rigidly controlled. Questions can be 
added or changed to obtain new data. 
Can combine with market, product sur- 
veys of all kinds. 



77 agencies, 
advertisers, 
stations, net- 
works, misc. 



l/4-hr daytime, '/2-hr evening rat- 
ings, sets in use, average audience 
by minute, audience composition, 
indexes 3 times yrly, sponsor iden- 
tification 3 times yrly 



Phone coincidental doesn't reach non- 
phone homes, rural areas, early or late 
listening or viewing or out-of-home. 
Misses unknown amount extra-set listen- 
ing. Radio report limited to 8 a.m.-8 
p.m. weekdays. 



Very fast. Does not ask respondent 
about radio and tv at same time. This 
tends to give more valid radio ratings. 
Only service giving network popularity 
reports. Other advantages similar to 
Hooper above. 



'/j-hr ratings, sets in use, audience 
150 advertis- share, average viewers per set by 
ers, agencies, time period and by program, 
media, others number of homes reached, num- 
ber cities carrying show, sponsors 



Limitations much like ARB above. Ro- 
tating panel used (same homes kept 7 
months, I /7th changing each month). 
Is 7 months too long for accurate diary 
keeping? Additionally diary returns may 
not be representative. 



Rotating panel enables Videodex to dis- 
card first week's diary as "inflationary, 
otherwise atypical." Claims it can build 
more representative sample over long 
period, get more accurate trend data, 
than one-shot approach. 



—TV 



'8 uarterly. GNielsen National Radio reports issued biweekly, cover first and 
,-•«! of month (1 each), National Tv reports issued biweekly, cover 2 consecu- 
•eV-each month. TPulse package includes all radio and tv market reports plus 
- t network report plus twice yearly radio network report. 8Trendex can report 



by wire in 12 hours on any one program. OVideodex price to agencies, advertisers and 
media tor basic service (network, multi-city and local reports); additional markets 
available at marginal cost. lONielsen is launching new local radio and tv measurement 
service in October in 3 markets; 3 markets to be added a month till 50 are covered. 
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no added premium. 

These plans, and similar variations, 
are designed to accomplish a double 
purpose: (a) to fit more advertisers 
into morning radio, and (b) to pro- 
vide an inducement to advertisers to 
buy time outside the peak morning 
hours. 

This fall, if an advertiser or time- 
buyer does not want to go into a ro- 
tating morning schedule he will often 
face premium prices and very tight 
availabilities in prime morning time. 

4. Out-of-home listening: This sum- 
mer, the amount of radio programing 
and follow-through promotion aimed 
at out-of-home radio listeners will hit 
an all-time peak. And sponsors- 



-111- 



cluding such advertisers as Lincoln- 
Mercury, Rayco Seat Covers, Philip 
Morris, Armstrong Tire & Rubber, 
Buick, Admiral. RCA and others — 
have been buying many time slots to 
reach out-of-home dialers. 

There's every likelihood, according 
to reps and station executives, that 
this trend will continue. 

Typical recent buy : Sun Oil Co.. a 
veteran radio advertiser, recently 
signed for a series of "holiday week- 
end" announcement saturation pack- 
ages to carry through the summer and 
into the fall. Sun Oil will lay down a 
barrage of announcements from the 
eve of the holiday (4 July, Labor Day 
and others) right through the morning 



of the first work day that follows, 
using most of key Eastern markets. 
Target: the motoring audience. 

Several timebuyers told sl'ONSOR 
that reps and stations were making 
more and more sale? pitches in which 
a program rating was actually the 
combination of in-home and out-of- 
home ratings. 

This varied all the way from the 
policy of John Blair Co. (combine all 
Pulse in-home and outside-the-home 
radio ratings wherever available) to 
NBC Spot Sales, which combines in- 
and out-of-home ratings occasionally 
in special presentations to auto, gaso- 
line, appliance and suntan oil manu- 
facturers. 
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memo from DEE RIVERS — 

™ All time-buyers 

Please call 

Hemic Howard 
Slurs Xational 
100 Madison Ave. 
Plaza S-0555 
so that he can 
tell YOU-ALL what 

WEAS 

and its new 

50,000 watt 

Westinyhousv Irausmitler 
on its same old frequency 

1010 

u'ith its same old 
non-directional antenna 
is going to do in 

GEORGIA 

Oil 

AUGUST 1, 1954 



HOOPER Tells the KC 

Story! 




Look at these figures 
une '54 HOOPER 
:00 AM-12 N 

The picture has 
changed ! 

Net A — 25.8 

|„d A — 16.0 

( Negro) 

KUDL — 13.4 

Net D — 10.8 

Net C — 9.8 

Ind B — 8.8 

Net D — 7.2 

Let your nearest FORJOE 
office show you the new 
June, '54, C. E. HOOPER 

. DENVER, TOO!! 



SOON 




1 



m©w fO* TNI (HIT TiMj 
NQMI TOVN COvilAGf tor 
\ GMA'M I 4 N 1 A t CtTT 



KDKD CLINTON 

\ / 

— IN THE GREAT KANSAS C IT % MARKET 



^ £i i c 1 k&E tiniebujer Earn Donino: 
"In cities like Los Angeles, Detroit 
and Washington just to name three 
the oiit-of-hoine factor, when mea- 
sured, add" greatly to \our ability to 
e\aluate radio hu\-. In Washington, 
for instance, office closing hours are 
staggered to avoid traffic jam*. I here's 
a ver\ sizahle out-of-home car audi- 
ence right through the supper period 
which ean he reached by evening 
radio. 

5. Saturation plans: Because of ra- 
dios huge ba-« circulation, a satura- 
tion spot time hits an enormous 
cumulative audience at low cost. Thus 
stations and rep-; have been devoting 
increasing attention to the "satura- 
tion'' technique. 

Rep predictions are bullish as re- 
gards saturation spot campaigns. As 
Dan Denenholz, research and promo- 
tion manager of the Katz Agency rep 
firm told SPONSOR: 

"You can expect an increase in the 
number and variety of saturation or 
multiple-announcement plans. More 
and more stations are establishing 
them." 

\et as well as indie stations are ex- 
tremely acthe in the saturation tech- 
nique. Typical buy: A CBS Radio 
affiliate in New England has instituted 
a special "floating'' series of one-min- 
ute announcements in non-network 
time. This amounts to about one an- 
nouncement per hour for nine hours 
daily, between 6:00 a.m. and midnight, 
Monday-th rough-Saturday. Price: 8450 
net weekly for 54 announcements. In 
other markets, network affiliates have 
taken their cue from the independent 
outlets and ba\e set up saturation 
packages that range from special Euro- 
pean tra\el promotions to all-da\ bar- 
rages of "I. I). -t\ pe announcements. 

Bmers will find that most of these 
packages have been priced at special 
discounts, simpl) because the) involve 
a lot of time on a single outlet. Often 
extra discounts are available if the 
ad\erti~er will allow a "floating" 
schedule and leave the actual shitting 
up to the station's traffic department. 

To some extent, independent sta- 
tions ha\e more flexibility — since they 
do not have to consider their network 
programing in setting up '"block- 
buster'' saturations. One independent 
outlet in Miami, for example, has set 
aside all of its Saturday and Sunday 
program periods from earlv morning 
to earb evening, less the half-hour 



station breaks, as day-long saturation 
packages. Any Miami listener who 
tunes the station at any lime during 
the day hears commercials for the 
same advertiser, at $20 per participa- 
tion. 

Other independent stations have set 
up packages 0 f weekend service an- 
nouncements, weather information, 
time signals or hourb newscasts. 



Spot radio yard slides 

Q. What new trends are appar- 
ent in agency buying of spot radio? 

A. This \ear SPONSOR editors have 
noticed an increasing radio research 
consciousness among tiinebmers. The 
buyer toda\ tends to lake many more 
factors into consideration than in 
past j cars. 

This isn t just extra-close interest in 
ratings or cost-per- 1.000 figures. As 
Harold Davis, an Erwin, Wasey lime- 
buyer, told SPONSOR: "Some clients 
I /'lease turn to page 204) 



COULON 



1HJ!* 



. . but 14.000 post- 
card entries in Bob 
Trebor s rccen t 
Daybreaker's Jack- 
pot convinced us! 
These 14.000 en- 
trants not only rep- 
resented all Roch- 
ester but also 122 
towns outside 
Rochester. 
BOB TREBOR 

Your product- mes- 
sage will get JACKPOT results on 
Rochester's result producing morn- 
ing shoic, Hob Trehor's Daybreaiers. 

5000 WATTS 
1280 KC. 





IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 



SPONSOR 




YOUR PRODUCT GETS A COMPETITIVE SELLING ADVANTAGE 





SCRVS YOURSILP 



miTtt w 

^OLD STAR PRODUCTS A 



WISN 

GUARANTEED 





DISPLAYS 



DRUG CHAIN MERCHANDISER . 



based on a contractual agreement with leading independent drug stores 
which do over $7,000,000 annual volume. 

This plan guarantees qualified advertisers self-service display, a.s pictured, on the 

special racks supplied by WISN. 



GROCERY CHAIN MERCHANDISER . 



based on a contractual agreement with A&P, National and Kohl's Food 

Stores which do over 50% of all food business in the Milwaukee Market. 

This plan guarantees qualified advertisers Mass End Displays, Jumble Displays or 

Basket Displays. 

For complete details contact Dick Shireman, Sales Manager, or one of the 

Katz Offices. 



These two in-store display 
plans are just one part of 
the many sales-producing 
merchandising services 
available through the 

WISN 
ADVERTISER 
DIVIDEND 
PLAN 



WISN 



THE MILWAUKEE ADDRESS OF 



Represented by the KATZ AGENCY, INC, 

NEW YORK ■ DETROIT • CHICACO • KANSAS CITY • DALLAS • SAN FRANCIXO • LOS ANCZLES 





hfk/ HdC in -Philadelphia 



From Shenandoah, Pa. to Cape May, N. J., people move back the 
rugs and a decade or so. People in their thirties. They dance again to 
the bands they knew. Glenn Miller. Dorsey. Artie Shaw. Goodman. 

Or maybe they just remember as the records spin the stories of 
every listener who danced through that wonderful era. 

It's radio station KYW's four-hour Saturday Night Dance Party. 
Folks from thirty to forty years old have themselves a ball. They've 
made this the most popular local radio show in Philadelphia. So, 
advertisers can have themselves a ball, too. Because these are the 
very people who buy household goods, food, clothes, cars and 'most 
everything else advertisers have to sell. 

But big loyal audiences like this are delivered wherever WBC 
stations send out their powerful 50, 000- watt signals — Portland, Fort 
Wayne, Pittsburgh, Philadelphia, Boston. If you want to sell more 
in these markets, why don't you call the stations or Eldon Campbell, 
WBC National Sales Manager, at Plaza 1-2700, New York City? 
j 

Vesting house broadcasting company, inc. 

mfdphia; WBZ-WBZA • WBZ-TV Boston; KDKA — Pittsburgh; WO WO Fort Wayne; K E X — Portland, Ore. 

illusive National Representatives: Free & Peters, Inc., 444 Madison Avenue, New York 22, N.Y. 




There's more to Wisconsin 
than Milwaukee 

Cover the Dairy State with your soles 
message through the low cost medium 
of Wisconsin's most powerful rodio sta- 
tion. WKOW's 53 caunty moil-response 
oreo occounts for 61% of the stote's 
total income ond 63% of the stote's to- 
tal retail soles. Call yaur Heodley-Reed 
mon for the focts. 

WKOW-CBS 



Madison, wis. 

© 

Wisconsin s most 
powerful radio station* 

Represented nationally by 

Headley-Reed Co, 



. . . ihe Siory Remains 
ihe Same in Danville 

WDAN is o MUST buy if you want tover- 
age in East Central Illinois* and Western 
Indiana's rich market. WDAN gives you 
more listeners than all other stations com- 
bined! ^ ^. 

February 1954 

CONLAN 




have nil arbitrary maximum cnst-per- 
1.000 iti mind when tlie\ decide to use 
radio. Hut that i-n"t the most efficient 
yardstick. Il doesn't take into account 
such factors as audience composition 
or the p-ychologiral factor of getting 
die right people at the right time. No 
one factor i- enough to determine 
choice of a medium." 

And as Dancer-Fit/.gei aid-Sample 
time Inner Dave Wham observed: ''On 
a cumulative basi- of several weeks 
radio can deliver more audience na- 
tionally than tv does that is. in terms 
of audience turnover.*' 

Generally speaking, radio reps are 
delighted at the agency preoccupation 
these days with the evaluation of radio 
on a number of different level*. The 
New York manager of a veteran rep 
firm -stated. '"Complete measurement of 
radio can t help but spotlight radio's 
importance.'' 



Q. What important steps are be- 
ing taken to provide new spot 
radio "yardsticks"? 

A. As sponsor went to press, the-e 
were -omc of the most important proj- 
ects in the works: 

1. Coverage data: There hasn't been 
a measurement of I . S. radio coverage, 
county -by -county or station-by -station, 
since the Standard Audit & Measure- 
ment Service and Nielsen Coverage 
Service studies of 1952. Both sets of 
data are yvidelv used by agencies, but 
are now obsolescent, particularly in 
the markets to which tv has been added 
in the past two \ ears. 

S VMS' Ken Baker told sponsor that 
he was not making anv plans to do 
another radio coverage study, due 
chiefly to lack of financial backing 
from broadcasters. A. C. -Nielsen plan- 
to conduct another XCS sur\ev and 
has ?et a tentative date for this cover- 
age-and-set-census study in early 1955. 

Radio census figures will emerge 
from the large-scale study currently be- 
ing prepared by Alfred Politz Research 
for the four radio webs and BAB. This 
study, however, is primarily an imesti- 
gation of where radio is li-tened to. 
when and by whom. 

2. "Area" ratings: Because of tv 
competition, increased attention ha* 
been focused on the kind of ratings a 
station gets throughout the area in 
which it*- heard, not ju*t its metro- 
politan home base. 

In October A. C. \iel-cn will start 



regular measurements of "area ' listen- 
ing (and viewing J for the Nielsen Sta- 
tion Index. Fir-t citie.- to be measured 
will be New York, Chicago and L.A.? 
in the following mouth Detroit. Phila- 
delphia and San Francisco will be add- 
ed with others to follow. The NS1 
will measure the pei-bi oadea-t audi- 
ence- of radio show- in a station's 
"inner" and "total ' areas, as well as 
audience com position, four-week cum- 
ulative*, freqnt-ney of listening, share 
and auto «et Ii-tening. Fir-t delivery 
to subscribing agencies ha- not been 
set but may fall around 1 December. 

At the same time, I'ul-e has been in- 
creasingly active in "special order" 
area research. Pulse's Dr. Sydney 
Roslow told SPONSOR that his research 
firm has completed "some two dozen" 
special area studies for I \S. radio sta- 
tions since mid-1953. These stations 
include WRY, Oklahoma City : KEX, 
Portland. Ore.; WOW. " Omaha; 
KARK. Little Rock: WHDH. Boston; 
KDKA. Pittsburgh, and W'll \M, Ro- 
chester among others. 

These studic- follow the general 
principle of local Pulse radio checkups 
(roster recall to get quarter-hour lis- 
tening, out-of-home dialing I except 




of the 

San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speaking! 

They multiply, add, subtract and 
divide; THEY THINK! THEY BUY! 
in their own language! Sell them 
with KLOK, the station that reaches 
them all. KLOK's specialized pro- 
gramming guarantees your message 
attention-getting IMPACT! 

A * SACRAMENTO 



San At 

FRANCISCO 1 




San JOSE 



FRESNO ' 



KLOK 



SOQ0 WATTS — 1 



S«n Jose Studio* S*n hT«ncitco Studio* 
P. O. Boi 967 Hotel Ltnk«r*tiim 
S*n Jo*e. C<li'. Sj" Frjoci*«o. C<lif. 
Ripreiented by John E Peirion Co. - - , . 




WDAN 

CBS RADIO 
DANVILLE, ILL. 



REPRESENTED BY 

EVERETT-McKINNEY, INC. 

NEW YORK — CHICAGO 
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What's this talk about 
single station penetration 
of Southeastern New England? 



Q. Is there really one radio station that de- 
livers top circulation throughout South- 
eastern New England — particularly Provi- 
dence, Fall River and New Bedford? 

A, Yes ! WPRO is the dominant, top-rated station — 
ivUli a 7.7 average quarter-hour Area Pnke* 
from 6 ii.in. to 7 p.m. weekdays . . . 57.1% 
<! real or llian the second-place station . . . 13.2% 
grealei* thmi the next two stations combined. 



Q. Do WPRO's local programs — as well as 
CBS Radio programs — rate "first" 
throughout the area? 

A. Decisively! In fact, WPRO holds commanding 
audience leads in 51 out of the 52 tpiarter-honr 
reporting periods — 27 of which are devoted to 
WPRO-produced local programs with a 7.2 
average quarter-hour rating. 



Q. Is WPRO top-rated in Fall River and New 
Bedford, Mass., as well as Providence and 
the entire area? 

A. Yes! A Fall River-New Bedford share of audi- 
ence analysis shows WPRO's index is 47.2% 
greater than the second-place station . . . 23.3% 
greater than the next two stations combined. 



Q. Why is WPRO so predominant in South- 
eastern New England? 

A. Because the personal i lies and programs — hoth 
local and network — are the personalities and 
programs Southeastern New Englanders like 
best . . . and hecause of WPRO's persuasive 
5,000 watt voice on a preferred frequency — 
630 kc. 

*Source — - Area Pulse, Jan.- includes three major metro- 

Feb., 1954, surveying the lf itm J»™ k ** s ~~ f T ° vi ~ 

denre. tall Hirer and \ew 
State of Rhode Island and Bedford . . . over 347,000 
Bristol County, Mass. Area radio homes. 



r 

BUY BASIC. 



WPRO^J 



PROVIDENCE- 630 KC-5000 



Represented by JOHN BLAIR & COMPANY 
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LEE NICHOLS 1^ 

Country Music Man ^^J^ 

|| "Sagebrush Serenade" M 
% "Western Requesrin" 
^ "Lee Nichols Show" 

A THE MART STORES J 

"For the first time we had 
volume sales that could directly y% 
^ be attributed to our advertising." 

i DOUGLAS OPTICAL jf 

"We attribute a good share of /ft 
W our traffic to the terrific impact of 
^ our KWBB spot announccm 

^ Represented by 

George W. Clark, Inc 

f\ .....is 





"WICHITA'S RADIO ACTIVl STATIOK 



.0*' 



.It* 




That's the important thing. Ratings, ad- 
jacencies, programming, network, don't 
mean a thing if you can't increase SALES. 

CAN WJPS GET RESULTS? 

Here are just a few: 

Sterling Beer — Mid-Continent Petroleum 

— Coco-Cola — Purina Mills — Puffin 
Biscuits — Hesmer's Foods — Economy 
Super Markets — P. W. Bums Insurance 

— International Harvester — Red Bird 
Gasoline — International Salt — and 
many others, that we will send upon re- 
quest. 

We would like to "Ring the Cash Regis- 
ter" for you because we have the KNOW 
HOW. 

Let us prove our wort M© you, 

(•bait J. Mdntoth, General Monogtr 

ttntsiNTto (T 
Th» Ccerg* P. HolRngbwy Company 



D 



that thev are made in a station's entire 
coverage area. This area, in the case 
of *ome stations, can be anything up 
to two dozen counties in six or seven 
stales. Said Dr. Roslovv: 

''Stations and buyers alike are be- 
coming conscious of the value of 'area' 
measurement in determining a station's 



effect i\ enes 



in attracting audiences. 



"A RADIO IN EVERY ROOM" 

Evansville Indiana 



I lomes-using-radio figures in a 'city 
area are by no means always true of 
the 'total' area. Even the out-oMiome 
pattern varies. 

"Currenlly. we expect to do about 
30*^ more special-order area measure- 
ments for stations in the next year than 
we did this past veai." 

3. Other studies: Several other re- 
search irons are in the fire. BAB has 
tentatively slated an extensive measure- 
ment of auto radio listening later this 
\ear or in early 1955. Several rep 
firms which have recent radio research 
studies (such as the "Radio in tv mar- 
kets" studv made hv Politic for the 
Henrv 1. Christal stations) plan to 
repeat or expand their research into 
the qualitative and oul-of-home as- 
pects of radio listening, The Station 
Representatives Assn. has discussed 
plans for a series of special studies of 
audience composition of spot programs 
and how they compare with competi- 
tive network programing. Pulse is now 
measuring out-of-home listening (which 
can be combined with in-home listen- 
ing for a "total" metro-area rating* 
in 25 markets, an increase of more 
than 40 r ( over the number measured 
bv Pulse a vear ago. 

I See chart pages 198-199 whicli 
gives you anal) sis of strengths and 
weaknesses, key facts about rating 
services.) 



Over-all 

Q. What's the "State of the 
Union" in spot radio today? 

A. For the most part, excellent. 

Figures compiled annually by the 
Federal Communications Commission 
-which cov er national spot radio rev- 
enues of stations after trade discounts 
and before commissions to reps show 
the follow ing picture : 

1. There lias been a steadv growth 
in spot radio billings. \ ear after vear. 
and this growth has held Up strongly 
all during the postwar period. 

2. Starling at a 1917 level of S9fL- • 



581.241 spot radio by 1948 grew some 
six million dollars; by 1949 spot ra- 
dio was up another four million: 1950 
saw a nearU 10 million annual in- 
crease. Then a pause— in 1951 the 
growth slowed to one million. But in 
1952 the growth stepped up to about 
four million and last vear, spot radio 
billed a tremendous 12 million more 
than the previous vear— an increase of 
some 37' r over the 1947 mark. The 
1954 outlook is at least equal to 1953. 

3. This growth has come during a 
period w hen great fundamental changes 
were taking nlace in the advertising 
world a period during which tv grew 
from an experimental to a full-fledged 
advertising medium competing heavily 
with radio both for the advertiser's 
dollar and the consumer s attention. 



Q. Will the general outlook for 
spot radio continue to be good this 
fall? 

A. The outlook continues to be opti- 
mistic. 

As Reg Rollinson. general manager 
of the Station Representatives Associa- 
tion's "Crusade for Spot Radio" ob- 
served in a speech last month to the 
Florida Broadcasters Association: 



are we happij 7 

<i ism 



SERVING 300.000 
LATIN- AMERICANS!! 




THE MIGHTY 4 ' M I K E ' ' OF 
SAN ANTONIO 
250,000 Milliwatts 

kiww 

National Time Sales — New York 

Harlan G. Oales & Assoc. 
Los Angeles — San Francisco 
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Station power by itself is only part of 
the story, and the fact that WTIC is 
the most powerful station in Southern 
New England would not interest an 
advertiser were it not for the confidence 
and loyalty of our listeners. Over the 
years, WTIC's policy of careful screening 
of advertisers, high standards of 
entertainment and public service has 
made our programs unexcelled 
backgrounds for messages that sell. 



FOR YOUR SELLING.. 
USE WTIC 



llfTIA DOMINATES THE PROSPEROUS 
W I I V SOUTHERN NEW ENGLAND MARKET 
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^Almost all the audience 
All the time! 




SIM JAY, «& SERVING 
South Eastern IS. C< 

'ELLIOTT HAYNES DAY RATING 93.6% 
ELLIOTT HAYNES NIGHT RATING 89.9% 



KWJJ 



"Oregon Country 
Happy Hunting Ground 
for Smart Advertiser." 

Take it from KWjj — Chief of 
the Northwest Independents — 
there's good hunting for adver- 
tisers who want buyers with 
"plenty wampum". Advertisers 
plenty smart who use KWJJ for 
spot announcements with "big 
sell" in "big" country. 

National 
Representative 
BURN-SMITH CO . INC 




1011 S.W. 6th Ave. 

PORTLAKD 5^J^$- 
OREGON < V 



"Radio i- a totally new; concept in 
acK ertl-in«r, different from all other 
media in that it is total. Not the best 
home*, not the urban home*, nut wom- 
en onl\. not men only, not children 
onlv. but total. 

" \nd it has that vast untapped re- 
source of local talent, local programs 
which regional and national advertis- 
er? are only beginning to appreciate. 
Further, national spot radio offers un- 
told opportunities for new creative de- 
v ices where media, copy and plans 
departments join together to create 
new productive patterns.' 



Q. What accounts for the steady 
growth of spot radio — despite tv? 

A. There s no single answer. Actu- 
ally, a combination of circumstances 
ha\e worked in spot radios favor in 
the past near-decade: 

1. Spot vs. network % Before tv ad- 
verti.-ers were sometimes reluctant to 
buy into and around local shows, pre- 
ferring evening chainbreaks next to 
the big network radio shows. Spot ra- 
dio programs played second advertis- 
ing fiddle. 

Tv (hanged all that. Big-name tele- 
vision shows drew off a lot of audi- 
ence for network radio programs, par- 
ticularly in the Class A (7:30 p.m. to 
10:30 p.m.) period. At the same time 
as radio's base expanded from the 
1946 le\el of 57.750.000 sets to 1 17.- 
000.000 this \ear (see page 1 of Radio 
Basic s i spot programing on network 
affiliate* grew steadily in value as 
rating levels held up, despite tv. in 
non-network time. 

Nowhere is this s-itualion more clear 
than in a comparison between morning 
and nighttime programing. Morning 
radio and it's primarily spot radio 
up to 9:00 a.m. is the most popular 
buy toda\ : e\cning network radio i 
tougher to sell. Ten years ago. the 
situation was reversed. 

2. More research: An examination 
of the latent radio research (see Radio 
Basics, page 22') i will .-how how much 
of it is working in fa\or of spot radio, 
t ntil recently such factors as out-of- 
home listening and cumulative audi- 
ence were not u-ed as buying vard- 
>ti< ks in spot broadcasting. Todav 
they are and the local programing 
slanted at both the home and out-of- 
home audience ( nui-ic. news, weather, 
traffic bulletins I and the acro>*-the- 
board local programing (newscasts. 



farm programs, music strips, d.j. 
show si benefits from more advertising 
dollars. 

Station- and reps are accelerating 
their re-earch activity (see report on 
Spot radio yardsticks, page 200 I, pro- 
ducing or subsidizing special area re- 
ports and qualitative studies of the 
radio audience. 

3. Pinpointed audiences: Radio 
stations have always had more free- 
dom in developing localized programs 
than have networks. That's because 
radio networks, as a rule, have aimed 
primarily for the mythical "average 
I . S. listener" while local stations — 
particularly the independents — have 
tailored their shows to fit local peculi- 
arities of local tastes, population, ra- 
cial backgrounds, working hours and 
climates. 

In the pa-t half decade spot radio 
has therefore been able to offer the na- 
tional advertiser a wide variety of pin- 
pointed audiences at all hours of the 
day and night. In general these spot 
audiences are more specialized than 
anything now available via network ra- 
dio or network tv. 

Such audiences are due to the in- 
c rea-insr amount of such program fare 



WANT TO SELL 
CANADA? 

One radio station 
covers 40% of 
Canada's retail 
sales 



CFRB 

TORONTO 

50,000 WATTS, 1010 K.C. 

CFRB covers over 15 the homes in 
Conodo, covers Ihe market area thot 
occounis for 40% of Ihe reloil soles. 
Thot makes CFRB your No. 1 buy in 
Conoda's No. 1 market. 



REPRESENTATIVES 
United Stales: Adam J. Young Jr., Incorporated 
Canada: All-Canada Radio Facilities, Limited 
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Here's Selling Power! 

WKMF is Flint's most popular 
radio station . . . proven by a local 
impartial survey. Flint's only 24 
hour 'round the clock music-news 
station with top radio personali- 
ties, including Flint's No. 1 disc 
jock, Jim Rockwell and two others 
in the top bracket. Here is area 
saturation for your sales message 
in the billion dollar Flint market. 
Here is the way to increased 
profits for you in 1954. And re- 
member! WKMF is in the Mich- 
igan Golden Triangle . . . the 6 
billion dollar market that's ripe 
for the picking. 

WKMH— WKHM— WKMF . . . 
package buy of these 3 strategically 
located Michigan stations offers 
you maximum coverage at mini- 
mum cost. 



Only Exclusive 

disc jockey radio 
station in Flint 





Michigan Market 

Michigan's fifc&xs. 
Golden Tri< 



W K M f ^ 




WKHM 
WKMH 



JACKSON 
1000 WATTS 

DEARBORN — 5000 WATTS 
1000 WATTS— NIGHTS 



Represented by Headley-Reed 




ICHIGAN — 1000 WATTS 



Station in Flint 



//////y/t^/ffiff/fftW/// \ ;is: ' ota "> developed radio person- 

t' 1 Q ^^^S alilie> ' fr0 '" t ''- i ' V l °. 1K ' w<raslci> - 

// ^~ r y*f pijm ? Negro-appeal shows, primarilv on in- 

t : ^ dependent outlets; classical music pro- 

- F £ graining, again nto*tlv on indepen- 

l J ^ dents; barn dance and hillbilly pro-- 

^ grams featuring local musical talent: 

i ^ local '"service programing that in- 

BILL SNYDER V / ^ ( . lu(lrj . ]]CWS lraffic am | weat ] ier | )U ]] C . 

sports caster Y I foreign.languagc ; programing in 

™ ^ ever\ language from Spanish and Ital- 

m ,FormC " y St L ° uiS B, ° WnS ' | ian to Hungarian. 

* Last 4 years carried Wichita | 4 ^ MW S l ,0t ra(,i ° raleS 

Indians baseball exclusive. % llavt ' P la J™ a ' ar ? r P arl ' n steady 

-4% S% grow tli of snot radio in recent seasons. 

Ay. it Standard Oil Company of In- ^ c . ... , 

£2? ,. % As tv won away a sizable amount ot 

diana sponsored all at home . ' 

and away Wichita University % nighttime radio aud.ences, radio sta- 

football schedule last 2 years. ^ Hons countered by setting up single 

_. , , _ yy/ rate structures, w hereby dav and night 

/?> if Theo. Hamms Brewing Com- SZZ ' r _ ' _ 

l j w u-i y/Z rates were the same. I he SRA now 

pany has sponsored Wichita Aft 

Indians baseball at home and climates, for instance, thai more than 

away, last 2 years. y// half of the I, S. outlets in tv areas 

Represented by now have sUcn an arrangement, or 

Ceorgc w ciark. inc. Srfs have discount structures which amount 

^ to the same thing. 

^ ** xmT~^ x ^ l ' ie saine time many radio out- 

^ \ ^rT^!^ N *"l(<^^ ' CtS ' iav(> a ' so ?ct U P ^P 00 ' 3 ' saturation 

C^~^'-' **^'* ''*f''ffi' ffi schedules for advertisers who want to 

^Q~-^Bj& : ^B"JB achieve heavy impart through the 

^ X-iWjJIvjP&jPF: JPtiPUPtdR^if--^ cumulative effect of radio's audience 

\ turnover. From the station's stand- 

) point, the saturation campaign has 
been a useful way hv which to sell 
move nighttime radio. 

C^y^w^^^^^'i^Mi O' 1 the other hand something like 

f SMH^ ' . 20 c i of the V. S. radio outlets -by 

the SRAs guesstimate have raised 
their early-morning or daytime rates 
in the past three years as dav light ra- 

— w .? dio became increasingly \aluable. 

Q |j y P|C ^ M( ' since these rate? have generally 

§| run behind the growth of daytime audi- 

-^AllJtS r : tl ence. advertisers have been quick to 

lniv for the most part. 

I/Crt Lastlv the verv spread of radio rates 

FVOW offers "Merchandising |§ everything from a S2 spot announce- 

W Mapic" w t' -he new SUPER SALES M . . ..... 

PLAN Now any grocery prod- gig 111011 1 Oil a minor statlOIl to a £>.">, UUU- 

i ; uc's advert <*r can be assured 85: i i i • 

SIS wcekh saturation drive on a major 

* d sir ut on • .. i.i i 

* orererrod locat on metropolitan outlet — has encouraged 

* |&! business from everv t y pe and size of 

* i | national advertiser. Network media. 

ir newspaper advert s rg , .. . 

* re b etins although tar more llexible in recent 
36 super value super mar- M vears than thev were in 19-14. are more 

' K p'L I, e ';;, .bie r ro a f n oo d d S ad K I. limited in their ability to tailor vehi- 
cles for the medium and small-budget 

schedule of %\J for '3 weeks on r 

<50 You choose yo ir own v ;aran- iSxS sponsor, 
teed t mes ("or further mf 'ma- 
f n ca't wr to -r w re KSO or 03$ 
■ Avery-Knode . Inc 

Bar c AB - Network 



WICHITA'S RADIO ACTIVf STATION" 





Trau.seribefl sIuiwh 

Q. What's new in the transcribed 
radio program field? 

A. Network Mations are turning in- 
ceasimdv toward the makers of tran- 



scribed programs to. help fill their pio- 
graming needs. Reports from Frederic 
W. Ziv. Harry S. Goodman. RCA Re- 
corded Program Services ami other 
firms all support this finding. 

The dwindling of network program- 
ing has given rise to a substantial de- 
mand for high-calibre nighttime pro- 
grams, reports Alvin E. Inger. vice 
president in charge of sales at Ziv. 
though dav lime show s are also much 
wanted. For >ome time, big-name dra- 
ma shows have been an important part 
of the Ziv stable fwith such stars as 
Humphrey Rogart. Lauren Hacall. Tv- 
rone Pow er. Dick Pow ell I : but this 
vear, Ziv, for the first time, produced 
a show with a big-name comedy star. 
Red Skelton. making a '"network-level" 
performer available to stations at a 
nominal cost. Now considered a '"huge 
success" hv Ziv. the half-hour Red 
Skelton Show was released in Febru- 
ary 1954, is now running on over 380 
stations in major and secondary mar- 
kets. 

Stations are running Skelton gener- 
ally five times a week, sell it in single 
or multiple sponsorships. Of the spon- 
sors using the show. 03^ have taken 
it as a full program buy. many have 
bought it regionally for several sta- 
tions. It is available for from $10 to 
$500 a show, depending on market 
si/e. 

Note the "63'?" figure here. Broad- 
casters attending the NAR IT? Conven- 
tion reported a trend toward full spon- 
sorship of qualitv programs rather 
than just participations in these pro- 
grams, points out Inger: broadcast- 
ers had formerly indicated that adver- 
tisers favored participations over full 
program buys. 

Ziv will expand its comedy opera- 
tions still further. It has just signed 
a contract with Eddie Cantor which 
will involve an expenditure of over 
$9,000,000 during the next sev en years. 
The contract calls for the making of 
39 half-hour films annuarb and a sim- 
ilar number of taped radio programs 
each vear. the taping of the radio se? 
ries to run concurrently with the tv. 
The show will be called 77ic Eddie 




BILL POWELL 

Specializes in the 
NEGRO 
HICH SCHOOL & COLLECE 
MARKET via 

W S O K 

NASHVILLE. TENNESSEE- 
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WSYR 



PULSE OF SYRACUSE - FEB., 1954 



7< 



6 



15-Min* periods, 
6 a.m. to midnight 



15-Min. periods, 
6 a.m. to 10 mm* 



WSYR FIRST in 54 periods 

WSYR SECOND ... in 18 periods 

72 

(that's all there is) 

WSYR FIRST in 15 periods 

WSYR SECOND . . . in _J_ Period 

16 



15-Min. periods, 
6 p.m. to midnight 



WSYR FIRST ..... in 24 periods 

(a clean sweep l) 



And, of course, 
the last Nielsen 
and SAMS story 
still stands: 



NIELSEN 

^ WSYR FIRST 
by 47% to 21 2% 




ACUSE 



SAMS 

WSYR FIRST 
by 29.8# to 239# 



570 KC 



NBC Affiliate • Write, Wire, Phone 
or Ask Henry 1. Christal Co. Inc. 



WSYR-AM-FM-TV — The OnJy Complete Broadcasting Institution inCenfral New York 
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Now under construction is 
WQXR's new 50,000 watt 
transmitter . . . another great 
milestone in the history of the 
nation's No. 1 good music 
station. 

It will be a great day for music 
lovers when WQXR becomes 
the first good music and news 
station to go 50 KW. And an 
even greater day for alert ad- 
vertisers who know the value 
of a big market of above-aver- 
age prospects. 

Better get in touch with us 
now to hear how more power 
to us means more power to you. 

WQXR 

The Radio Station of The New York Times 

220 \V. 13rd Street, New York 30, N. Y. 
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Cantor Theatre, will -tar Cantor in one 
cml of three -how-, u-t* him a- host 
in t lit* oilier two for lop Hollywood 
mums. Production has started ami 
Zi\ expert- lo ha\e hoth the radio and 
l\ series ready to be released before 
the end of this year, according to 
John L. Sinn, picsident of Xi\ TV 
Programs. 

Zi\ ofiers 50 -erie- of packaged 
shows plus nearly 6,000 individual 
program* of all types. Sales of Ziv 
radio programs from July 1953 
through May 1051 reached a higher 
le\ el ( 34'"? higher) than during an\ 
other similar period in the company's 
history. Numerous inquiries on new 
show releases and station requests for 
advance bookings on shows point to 
an extra-health) fall season, say- lin- 
ger. 

The Harry S. Goodman Co. is 
also pleased with the way things are 
going. Stales Everett Goodman, man- 
ager of the firm. "It's surprising how 
healthy our business is getting. The 
first six months of tin.- year, we did 
about 40' < heller than in any six 
months of our history. In fact, in just 
one week recently, we did more busi- 
ness in transcribed announcements 
than we did in the last six months of 
last year." 

Partly responsible for this new re- 
surgence of business has been the com- 
pany s new '"Double Exposure ' plan 
a plan to help program-hungry stations 
fill gaps and attract sponsors. It con- 
sists of a package of 15 different half- 
hour my stery -adventure shows with 52 
episodes each (such shows as Murder 
at Midnight, Mystery /louse, Deadline 
for Danger). The choice of my stery - 
acKenture was determined by the 
BABs findings about the continuing 
high popularity of such programs on 
radio, says Goodman. 

Stations can buy a minimum of 
three of these shows (260 half-hours 
a yearl to run across-the-board. Sev- 
eral of the -how- in the group have re- 
broadcast rights without additional lal- 
enl fees, which is where the economy 
of the plan and the '"double expo- 
sure" idea enters, ll enables the same 
serie- lo he hroadca-t twice in one 
week — once in the daytime, once at 
night, so that if a station fills fi\e half- 
hours a week with a gi\en program, 
it actually pa\s for only three a week. 
(Fhe of the 15 show- were made in 
\nsiralia which eliminate- rebroadea-l 
fees. I 



First station to buy this plan was 
\\ OR, New ^ ork, which has been pro- 
graming 10 hours weekly with these 
-hows [WOR Radio Playhouse) run- 
ning 1,04-0 half hours in one year. 
About 12 other stations have contract- 
ed for this plan so far, say s Goodman, 
practically all network stations, and 
representing all four networks. Thev 
have been doing very little business 
with indie station-. 

Stations are selling mo-t of the 
"Double Exposure"' shows to partici- 
pating sponsors or in quarter-hour seg- 
ments, slates Goodman, rarely as sin- 
gle sponsor-hips. Each show provides 
for a maximum of four participations 
plus an opening and closing billboard 
for each sponsor. 

KCA Recorded Program Services re- 
ports that the biggest development of 
the year for them lias been the new- 
growth in the popularity of their soap 
operas. This, according to A. B. Sam* 
brook, manager of the company, indi- 
cates a new interest on the part of sta- 
tions in strengthening daytime pro- 
graming. 

The firm offers three soap operas: 
Dr. Paul. Aunt Mary and Betty and 
Rob. The first-mentioned Dr. Paul was 
acquired by RCA in the past year (af- 
ter having been sponsored for \ears 
on NBC by Wesson Oil and Snowdrift 
Sales and having rounded up big rat- 
ings). Since then, the company has 
been promoting these shows to stations 
in a package— 15 minutes of program- 
ing a day, five days a week — at a spe- 
cial price. 

Sales of these soap* have risen more 
this year than sales of anv other t\pe 
of show thev offer, states Sambrook. 
RCA's syndicated stable also includes 
musicals, dramas, mysteries, juvenile 
and sport shows, 24 -eries in all. out- 
side the soap-, ranging from half- 
hours to fi\e-miiiule shows. 

Stations are running the serials 
largely in the morning, to build a day- 
time women's audience early in the 
day. They are selling them primarih 
in full quarter hours ( rather than par- 
ticipations) . with bakeries and dairies 
two predominating types of sponsors. 

There are enough episode- of these 
three serials to enable them to run for 
vears on a station, says Sambrook. and 
more can be produced: Dr. Paul ha* 
almost 1.000 episodes: Aunt Mary. 
605: Rett) and Boh. 390. 

W illi the renewed day lime trend, 
soaps will he even more popular among 
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It won't help you 

if it's not available 




In Los Angeles, San Francisco and San Diego you 
can woo customers into your stockade through the 
open gates of KHJ, KFRC and KGB. Consistently 
good ratings are available ... to you . . . with no 
fences of elusive high ratings so often quoted but not 
available when you want them. 

Low, low daytime rates apply to nighttime too, on 
Don Lee's three key stations that cover California's 
three prime markets. Singly or together, you'll find 
KHJ, KFRC and KGB are your best buys ... at the 
lowest cost per thousand. For programs or spots 
that are available ... to you . . . corral your Don Lee 
or H-R Representative today. 



KHJ SAN FRANCISCO KGB 

IOS ANGELES \ 5000 W-610KC / SAN DIEGO 
50OOW-930 KC >X 1000 W-1340 KC , 

KEY STATIONS OF 



RADIO 
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Represented Nationally by H"R REPRESENTATIVES, Inc. 

213 



station- in the i Hilling nu >nt h-^ foie- 
t a-t- s ainbiook. Nnce mo-t other *-vn- 
diluted -how- i — ned hv HC \ and the 
olhci services are nnuli* f<>i evening 
broadcast, there will I'*" ;i loire-poiid- 
i n *i I v increased need f<n other dm time 
-how- a- well. In' -lale-i 

('hades Mit hel>nn ul-o nole- new 
aelivilv will) his soap opera-. 11^ re- 
poll- thai -evenil large independent 
-lation- have recently bought The Life 
of Mar) Sol hern ami I'reliy kilty Kel- 
ly, mainly for befoie-l()-a.in. program- 
ing, lie also find- llnil m\ slerie- arc 
in demand, i- currently working wilh 
three radio reps who plan to clear at 
least an hour each weekdav evening 
on their several stations to run a block 
of his half-hour mystery shows across- 
the-board. 

Program, sales services 

Q. What new trends are there 
among the radio program and 
sales services? 

A. What have been referred to in the 
past as "music libraries" or "library 
service-' are loda\ more accurately 



described a- "program and -ale- -eiv- 
i( (•-," Oik c \\ orld Broadcasting. 
IU '. W llie-amu- and Lang-\\ orth 
wen* -npplier- of music transcriptions 
for radio -Inlion-: today ihev not only 
provide a libiarv of 5.000 or more inu- 
-ic;il selections plus complete scripted 
(and laely. all-e.l. I programs, they 
al-u aid stations in selling these pro- 
grams and other lime a- well. They 
provide recorded jingles for a variety 
of -|}on>ors. brochures and colorful art 
to help the local salesman -ell the elk 
enl. lips on radio selling method.*, 
merchandising material for local ad- 
vertisers, among other sale-boosting 
service- (see article in si'onsok, 17 
May 1954, page 50 1. 

Wilh all these aids prov ided by the 
program and sale* services, a local ra- 
dio station has something tangible lo 
olTer an advertiser. The radio sales- 
man no longer has lo go out "cold 1 ' to 
lr\ and -ell the local drug store or 
taxi cab company, on the idea of buy- 
ing a program or participation. When 
he steps out to sell the jeweler or the 
super market across the street, he has 
on hand a battery of catchy commer- 
cial jingles and "lead-ins" specially 
tailored for the type of prospective 



-pon-or he i- vi-iting. lie can al-o 
offer a variety of other commercial 
pegs, such as holiday and -pecial-oc- 
casiou campaigns, w ith which the spon- 
sor can lie in. 

1 here has been an increa-e in the 
demand among station- for shoves in 
which multiple participations can be 
sold, according to spokesmen for ihe.-e 
firms, pointing to an increased interest 
on I lie part of advertisers in buying 
local radio partieipalions--espeeiallv 
in shows with big-name -tars such a* 
these services supply. 

To help meet the demand for top- 
star show- which can be used as par- 
ticipating vehicles and which require 
no scripts or special announcer-person- 
nel. World Broadcasting ha« come up 
with what it calls its "ComKT" Plan 
(an abbreviation for "complete elec- 
trical transcription'*) . The plan was 
first announced at the XARTB Conven- 
tion and will be formally launched bv 
World station-subscribers on 15 Sep- 
tember, according to Pierre Weis. gen- 
eral manager of World. 

World's ComET Plan features The 
Betty Grable- Harry James Show de- 
signed to run one hour a dav. five days 
a week for 52 weeks (260 shows a 
year I. A husband-wife chatter-and d.j. 
show in which the two big-name stars 
do all the introducing of numbers by 
leading bands and top-star vocalists, 
it has room for 15 commercial an- 
nouncements I 12 one-minute, three 
half-minute slots I : stations can sell 
these lo sponsors individually or in a 
variety of combinations. 

'I his i? the first lime Workl has pro 
duced a diow of this length and type 
ail on an e.l. and with no script, open- 
end style (the station selects specific 
vocal or band selections indicated on 
the e.l. and at the proper lime plavs 
them on another turntable!. It is 
available only to World subscribers at 
a nominal charge of SI per show and 
to date some 325 stations have signed 
for the plan. These include contract 
extensions and renewals as well as new 
subscribers, among them big network 
powerhouses seeking programing to 
fill evening gaps. 

The increasing interest of the big 
network stations in their services is 
significant, says Weis; as the networks 
offer le>s and less in the way of pro- 
sramin" he declares, services like 
World which can provide the stations 
with attractive big-name programs. 






air traffic increases 
are further proof that 

MIAMI 



is Dixie's f« s 




- t0 >N»ng Ke Y Market 

Last year, Miami was the nation's 
No. 1 Port of Entry for oir passengers 
from foreign shores . . . and ranked 2nd in the 
nation in totol number of plane movements ! 
And, the first four months of '54 already show 
number of passengers up 15.5%, Air Cargo up 
7.5%, Air Moil up 14.9% ! Kinda' bears us out 
that they keep flocking in . . . not only on 
wheels and rails, but on wings, too ! 
Call your Hollingbery Man and let him tell yau 
what a whale of a job WIOD's doing every 
day in this newest of all Key Morkets ! 



James M. LeGate, Genera/ Monoger 

5,000 WATTS . 610 KC • NBC Affiliate 

National Rep , George P. Hollingbery Co. 




Miami 
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He reaches customers in kitchen and car 



Want to talk to the lady of the house while she's 
preparing the evening meal? Want to get the ear 
of her husband while he's driving his car? 

Then let Hal Morgan tell your food, beverage, 
drug or automotive story on "Morgan's Matinee" 
> — the sixty-minute show with double-barreled 
appeal for homemakers and motorists alike. 

From 4:00 to 5:45 each weekday afternoon, 
Hal Morgan serves up a blend oigood music, news, 
weather, time and road conditions . . . preferred 
fare for the man driving home from work, and 
for the homemaker in the kitchen. 

While Morgan is on the air, Greater Cleveland 
traffic is at its peak. Over a quarter-million motor- 
ists are on the move — 90% with car radios! 
During this same period, radios are tuned to 
Hal Morgan by busy homemakers. 



Reach customers in a mood to buy — on 
"Morgan's Matinee"! Participations and quarter- 
hour segments available. Check your nearest 
Christal office today. 





THE STATION WITH 

4Vi MILLION FRIENDS 
IN NORTHERN OHIO 

CBS — Cleveland — 50,000 Waffs 
The Peoples Broadcasting Corp. 
Represenfed by The Henry I. Christal Co., New York 
In Canada by Radio Time Sales, ltd., Toronto 
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will In* molt' important It) litem. 

In line with tlte "rowing demand 
for participating programs \\ orld i- 
planning about -k new live-a-week 
-tripled half-hour and quarter-hour 
musical show-, 

World hoa-t- o\cr I. (Mil) slation-siib- 
scribev*. report* that it- production 
budget for the fir-t -i\ mouths of 1951 
wa- 3.")' ( over la.-t year, 

K(. W I lie>aiirn« also stre--es a- the 
iinportanl trend this year the iucreas- 
iiiji u-e of participating announcements 
in lib ran -en ice -hows rather than 
»-ing.lr* -pon-or-hips. The\ have de- 



signed such new shows as Penthouse 
Parly, hosted by Nelson Eddy and fea- 
turing top vocal -tars, to carry up to 
seven participations on one half-hour 
stanza, and Mehu hrino Musicale to 
provide for four announcements per 
quarter hour. Each show, however, is 
flexible and can he sold hv stations in 
a v a rich of wavs. 

Reflecting the ever-increasing sales- 
consciousness in the field, this vear for 
the first time. Thesaurus has made 
available merchandising and point-of- 
sale material lo the sponsors of one 
of its shows. The Hour of Charm I with 



IMiil Spitalny's all-girl ordie-tra I -. 

Starting in August, Thesaurus sub- 
scribers will receive the fust selections 
in a new -cries of "Sell Effects' -in- 
gle-word transcriptions designed to tie 
in with local commercial*- I these are 
in addition to the firm s singing jin- 
gles ) . 

In -May, Ihe-aurus launched a new 
five-minute musical quiz show. Quickie 
Quiz, representing a somewhat differ- 
ent programing approach for the firm 
(whose 31 shows in half-hour and 
[|iiarter-hour lengths are largely 
straight musicals with lop-name vo- 
calist- and hand leaders I . Featuring 
Ralph Flanagan and orchestra, it is an 
audience participation hit expressly 
designed to tie in with local event- and 
sponsors connected with them. I en 
five-minute -hows are availahle each 
j week, and most stations run two a day. 

Artists in Thesaurus show- include 
such names as Eddie Fisher, Johnny 
Desmond, June Valli. Beatrice Kay, 
Fran W arren. Sammy Kave. 

Lang-Worth Feature Programs re- 
ports that it has increased its customer 
list by 23 f r since 1 September 1953. 
"We are today re-signing radio sta- 
tions that two or three years ago de- 
cided to get along without a program 
service." sav s Lang-Worth President 
C. 0. Langlois. 

In the planning of new programs. 
Lang-Worth is now working hand-in- 
glove with a committee of executives 
from several advertising agencies all 
over the country to bring in a practi- 
cal advertiser viewpoint. Rather than 
design shows merely to attract audi- 
ences as in the past and for single 
sponsors. Lang-Worth has revamped 
its approach to a more sale— conscious 
one. is now gearing programs toward 
the inuch-in-deinancl multiple sponsor- 
ships. 

First of the new-tvpe shows is the 
Russ Morgan Show, a daily 30-tninute 
stanza with five one-minute availabili- 
ties per program which will start 0 
September. At presstime. it was -old 
in 501 market*. It is a new departure 
for Lang- Worth in more ways than 
one. It is the first show that the firm 
is marketing individually that is. lo 
non-subscriber a- well a> subscriber 
stations. It is also the firm's first show 
for which no script i- needed— the m.c. 
role is taken over by the star, in the 
style of open-end show", while the lo- 
cal d.j. plays the tunes. There is a big 
, need for this open-end type of show. 




A 




Lr~t 



XL 



"f ken's fmsxhil W0fd% 
'fjrhcr, <W wt'veqot 
dttle mi oil wells to 
b<?ck ikcHc up/' 




• KTUL blankets the rich 22-county area of Northeastern 
OKLAHOMA where 805,000 people have an effective 
BUYING INCOME of $1,064,307,000 and SPEND 
$696,809,000 annually on merchandise. KTUL is a 
welcome "salesman" in 242,360 RADIO HOMES in this 
fabulous Market! 

• For the complete, graphic story of KTUL's TULSA 
MARKET, write to George Ketcham, Promotion Director. 



CBS Radio 

in 

Northeastern 
OKLAHOMA 



KTUL 



Affiliated 

with 

KFPW 

Fort Smith, Ark. 



L. A. BLUST, Jr., Vice Prcs.-Gcn. Mgr. 

AVERY-KNODEL, Inc., National Rep. 
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Ann 



ouncing 



the appointment of 

H-R inc. 



as the National Representative 



for Radio 



Kowh 



r 



OMAHA 



Another step toward even better service lor KOWH advertisers is the appointment of H-R Inc. 
as National Representatives for "America's Most Listened-To Independent Station." 

And just to cinch the "Most Listened-To" title even more firmly, KOWH just completed its 32nd 
month in first place in Omaha by setting a new record. With a day-time rating of 46.2 cr 0 , KOWH 
has just topped the mark for share of audience in a six-station area. 

And with an average like that, any spot vou pick at random has a better than even chance ol 
delivering you a bigger listening audience limn a spot on all other Ontaha-Coutici! Bluffs stations 
combined! 



Mi 



CONTINENT BROADCASTING CO. 



KOWH 

Represented by 
H-R Inc. 



General Manager; Todd Storz 
WTIX 

Represented by 
Adam J. Young, Jr. 



WHB 

Represented by 
John Blair & Co. 
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RADIO STATION 

WSAZ 

HUNTINGTON, WEST VIRGINIA 
SERVING 3 STATES >• 



We Would Like 
You To Meet . 




JIM 
THACKER 

NEW 
WSAZ 

SPORTS DIRECTOR 

THE FAVORITE SPORTSCAS- 
TER OF THE TRI-STATE 
AREA . , . Bringing the latest 
local, regional and national 
events to the listening audience 
at 

6:05 P.M. 
MONDAY THRU SATURDAY 

"TIME FOR SPORTS" 



say > Lanjdois. and more will follow 
from Lang-Worth. 

Tlii* year Lang-\\ ortli made a tran- 
scribed sales lecture course available 
to subscribers titled "Selling and Ser- 
vicing Local Radio Accounts'' setting 
forth basic groundwork in radio sell- 
ing as well as new angles and ideas. 
The company plans to continue these 
aid*, transcribed by President Lang- 
lois himself. It also plans additional 
releases of musical commercials which 
have been extreme!) popular with ad- 
vertisers, reports Langlois. 

Associated Program Service (a di- 
vision of the Muzak Corp. ) now has a 
"permanent" library of some 7,000 
musical selections plus sales aids w hich 
it rents to subscribers, plans no change 
in this setup right now. Its collec- 
tion includes musical production as- 
sists such as themes, fanfares, bridges 
and sound effects. Selling aids, aside 
from time and weather jingles and ad- 
vertiser lead-ins, feature a series of 
transcribed sale* talks by former APS 
V.P. Maurice B. Mitchell (now Presi- 
dent of Encyclopaedia Britannka 
Films I . designed to be run off at sta- 
tion sales meetings. 

APS rents its lil>rar\ at a monthly 
rate of $62.50 to all stations, regard- 
less of size, on a minimum three-vear 
contract. It currently has 483 subscrib- 
ers. 

Although APS iio longer issues new 
releases or sen ices, in the past 18 
months it has had a higher net than 
at any time in its historv. according 
to Ldward Hochhauser Jr.. vice presi- 
dent and general manager. The reason 
is that it operates at minimal cost, via 
direct mail. 

Pop, light concert and dance music 
dominate the APS librarv. though nov- 
elty, hillbilly, hand and religious selec- 
tions are included. Featured are such 
names as Rosemary Clooney, Guy Mit- 
chell. Vic Damone, Errol Garner, \a\ - 
ier Cugat. 



Farm radio 

Q. Isn't most farm programing in 
rural areas? 

A. Obviously a great deal of farm 
broadcasting is done by stations lo- 
cated in predominantly rural areas. 
Howe\er. GV ', of the radio stations 
and 47' J of the tv stations responding 
to Program Guide questionnaires said 
the\ carried farm programs. ( Pro- 



grain Guide is the breakdown on local 
V. S. radio and tv programing re- 
cently published by Sponsor Sen ices 
Inc.) Included in the list of stations 
with farm programing are such urban 
outlets as WNBT (tv), WABC and 
WOR. New York; WGN-AM-TV. 
WMAQ, WNBQ, WBBM-AM-TV and 
\\ LS. Chicago, and other outlets. 

(For details on the farm market, 
see sponsor's special farm section, 18 
October 1954. See abo Farm tv, page 
1 02. 1 



I¥t*fCro radio 



Q. What's the most important 
thing to remember when selling 
to Negroes? 

Ai Best results come from using Ne- 
gro performers or announcers. Never 
use artificial Negro speech: let the 
station rewrite your commercials, if 
necessary, to suit its market. Consis- 
tencv in Negro advertising is impor- 
tant as with all advertising. 

Q. How many Negro stations are 
there in the U. S.? 

A. Program Guide lists 22 stations 



Agencies! Advertisers! 



... be among the FIRST to 
profit from the NEW Tucson, 
Arizona Metropolitan Area! 

• 141,216 population - 1950 census 

• Tucson • 167 Quality of Market Index 

Get FREE FACTS from 
Tucson's Scott Henderson 
Advertising Agency 



Call, Write, Wire, TODAY! 



Other ways the Scott Henderson Advertising 
Agency of Tucson con help you ond your 
product: 

• Your product in on exponding morket 
needs ottention. The Scott Henderson Adver- 
tising Agency Itnows the Tucson Metropolitan 
Areo. It con select medio, do spot checking 
of distributors ond retoilers, hondle reseorch 
ond billing. 

• Ask obout our special rodio ond TV 
packages; olso spot ovoilobilities on top 
shows. 



Dial 3-5425 



I 



' Santa Rita Hotel 
I Tucson, Arizona 
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5,000 WATTS DAY 
■ ,000 WATTS NIGHT 
930 KC 




TELEVISION AFFILIATE 
WSAZ-TV 
Represented by THE KATZ AGENCY 
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289 Pages 682 Pages 889 Pages 951 Pages 1254 Pages 1357 Pages 1608 Pages 
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The mayuzine radio ami tv atlverlisers use 



SPOXSOR builds on a solid basis. Our policy : turn out useful issues and the 
advertising will follow. This common-sense approach to tv and radio trade 
paper publishing has appealed to station advertisers increasingly since 
our first issue in November 1946. Our promise for 1954: new, improved 
use departments, more use articles for buyers oi radio and television. 




which are 100'f Negro programed 
and !!2 othiT stations with a t cjn>i(lcr- 
iihli- amount of Negro programing. 
There wen* 371 slalions responding to 
llie (/iiide questionnaires (25' '< of the 
lolal respondents) which program al 
least partially for the Negro audience. 



Q. What's new in Negro radio? 

A. Possibly the latest in Negro pro- 
graming is the National Negro Net- 
work, which airs Huby f'aJentine fa 
serial slor\ I on 43 stations. Sponsors 
intitule I'el Milk. Philip .Morris cig- 



arettes and 



Wi igle\ gum. An interest- 



ing fact is that representatives for 

Negro stations told sponsor that '*t\ 

U not hurting Negro radio al all; it's 
-till an untapped goldmine. " 



Q. How big is the Negro market? 

A. The Negro market is higger than 
\ou probabh imagined. After all. one 
out of 10 American.-; is Negro. In 
New ^ oi k alone there are more than 
one million Negroes — which exceeds 
the entire population of Pittsburgh. 
Boston. St. Louis or San Francisco. 




The Night the Stars Came Out 



If the stars came out only one night a year, what an audi- 
ence they would draw. And if WIBW broadcast only one day 
out of 365, what a rush there would be for availabilities. 

Fortunately for advertisers, WIBW is on the air every day 
from dawn to midnight. To the farm and small town folks 
who make up our audience, we're as dependable as the North 
Star . . . dependable in our services in their best interests. 

That's why WIBW consistently* continues to be the sta- 
tion that Kansas farm folks listen to most — the station where 
RESULTS make it the first choice of sales-minded advertisers. 

•K;insns Undio Audience 1937 lo 1953. 



WIBW - CBS Radio. Topelta, Kansas 
Ben Ludy, Ccn. Mgr. WIBW - WIBW-TV and KCKN 




The Negro market represents a lot of 
mone\. too. In the Birmingham area, 
for instance, more than 240.000 Ne- 
groes spend more than $248 million 
every year. 



Classical music 

Q. How popular is classical music? 
A. Duriti" 1952 (last \ear for which 
figures are available) 30 million peo- 
ple paid $15 million in admissions to 
hear good music concerts in I lie l T . S. 
Thai was fi\e million more than the 
number of people who attended all 
major, minor and no-league base- 
ball games. 

Surveys indicate the average income 
of people who listen to good music 
radio stations is $7,000 — double the 
national average. There are five times 
as many people earning $15,000 or 
more who listen to good music stations 
than those who listen to other stations. 
Half of all good music listener.- own 
their own homes (90*^ of the non- 
apartment dwellers who listen lo good 
music stations own I hoi r homes). 



Q Exactly how big is the good 
music radio audience? 

A. Good .Music Broadcasters, Inc., 
reports that its 14 member stations 
have a total audience of more than 
two million people. In addition to 
these 14 slations, sponsor? Program 
Guide also lists 125 other stations pro- 
graming more than 10 hours weekly 
of good music. There are 922 stations 
(61^ of the Guide's respondent) 
who program one or more hours week- 
ly of good music. The audience of 
these stations can only be conjectured. 



Q. What kind of sponsors use 
good music stations? 

A. Leading good music advertisers 
include Air France, Macmillan Co., 
RCA Victor (for its hi-fi equipment), 
llolidav, Reader's Digest. Atlantic 
Monthly, Hukua Tea, Cadillac, Buick, 
French Tourist Office and manv others. 



Folk music 



Q. Do mostly hillbillies listen to 
folk music? 

A. According to Program Guide the 
majority of people like folk music 
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(sometimes called Western and hill- 
billy). For 65% of the Program 
Guide respondents (995 radio sta- 
tions) reported folk music program- 
ing. There are at least 236 stations 
which schedule more than 20 hours 
weekly of folk music and at least seven 
outlets program nothing but folk 
music. These stations are not all high 
in the Ozarks, either. For example, 
WA11L, Arlington, Va., a suburb of 
Washington. D. C, is a 100% folk 
music station serving the cosmopoli- 
tan, sophisticated capital city. One of 
the nation's best-known stations — 
WSM. Nashville— broadcasts 39 hours 
weekly of folk music. KXLA, Los An- 
geles and KVSM, San Mateo (a San 
Francisco suburb) are 100% folk- 
music programed. 



After-midnight radio 



Q. Who listens to the radio after 
midnight? 

A. Most people think factory work- 
ers on the graveyard shift are the only 
souls exposed to post-midnight radio. 
As American Airlines can testify, how- 
ever, a large group of white-collar 
workers also is up late. The airline 
has Music Till Dawn on six major 
stations (see "10 top case histories," 
page 45). The show is aired from mid- 
night to 5:00 or 5:30 a.m. on the out- 
lets, draws hundreds of letters weekly. 

There were 264 U. S. radio stations 
with post-midnight programing which 
responded to Program Guide question- 
naires. This represents about 18% of 
Program Guide respondents. 

About 5% of the respondents — 75 
stations — operate 24 hours a day. 

About 80% of the stations schedule 
pop music. Other programing includes 
chatter and interview, folk music, light 
classical and classical music. 



Religious and gospel 

Q. How many stations put on 
religious gospel shows? 

A. As might be expected, the Bible 
Belt contains the largest concentration 
of radio stations specializing in re- 
ligious and gospel programing. How- 
ever, such programing is not entirely 
confined to one area, for 54T of all 
Program Guide respondents feature 
some religious programing. About 100 



stations offer more tban 10 hours of 
such programing weekly, of which 25 
arc on Negro-appeal stations. Some 
stations program far more than 10 
hours weekly: KGER, Los Angeles, 
carries more than 70 hours a week of 
religious programing. 



Foreign language 

Q. Is foreign-language program- 
ing still important to advertisers? 

A. At least 50 national advertisers 



belie\e foreign-language programing 
is important enough to continue to al- 
locate liionc) for it. And more new 
sponsors are using foreign language 
programing all the time. (Among the 
recent entries: Italian Lines' purchase 
of Travel Diary over WOV, iNew 
York. I 



Q. The foreign market is sharp- 
ly declining though, isn't it? 

A. Ten years ago a leading New 
York agency told its clients that ''in 
a decade there will be no such thing 



NOW BIG NAME SPANISH SHOWS 
f«r the BIG U.S. SPANISH MARKET! 



Two transcribed productions starring 
Latin America's most popular actor 

ARTUR0 DE CORDOVA 



on 




Prorn °t; on 

Jery, Ce 



9e j n 



St DIG 

MAJ.TRBCHC 

150 'A hours — a love story filled with 
the passion and suspense which guarantees 
a loyal Spanish speaking audience. 

and 

LOS PERSEGUIDOS 

26 half-hours of mystery 



In SPANISH, the greatest adventure show of all . . . 
LAS AYENTURAS DE 




260 transcribed quarter hours. 




N.C.P. 



The most popular DAYTIME SERIALS 
by Latin America's leading radio author, 
CARIDAD BRAVO ADAMS 
... 4 transcribed series now available. 



Serialized adaptations of 
Mexican Motion Pictures 
with the original stars in the cast! 
5 transcribed series. 



For auditions and further information contact: 

Jn New York: Frcmantlc Overseas Radio and TV Inc. 

^ 366 Madison Ave.. N. t. ff. MU 7-4344 

In Mexico: Fremontle Radio y Television, S.A. 

12>706 Paseo de fa Reforma 
Mexico, P.F. Tel. 36-28-17 
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I". S." It ba-ed it- prediction on limit- 
ed immigrant quota* and other fac- 
tor*. Now. however, the agency i> 
telling clients that "the foreign market 
continues to be a very important fac- 
tor in advertising." 



Q. But isn't the foreign market 
group — like everyone else — leav- 
ing its own neighborhoods in 
downtown areas and scattering to 
the suburbs of cities? 
A. Milton Gntteuplan, vice president 



of Kmil Mogul Co.. told sPO.nsok that 
there had been a trend to the suburbs. 
'"Hut this mostly affects di-tribution 
of products for these groups," he said. 
"It ma) change distribution patterns. 
It doesn't and won't affect radio ad- 
vertising; radio covers the suburbs 
ainwaj. And radio continues to ha\e 
entertaiiiiiient appeal that these groups 
seek out and enjoy.' 



Q. Where are the major foreign 
markets? 

A. As a rule of thumb, chief foreign 



YOU CAN DOMINATE 

THE NATION'S 14th LARGEST MARKET 



RADIO 

WGR 

BASIC NBC 
Buffalo's FIRST Station 

The "merchandising-minded" 
station that is always bought 
first by advertisers who want 
to sell their products. 



WGR's Salesmen of the Air: 

JOHN LASCELLES 

the Morning "Musical Clock" Man 

Reggie and Bill KEATON 

"Mr. and Mrs. Buffalo" 

BOB GLACY 

in "Glacy's Basement" Late Show 

BILL MAZER 

Sports As You Like Them 

HELEN NEVILLE 

The Homemaker's Friend 



PLUS complete news and special event coverage 

Free and Peters — National Representatives 



STATIONS THAT SERVE BOTH THEIR AUDIENCE AND THEIR ADVERTISERS 



TELEVISION 


| ON THE AIR 


WGR -TV 


THIS SUMMER 


BASIC NBC 


CHANNEL ' 


1 SO IT'S NOT 


The new opportunity 


| TOO EARLY 


for complete, integrated 


1 TO MAKE 


product domination 


in the nation's 14th 
largest market. 


I YOUR PLANS 



L 



Headley-Reed National Representatives I 
. I 



OWNED AND OPERATED BY WGR CORPORATION 



markets are the older urban manufac- 
turing (enters. sI'O.vsok's Program 
Guide listed 285 radio stations earn- 
ing foreign-language programing (not 
including Spanish; see separate para- 
graphs for Spanish-American radio' 
tV). This is nearly 20'? of the total 
respondent* to the Guide question-, 
naires Penn-y Ivania had 37 stations; 
California. 30; New York. 29; Michi- 
gan. 23: Massachusetts. Itt, and Ohio 
17. The stations program to 31 differ- 
ent nationalities. 



Mexican- America u 

Q. Are there two kinds of Span- 
ish-speaking groups? 

A. Yes. One is made up of immi- 
grant- largely : this is the Puerto 
Rican group which centers in New 
^ ork City. The other ?egnient is the 
Mexican group. 

I he Dept. of Commerce and others 
consider the Mexican-American group 
at least 300 years old. And it's big; 
there are about three million Mexican- 
Americans throughout California. Ari- 
zona, New Mexico. Colorado and 
Texas. 



Q How do individual markets 
rank? 

A. Richard O'Connell. New York 
station representative with a number 
of Mexican-American stations, com- 
piled Dept. of Commerce. ChamLier of 
Commerce and Census figures, as well 
as reports from several other organi- 
zations, to arrive at this breakdown: 
Los Angeles County. 550.000: San 
Antonio. Tex., trading area I includes 
10 surrounding counties). 400.000; 
the 65-mile strip of the Lower Rio 
Grande Valley, Harlingen. Browns- 
\ ille. 350,000; Corpus Christi trading 
area. 110.000 to 125.000: El Paso- 
Juaiez trading area. 100.000: Houston 
trading area. 90,000; Laredo, Tex., 
trading area. 90.000: Austin trading 
area. 80.000: Albuquerque trading 
area. 80.000: Phoenix trading area. 
75.000 and Tucson trading area. 50.- 
000. The rest of the population is 
divided fairh evenly within the rural 
valleys of South Texas, the Imperial- 
Valley and San Fernando Valley I both 
California), along the rest of the 
Texas-Mexican border from Laredo 
northwest to F.l Paso. 
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Q. Do these Mexican-Americans 
have any program preferences? 

A. The Mexican-American's natural 
infatuation with music makes music 
the backbone of programing of any 
good Spanish station. According to 
Richard O'Coimell. next in popularity 
"is the real blood-and-guts type soap 
opera which goes to much greater 
lengths in realism than do our Eng- 
lish soap operas. They, for instance, 
think nothing of having an illegitimate 
child in the script about to be born. 
However, clue to their religious taboos, 
the child must either die at birth, the 
mother must die at birth, or. as rarely 
happens, the father must show up at 
the last minute and marry the mother. 
This is just one example of how real- 
istic Spanish soap operas can get . . . ' 

Fm radio 

Q. What is the outlook for fm? 

A. Veteran fm men say they have | 
reason to be optimistic. They give 
three reasons; multiplexing, hi-fi, 
more fm setSi 

Q. What is multiplexing? 

A. It's a wa\ of broadcasting two 
signals on the same channel. It en- 
ables part of an fm channel to be used 
for non-broadcast purposes while regu- 
lar fm "home" broadcasting continues. 
This squeezes more uses out of a single 
channel, gives fm more opportunities 
to make money. 

Example: While aft fm station is 
broadcasting classical music to the 
home audience, it could also beam 
background music to restaurants and 
offices. The background music could 
be broadcast without interfering with 
the '"home'' broadcasting. A third ser- 
vice, music for stores, could also be 
broadcast simultaneously. 

At the Chicago NARTB Convention 
last May, FCC Commissioner George 
E. Sterling indicated that the new rule 
allowing stations to do multiplexing 
(officially known as FCC Docket No. 
10832) will soon be put into effect. 
He was careful to state that multiplex- 
ing would be an "adjunct to fm, not 
a replacement for it. . . . It may give 
fm the revitalization it needs." 

Q. Is hi-fi a factor for sponsors 
to consider? 

A. Virtually every big maker of elec- 
tronic gear is trying to cash in on the 
hi-fi market. Once confined to smaller 
firms, now RCA. GE, Philco. Zenith, 



Pilot and others are making a strong 
pitch for hi-fi business. Ilenr) G. 
Baker, RCA vice president (home in- 
struments), says there will be "$300 
million spent on hi-fi equipment dur- 
ing 1954." 

This will affect fm. Hie majority of 
hi-fi rigs (ranging in price from $150 
to several thousand dollars) have an 
fm or fm-ani tuner. "These hi-fi fans 
aren't buying an fm tuner just to look 
at," one dealer told SPONSOR. 



Various fm stations have reported 
an upsurge in business from hi-fi deal- 
ers and record companies. 

Q. What sponsors should make 
an effort to reach hi-fi homes? 

A. Hi-fi is a great delight of the 
upper middle class. With a minimum 
investment of $150 required- -and the 
average running around $500 to $800 
— it's obvious that hi-fi enthusiasts 
who listen mainly to fm constitute a 
quality market. Better automobiles. 
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WILDROOT 

{Continued from /xige 4-1 I 

IJilh \\'illiain>. now hir» his own 
group). '1 lie program wa* aired Mon- 
dii\ c\ (Miinjrs. ran 15 minute*. 

The show ne\er got off the ground. 
lt> average rating wa- l.B. 1 lie sale 
of Wildroot hair tonic did not surge. 

For six long Near* Wildroot ahaii- 
(loned all plans for extensive radio ad- 
vertising and turned to other media. 

I!\ late 1912 the ineinon of Wild- 
roof- sad radio experience had faded. 
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t rat el and transportation fu nis, dts- 
li'ilnitiirs of fine wines all these are 
"natural-. 



Q. Besides the hi-fi fm sets is 
fm set circulation growing? 

A. \«>t onl) i> the number of fm 
sets ma nuf art u red steadih (if not 
spectacular!) I increasing, hut also 
tun new areas of fm li-lening recently 
I kim* been opened. Now you can huv 
both auio radios with fin and portable 
radios w ith fin hands. 



W ihlroot had just brought out its now- 
famous Wildroot Cream Oil. And 
Maurer had jilsl written Ins "Wildroot 
Cream Oil Charlie"' jingle. After in- 
troducing Cream Oil in October and 
November \ ia Sundat supplements, 
Maurer used spot radio on a markel- 
bj*markel ba*r* I at that time the 100- 
niarkets map had not been figured 
out I. As soon a- one market had been 
established. Wildroot began spot ra- 
dio in another area. 

I "e of spot radio increased \ear b\ 
tear until, during 191-1. Wildroot was 
said to haw spent more for spot than 
anv other advertiser. In those dats, 
recalls Maurer. network radio was the 
big thing and it was unusual for a na- 
tional advertiser to use particularh 
hea\ \ spot campaigns. 

Despite his sati-faction with spot, b\ 
1945 Maurer decided the firm was 
reach for network radio. It had been 
nine tears sinee the eompauy had been 
in network radio. 

The first show featured the \Vood\ 
Herman band. A tear later Wildroot 
switched to Sam Spade. The private 
eve was sponsored by Wildroot for 
four and a quarter tears. 

About the same time, Wildroot 
bought the King Cole Trio. This group 
was sponsored by Cream Oil for a 
tear and a half. 

After dropping Sam Si>ade and the 
Trio. W ildroot picked up The Shadow 
and, later. Twenty Questions on MBS 
plus Charlie Wild on radio and tv. It 
continued these network programs un- 
til 19.1,3 when, following completion of 
the 100-inaiket breakdown and the 100 
different ad\ertising budgets. Wildroot 
dropped network radio and put its en- 
tire SI - 1 million air budget into spot. 

"You'll see that we bad several cri- 
teria for network radio* Maurer ex- 
plains. "All the shows we sponsored 
we got just as they were on their way 
up in popularity. We kept them until 
the) reached their peak, then turned 
to new programs. 

"All the -hows had a toung follow- 
ing as well as an audience that had 
pretlt good male listening. The; were 
aired at a time when we d reach men 

both \oung men and older men. 
You see. we're serious about getting 
our mes.-age aero«> to a toung audi- 
ence. 

"You might sa\ we In to catch 'em 
both on the wat up — both programs? 
and kids." 

Significant as his big colored map 
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and 100-budget breakdown is to Mau- 
rer. they're not tlie most important ele- 
ments in Wildroot's advertising strat- 
egy- 

"Ideas are most important," he ex- 
plains. "Exciting ideas, with the right 
kind of copy. Of course you need a 
good product to begin with. \ ou've 
got to be honest. But aside from those 
basics. I believe ideas are most impor- 
tant." 

Maurer is himself an idea man. He 
doesn't leave all the creative thinking 
up to BBDO. "1 have my own creative 
man, too, Earl Obermeyer. Good idea 
man, excellent writer. Earl, the agency 
and I all work together on ideas." 

Possibly Maurer's most exciting (he 
likes that word) idea was his "Wild- 
root Cream Oil Charlie" jingle. 

When Maurer hears the jingle, he 
visualizes a couple of vaudevillians 
with their cflnes, striped trousers and 
straw hats a la the Happiness Boys. 

"For one thing that jingle is happy. 
And I believe it's important to have 
happy commercials. People like to be 
happy. They like to be associated 
with happy products. Our jingle sort 
of gives them a lift, makes 'em feel 
good." 

Every line of the jingle contribute? 
to its selling message. "Take the first 
line — 'You'd better get Wildroot Cream 
Oil, Charlie' — where you ask the lis- 
tener to act. The second line gives 
him the reason why — 'It keeps your 
hair in trim.' The next line tells more 
about the product — ''You see it's non- 
alcoholic, Charlie; it's made uith 
soothing lanolin.' The next line re- 
peats the demand for action — 'You'd 
better get Wildroot Cream Oil, Char- 
lie; start using it today.' 

"We even throw in sex. The next 
line goes, 'You'll find that you will 
have a tough time, Charlie, keeping 
all those gals away.' And so it goes." 

This year's Wildroot campaign is 
centered around Al Capp's cartoon 
character, Fearless Fosdick. 

"Coming into 1954 we had. in ad- 
dition to the annual problem of where 
were we going to tell our story, the 
problem of what we were going to say . 

"What, besides our jingle, did we 
need? We needed some exciting way 
of dramatizing the jingle. We w r anted 
a new way of getting the jingle to the 
public. 

"Having Fearless Fosdiek is like 
having a Godfrey or Crosby — he's an 
audience getter, a salesman, a charac- 



ter that symbolizes Wildroot Cream 
Oil." 

Before definitely signing with Capp, 
however, Maurer ran a split-run test 
in which Fearless and a conventional 
cartoon strip were used. Both cartoons 
were on the comics page. Both had 
the same position. 

When readership surveys were 
made, the Capp cartoon ontpulled the. 
other strip bv such a great extent that 
says Maurer. "we could do only one 
thing hire Fearless Fosdick." 

The company's radio and tv com- 
mercials also feature Fearless Fos- 



dick, as well as point-of-sale material, 
sales letters to distributors and all the 
rest of Wildroot's advertising and mer- 
chandising. 

"Fearless is our gimmick this year," 
Maurer explains, "and we'll exploit 
him to the fullest extent." 

\\ hen it comes to giving people 
ideas, Maurer warms up to his theory 
that the advertising agency shouldn't 
be responsible for every new idea. 

"I believe we're BBDO's second old- 
est client. We started with Alex Os- 
born — the old Remington Agcncv 
I Buffalo), sta\ ed with the merged 
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KANSAS SHOWS 

18.6% 

MA H U F AClU R IN G 
EMPLOYMENT GAIN 



YOU CAN'T WIN WITH THE 
RURAL VOTE ALONE ! ! 

Labor Department figures show Kansas tripled the national 
average and ranked fourth of all states in percentage of 
manufacturing employment gain in 52-53. Much of this 
growth is centered in WREN's backyard. You can no longer 
cover Kansas with a farm station alone. Bolster your sched- 
ule with WREN — top buy in Topeka and wealthy Eastern 
Kansas. 

Rep. by Weed & Co. 
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Batten. Barton. l)ur>tinc & Osborn. 

"\ our agency has to be a partner in 
your business. You have to tell the 
agen< j everything about vour cunt" 
panv. Don't look upon the agency as 
an idea machine. It should foe >our 
selling partner. You're both in busi- 
ness to make money Ylanivr ob- 
>er\ ed. 

Maurer gave this description of the 
wa\ W'ihlroot works with BBDO: 

"Our account executive is Alan I). 
Lcbinann. who is assisted 1>\ two as- 
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REASONS WHY 

KOA's Western Market 

is the place to intensify 
your farm and ranch selling 
right now! 



2. 



Income is higher through The 
yeor! Form ond ronch income 
in the Western Market 
is 74.3% higher than the 
national average! 



sislant account executives Ja\ S. bar- 
man and Stuart Hainple; also a media 
director. William Decker — all working 
out of BBDO s Buffalo office. Our New 
York coordinator and Cal Fridav is 
Gertrude Scanlan, and 1 think it would 
be safe to say that a group of BBDO- 
ers -upward of 35 people — spend all. 
or part time, on the Wildroot account. 

"1 sincerely believe that the Wild- 
root Company and BBDO relationship 
is very unique. It is well over 40 years 
old and ue have never had another 



1. 



Income is ot its peak! 
From now through the foil, 
horyest seoson meons 
boom buying! 



3. 



KOA serves the entire Western 
Market . . . more people who 
can't get TV than any 
radio station in America. 

This regular coverage 
includes 3,644,400 
listeners in 302 counties 
of 12 states! 



Write today for 
complete details., 
or CALL PETRY! 



KOA programs for this 
market, with 18 hours 
a week devoted ta 
FARM AND RANCH SERVICE! 




DENVER 

Covers The West... 

Dominant NBC Station— 50,000 Watts 



agency — which is certainly unusual in 
our kind of business. The Wildroot 
advertising department is relatively 
small for a firm with a $3,000,000- 
plus budget. 1 sincerely believe that 
the reason for this is that we have 
always tried hard to avoid client-agen- 
cy duplication, and we use the agency 
for almost everything that they are in 
a position to supply. 

"We do not look upon our agency 
as an idea shop, nor do we depend 
on them for all of the ideas and all 
creative suggestions. We think they 
arc a group r>f intelligent, sound busi- 
nessmen, and they have our complete 
confidence. For example, at the last 
bi-monthly meeting which we had with 
the A. C. Nielsen Co., there were as 
nianv agency people in attendance as 
there were Wildroot people. 

"You might be interested in know- 
ing that the agency is called into all 
of our planning at the very inception. 
They are active in all of our product 
testing, consumer testing and sales test- 
ing. Coming right down to the last 
foot, we feel that they share with us 
anv successes or failures that we may 
have experienced." 

Maurer explained that Cream Oil 
was originally a wartime substitute. 

" Our hair tonic, pre- World War Ik 
had alcohol in it, like most tonics. 
Then our supply of alcohol was cut 
because of the war. Ever since 1937 
the lab had been working on a tonic 
with lanolin that was non-alcoholic. 
Actually it probably was better for 
\our hair. Of course some men liked 
the stimulation they got from the alco- 
hol tonics. But we had to sell the fact 
that because ours was non-alcoholic 
and contained lanolin — that was at a 
time when most people didn't know 
what lanolin was exactly — ours was 
better. " 

Some observers told Wildroot the\ 
were making a mistake in bringing out 
an emulsion tonic. "Men won't put 
that white stuff on their hair,"' tbev 
warned Wildroot. 

Maurer and Albert E. Ritchie, gen- 
eral sales manager for world opera- 
tions, started to test the Cream Oil hi 
eight markets. 

They chose markets of 100.000 to 
2,>0.000 population- — big enough to 
check result-, but not too big to be too 
expensi\ e or to make personal check- 
ing impossible. 

Maurer had charge of four markets. 
Bitchie bad the other four. Each per- 
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soimlh supervised careful sales tests. 

"After nine weeks." Maurer told 
SPONSOR, "we were convinced that we 
had a winner in Cream Oil. And our 
'wartime substitute' has turned out to 
be a peacetime necessity." 

The Cream Oil is today so impor- 
tant to Wildroot that it gets virtually 
the entire Wildroot advertising bud- 
get, even though a wide variety of hair 
preparations and shampoos are pro- 
duced. "For one thing, the hair tonic 
industry is very susceptible to adver- 
tising." 

Working under Maurer is a staff of 
10. In addition to Earl Obermejer. 
Maurer's "creative man."' there is 
Chuck Dentinger, the ad\ertising de- 
partment's media director, who handles 
the schedules, checking, billing details. 

Arthur Zgoda edits a weeklj em- 
ployee newspaper (which has won two 
first prizes and a grand prize for the 
best publication entered in the Niagara 
Frontier Industrial Editors Association 
contest, judged by Northwestern Uni- 
versity's Medill School of Journalism). 
Zgoda also edits a biweekly salesman's 
newspaper, is the company photogra- 
pher, handles employee relations and 
does some public relations work. 

Maurer has been with Wildroot 25 
years; he has been advertising direc- 
tor since 1947 and was advertising 
manager the preceding five years. He's 
immediate past chairman of the Asso- 
ciation of National Advertisers, is on 
the ANA board and was a member of 
sponsor's Advisory Board for its All- 
Media Study. SPONSOR got the impres- 
sion, while spending a day with him, 
that he is given a free hand from Wild- 
root President Harry Lehman in run- 
ning the company's advertising pro- 
gram. Maurer started with Wildroot 
during a summer vacation while he 
was attending college,, liked it so well 
he stayed with the company and never 
did finish school. Before coming into 
advertising he was a salesman. 

The original batch of Wildroot hair 
tonic was made by two Buffalo barbers 
who had been asked by their custom- 
ers for a dandruff-removing prepara- 
tion. The jug in which the first tonic 
was made in 1909 is in Wildroot's 
archives. 

SPONSOR asked Maurer why Wild- 
root had been so successful when there 
are several hundred brands of hair 
tonics on the market to chose from. 

"We have a good product, of 
course,"' said Maurer. "It costs more 



to make Cream Oil than other tunics*. 
Hut besides a good product, \ou need 
good selling to succeed. Yon need to 
he research-minded. 

"We have two kinds of research. 
One, our laboratorj upstairs with its 
stall of scientists. Two, our sales re- 
search. We copy test, sales test, con- 
sumer test. We"re very cautious. 

"Cream Oil was successful, 1 think, 
for three reasons. 

"It was different: an emulsion. 

"It had exciting elements; it was 
non-alcoholic and had lanolin. 



WGSM 



"'I lie \\ ildroot Cream Oil Charlie 
jingle helped gi\e the product a per- 
sonality. Personality is important." 

\\ ihhoot s chief competitors arc \ i- 
talis and Vaseline. 

"One reason I believe W ildroot has 
been so successful." Maurer said to 
SPONSOR, "is that we seriously believe 
and practice an old adage. The sales 
department, the advertising depart- 
ment, the agency we all follow this 
adage: '\ on can do an awful lot of 
good in this world if you don t care 
who gets the credit'."' * * * 
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the Rich NASSAU-SUFFOLK Market 



Within Yz Millivolt Signal 

Retail Sales— $4,223,214,000* 

754,215 families with spendable 
income more than $4,000* 

382,826 families with spendable 
income more than $6,000* 

Within Nassau-Suffolk 
Saturation Area 

More retail sales than 18th 
ranking Metropolitan Market 
($1,200,175,000)* 

More food sales than 17 com- 
plete states or the District of 
Columbia ($364,062,000)* 




TIMES THE POWER OF US 
NEAREST COMPETITOR . . . 

The Only Long Island Station 
That REALLY SATURATES 
The Market , , » 

WGSM— is first in morning audience** 

WGSM— has more afternoon listeners than 
the combined audience of 3 of 
the 4 New York networks** 

WGSM— is the independent with the low- 
est cost per listener in the largest 
"Home Owner" market in the 
world — Nassau - Suffolk - West- 
chester- Fairfield, and New Haven 
counties. 

WGSM— rates are bassd on local value . . . 
yet the advertiser receives a 
bonus coverage of over 5,000,000 
New York Metropolitan market 
dwellers — in Bronx, Queens, 
and Kings counties. 

Represented by 
Robert S. Keller Inc. 

"SRDS Consumer Markets (1954; "Hooper 
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PROPHET or PROFIT? 



Profit is the way WIP advertisers 
measure their results! 

That's why more local and national 
advertisers use WIP than any other 
Philadelphia network radio station.* 



MBS 



WrIP 

I 610 KC 

PHILADELPHIA 7, PA. 

$ationai ftejifiesentatives 
EDWARD PETRY & CO., INC. 



5000 WATTS 



*Broadcast Advertisers Report 
May 1954 
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1954: 117 MILLION RADIOS, 29 MILLION IN CARS 

Here are some of the important questions you will find answered in the 11 pages of this report 

Q. How many U.S. homes are radio-equipped? .... poye I 

Q a tiotv in (fin/ en rs in the U.S. have radios today? page 2 

Q. What type of radio is the public buying? l»«f/<* 

Q. «•.„ „. .,„,, „..,-„,.*„,„, „„.,„„ ... ,.-,.„...«. ,U,e p» 9 .. 4 

Q. How does the male vs. temale railio audience compare? .page (* 

Qa 11 oic many hours do homes listen per day? . . pa ye 7 

Q a now do show types compare in number of people reached? P«f/<* # 

Q a What's the cost-per-1,000 of network programs hy types? . pnye 9 
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i Dimensions of radio '$ audience 



1 How many radios are there in the U. S. today compared with 1946 ? 

SOURCES: 1946 f gure from NAB for January 1954 figure is NBC Radio research dept. estimate for January 



Set total doubles' in <*i<;Jif years 

Since 1946, first postwar year, total of U.S. 
radios has more than doubled. Sales of radios 
have been continuing at a fast pace through 
the years of television's most rapid growth. 





57,750,000 



1946 





17,000,000 



1954 



2. What percent of U. S. homes have radio sets today ? 

SOURCE: NBC Radio research dept. estimate for January 1954 




Homes with one or more radios 



Radio most universal mass medium 

Non-radio home is rarity. No other medium has 
as high a degree of penetration. NBC made its 
estimate on basis of 1953 Joint Radio Network 
Committee report updated by RETMA figures. 




Homes with no radios 



3. What percent of radio homes now have more than one radio set? 

SOURCE: "The Importance of Radio n Television Areas Today." survey by A'fred Pol'tz Research for Henry I. Chris's Co. and stations it 
represents: interviews span period 13 December 1952 to 29 January 1953 




32% have 
two sets 




23% have three 
to seven sets 



.i.>% /ionics multiple set 

Politi study covered tv areas. High 
proportion of homes with more than 
one radio points up importance of 
listening by individual members of 
families to radios at different loca- 
tions in homes. Chart on page 3 
of Radio Basics shows where radios 
are located within homes. 
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4. How many cars in the U.S. have radios today compared with 1946 ? 



SOURCE: 1946 figure from NAB, for January; 1954 figure is from merchandising publication Mart for January 



Car radios boomed up in postwar years 

Since war's end number of cars equipped with radios has almost 
quadrupled. Total car radios now of over 29 million is close 
to number of U. S. tv homes. Though cars are main location 
for out-of-home listening, nation's 10 million portable radios 
and 10 million radios in public places also contribute substan- 
tially to audience. 



4 




1946 




29,000,000 




1954 



5. How many radios were sold last year compared with the previous year? 



SOURCE: RETMA figures for factory sales to distributors, 1952 and 1953 



11,000.163 



1953 



12,938,455 



1954 



6. Do people buy radios in television areas? 

SOURCE: CBS Radio Spot Sales study based on RETMA home radio figures, BAB au+o radio figure 
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9 S3 radio set sales lead '52 in 10 u oIcf-' television markets 



-1953- 



■1952- 



HOME SETS 



AUTO SETS 



TOTAL SETS 



HOME SETS 



AUTO SETS 



TOTAL SETS 



New York. 
Chicago.. 
Los Angeles.. 
Philadelphia 
Boston 
San Francisco 
St. Louis . 
Washington, D. C... 
Minneapolis-St. Paul. 
Salt Lake City.. 



.856,959 .361,666 ..... 1,218,625 

.462,449 . 236,939 .. . 699,388 

.286,250 194,345 480,590 

268,522 . .146,214 . .. . 41 4,736. 
.161,887... 89,903 251,790 
.137,224... 83,062. 220,286 
.103,288... 69,696... 172,984. 
91,257 ... 57,753__. ... 149,010 

55,731.... 45,466 ...101,197. 

12,646 8,275 20,921. 



Note that in these 10 mature television markets 
demand for radio sets shows acceleration in 
1953 over 1952. This is true when you consider 
home as well as auto sets. Importance of con- 



737,833 .252,916 .990,749 

... 314,472 175,872 490,344.. 

.. 227,598 144,666 372,264 

......214,613 106,217 320,830 

...142,559 67,450 210,009. 

..... 104,630 68,437 1 73,067 
. 95,150. 44,223.. 139,373. 

_ . .. 86,944 49,617 136,561 

. 52,720. 39,019 .91,739 

12,896 6,612.... 19,508 



tinued purchase of radio sets lies in obvious fact 
consumers are voting their continued interest in 
medium when they spend dollars for sets. Mar- 
kets above all had tv before freeze lifted in 1952. 
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7. What type of radio is the American public buying nowadays? 



OURCE RfcTMA I9S3 sot a *s fg -s 



lAvintf room radios !t!i % 

Clock radios 10% 

Portable radios i'i% 

>\ato radios . . H8% 



2 of .'I rotfio.v iioii-/ii-iii(/ room 

As figures at left show majority of radios now 
being bought are designed for use outside the 
living room. The present trend is a forerunner of 
what may be coming. The pocket radio, many 
electronics industry leaders feel, may be in mass- 
production within a few years. Portable radios 
may then become even larger portion of radio 
set sales than today. Total amount of listening 
by individuals should rise sharply. 



100% 



8. Where are radio sets located within U. S. homes ? 



SOURCE: "The Importance of Radio in Television Areas Today urvey cy A f<-ed Politz Re.earch for henry Or »a C a 
it represents; interviews span period 13 December 1952 to 29 „anuary 953 



na •«* on, 



Listening permeates I .S. homes 

More sets today are found outside living 
room than in it. One reason: As television 
entered living rooms radios tended to be 
added in kitchens, bedrooms, other rooms 
where individual members of the family could 
use them without interfering with tv viewing. 
Spreading of radios all over home has made 
it more difficult for radio researchers to make 
full count of the radio audience. 




9. How many people listen to radio in their homes every day? 



SOURCE. See f jtnotes below 



9 a.m. -noon 



noon-6 p.m. 



6 p.m. -midnight 



homes using radio 1 

Listeners listeners 

°o number per sets using rao 10' 

Ui.il 7M.tO.000 . ... 1.18 .... 9.218.000 

17.1 7.080.000 . 1.27 10.1 .10. Of* 

! 7.120.000 . . . . I M l . . . , 12.164.000 

'Nlelsfu Kadlo Imin "alef YVv I>« 19J3. "itrrivp.1 it hv il'ijtplc multli<llr*!uii( 
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More Retail Sales than Stores in an 
Average of Five Other Leading Cities 



On a per-store basis, retail stores in the 
city of Spokane ring up an average of 
351% more business than stores in the 
five cities leading the nation in population 
and in total retail sales. 

A $1,137,685,00 MARKET 



Spokane (city) with only 17 
Market population accounts 
all retail sales. 



8% of Spokane 
for 21.9% of 



51.5% HIGHER than 

2 1.5% HIGHER than 

1 1.9% HIGHER than 

1.4% HIGHER than 

61.2% HIGHER than 



New York 
Chicago 
Los Angeles 
Detroit 
Philadelphia 



COVERAGE 

The vast Spokane market is a geo- 
graphically independent area. The 
nearest major city is located 300 
miles away. To reach all of the 
720. 800 persons living within this 
market, you must beam your sales 
message out from Spokane at least 
150 miles. 

KGA's BONUS COVERAGE 

KGA rates are based on listenej»ftip 
of the radio families within its 
primary coverage area. The thou- 
sands of persons who listen nightly 
from San Francisco to northern 
Canada on KCA's clear channel sig- 
nal make up a KGA bonus audience 
that costs you nothing — means extra 
potential sales to you. 



OPERATING ON 50,000 
WATTS 24 HOURS 
AROUND THE CLOCK 



(Only 50 kw between Min- 
neapolis and the Pacific 
Coast.) 




SPOKANE 

WASHINGTON 



Keeps Getting Action 



*Source: Estimates based on "Sales Management" and U.S. Census figures 1949-53. 
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10. How much does the out-of-home audience add to in-home listening? 



SOURCE: The Puke. Inc Jan. Feb. 1954 e*cept New Yort wh'ch is on y February 



fu-fiomc* 1 -j Oul-of-homi* 2 = This phi.v 3 




ATLANTA 
BALTIMORE 
BIRMINGHAM 
BOSTON 
BUFFALO 
CHICACO 
CINCINNATI 
DETROIT 
HOUSTON 
LOS ANGELES 
MIAMI 
MILWAUKEE 
MINNEAPOLIS 
NEW YORK 
PHILADELPHIA 
PITTSBURGH 
RICHMOND 
SAN FRANCISCO 
ST. LOUIS 
SEATTLE 
WASHINGTON, D. C. 



'Average auarter-bour sets-ln-use of In-home radio listening. 'Average auirter-bour 
selt-ln-ute of out-of-home radio listening The percent of listening added by out- 



20.® 



• 19.5 



17.4 



18.2 



16.8 



17.2 



20.7 



19.8 



21.4 



18.1 



18.5 





18.7 



17.6 



19.6 



18.1 



20.3 



18.7 



of home (This Is derived by calculating the latlo of out-of-bome to In-home listening ) 
All figures In this chart cover 6 a.m. through midnight, Sunday through Saturday. 



+ 



11. Who listens to radio out-of-home and where do they listen? 

SOURCE: The Pulse. Inc.. August 1953, New York market 24-hour period 



BY AGE GROUP 



BY SEX 



RADIO BASICS 



page / 





NO 0-0-H 


DID LISTEN 


.»-ia .... 


. . . 14.5% . 


. . .6.1% 


J4-I» . . . 


7.6% • 


. . 12.0% 


20-34 . . 


. . .23.2% . 


. .31.3% 


.15-14 . . . 


. .14.',% . 


. .24.3% 


4.1.64 . . . 


. . .2»Jt% . 




6.7 * over 


. . . 10.2% . 


... .4.1% 




100.0% . 


. 100.0% 


Male .... 


. . . 42.3 % . 


. .50.1% 






. ..10.9% 




100.0% 


100.0% 



BY PLACE 



DID LISTEN 



Auto ...... 


. .61.8% 






V tailing ... 


. .14.1% 


Portables 


. . ..».o% 


Restaurants 


. .3.0% 


Retail Shops 


. .6.3% 


Schools, etc:. 


, „ « i.o% 




ji7.e%* 



'Multiple jtfUiww' 





HERE'S WHAT YOU GET! 



Tima 

Monday 

7:00 AM 
8:00 AM 
9:00 AM 
10:00 AM 
11:00 AM 
1:00 PM 
3:00 PM 
5:00 PM 
7:00 PM 
9:00 PM 



fednesday 

7:45 AM 

9:45 AM 
10:45 AM 
11:45 AM 

1:45 PM 

3:45 PM 

4:45 PM 

6:45 PM 

8:45 PM 
10:30 PM 

(10) Average 



Thursday 



>riday 



Seti-in- 
Use 



29.6 
:i3.6 
30.8 
28.6 
29.1 
29.0 
23.3 
20.5 
30.7 
25.7 



30.7 
31.0 
28. 3 
28.1 
27.7 
23.6 
23.6 
28.6 
27.8 
15.6 

26.5 



6:15 AM 


14.3 


9:00 AM 


30.S 


10:15 AM 


27.5 


11:15 AM 


27.1 


1:15 PM 


29.2 


3:00 PM 


23.3 


4:15 PM 


23.6 


7:15 PM 


30.7 


8:45 PM 


27.8 


9:45 PM 


21.9 


(10) Average 


2S.6 


aturday 




8:15 AM 


31.0 


9:30 AM 


26.3 


10:15 AM 


23.8 


11:00 AM 


20.3 


11:45 AM 


23.0 


(5)- Average 


24.9 



Rating 



12 2 
9.4 
8.0 
7.9 
7.1 
9.8 
9.2 
7.7 
10.9 
10.8 



(10) Average 


28.1 


9.3 


Tuesday 






6:30 AM 


16.7 


7.9 


8:30 AM 


33.2 


8.8 


10:30 AM 


29.2 


7.5 


11:30 AM 


27.3 


7.3 


2:30 PM 


26.2 


8.6 


4:00 PM 


23.5 


8.6 


5:30 PM 


24.9 


9.3 


7:30 PM 


32.1 


12.0 


9:30 PM 


23.6 


9.4 


10:00 PM 


21.8 


9.5 


(10) Average 


25.9 


8.9 



10.2 
7.9 
7.2 
7.6 
8.6 
8.7 
7.9 
10.8 
10.8 
7.6 

8.7 



7.1 
8.0 
7.4 
7.0 
9.0 
9.2 
8.5 
10.5 
10.8 
8.4 

8.6 



7.8 
7.0 
6.8 
5.3 
5.0 

6.4 



Share of 
Total 
Audience 



41% 
28% 
26% 
28% 
24% 
34% 
40% 
38% 
36% 
42% 

34% 



47% 
27% 
26% 
27% 
33% 
37% 
37% 
37% 
40% 
42% 

35% 



33% 
25% 
25% 
27% 
31% 
37% 
33% 
38% 
39% 
48% 

34% 



7:15 AM 


32.5 


12.6 


39% 


9:15 AM 


30.5 


7.5 


25% 


10:30 AM 


29.2 


7.5 


26% 


.11:30 AM 


27.3 


7.3 


27% 


12:30 PM 


33.1 


11.5 


35% 


3:30 PM 


23.5 


8.8 


37% 


5:00 PM 


20.5 


7.7 


38% 


7:15 PM 


30.7 


10.5 


34% 


8:15 PM 


30.0 


12.1 


40% 


9:45 PM 


21.9 


8.4 


38% 


(10) Average 


27.9 


9.4 


34 % 



50% 
26% 
21% 
26% 
31% 
40% 
36% 
34% 
39% 
38% 

35% 



25% 
27% 
2S% 
26% 
22% 

26% 



ON POWERHOUSE 

Radio WOW 

is a f errific buy J 



LARGEST AUDIENCE 

LOWEST COST! 



Compare the Ratings: 



Total spots 55 

Sets-In-Use (Average per spot) ............ . . .29.4% 

RATINGS: 

WOW — Area Rating (Average per spot) ............. .9.3 

Station "B" (Same times) 5.1 

Station "C" (37 Daytime, same times) . ....... ... ..... .3.0 

Share of Total Audience: 

WOW— (Average 55 spots) .36% 

Station "B" — (Average 55 spots, same time) ........ 18.5% 

Station "C" (37 Daytime, same spots) 11.0% 



Comparative End-Rates: 

8-Sec Cbs 

WOW $6.50 $18.00 

"A" Station 7.00 14.00 

"B" Station 5.68 11.35 



Minutes 

$22.00 

14.00 
11.35 



Compare the Costs: 

Cosf-Per 1000 In-Home families: 



Base 

WOW 

"A" Station 

"B" Station 


S.A.M.-Day 

389,809 

293,125 
147,410 


Base B-Day 

425,390 
321,520 
201,210 


Base C-Day 


8 -Sec: 








WOW 

"A" Station 

"B" Station 


18c 
47c 
1.28 


16c 
43c 
94c 


14c 


Chainbreaks: 








WOW 

"B" Station 

"C" Station 


49c 
94c 
2.56 


45c 
85c 
1.88 


39c 


Minutes: 








WOW 

"B" Station 

"C" Station 


60c 
94c 
2.56 


56c 
85c 
1.88 


47c 



Sources: 

Sets in use. ratings, shares are from the Pulse of the WOW Area, March, 
1954. 

Rates are from the March. 1954 Standard Rate & Data, or (for shorties) 
quoted by Station Managers. 3/28/54. 

C-P-M computed using total weekly base (as indicated) times WOW Pulse 
Area rating divided into rate. 

REGIONAL RADIO 




OMAHA, NEBRASKA 

Bill Wiseman, Sales Manager 
NBC Aff. • 590 KC • 5000 WATTS 
JOHN BLAIR & CO., REP, 

A MEREDITH STATION • Affiliated with Better Homes and 
Gardens and Successful Farming Magazines 



MM Miadio listening habits 



1. How does the number of people listening in homes differ hour by hour? 



RCE Ti e P 



Y k A 



To tii I rutt'to listrm-rs prr 1.000 /ionics- with radios: li p.m. Ilou.-I'ri. i.v hitjh point 



400 



350 



300 



250 



200 



MON.-FRI. 



I ~ 1 SATURDAY [ 



] SUNDAY 




400 



150 



100 



HOUR 
BEGINNING 6 AM 



7 8 9 



10 II 



12 I PM 



5 6 7 8 9 10 II 



r^C r^C 




How churl above is computed: it is result of sets-in-use 



multiplied bu listeners* aires true measure of audience 



The chart above gives a true measure of the relative size of the 
in-home radio audience at any time. It is derived by multiplying 
the sets-in-use figure for each hour by the number of listeners 
per radio set. The number of listeners per 1,000 radio homes 
figure thus obtained slio w s how the number of people actually 
listening fluctuates hour by hour. The Pulse figures used to derive 
these audience totals are 12-city averages for the following tv 
markets: Birmingham, Boston, Buffalo, Chicago, Cincinnati, Los 
Angeles, Minneapolis-St. Paul, New York, Philadelphia, San Fran- 
cisco-Oakland, St. Louis, Washington, D. C. The high point jn 
audience falls at 8 p.m. Monday through Friday when there are 
394 listeners per 1,000 radio homes. Low point is Sunday at 6 a.m. 
when there are only 18 listeners per 1,000 radio homes. Radio 
homes, by the way, are not "radio-only" homes: they are "homes with 



radios" which means virtually all homes in a market and includes of 
course homes which have television. With this chart the advertiser 
interested in reaching the broadest number of people can easily 
tick off the hours with the highest potential. The chart shows, for 
example, that the morning hours starting at 7 and at 8 have a two- 
hour average of 349 people listening per 1,000 radio homes. But the 
hours starting at 7 and 8 in the evening have an average of 384 
people. Actually sets-in-use for the evening hours is slightly lower 
than for the morning. But this is more than over-balanced by the 
increase in number of people listening per home in the evening. Ofl 
the next page you'll find two charts similar to the one above which 
break the total audience down by sex. The principle used in deriving 
these charts is identical to the one explained above. Toial here in- 
cludes teenagers and children. 
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HOW MANY EARS HEAR 
THE VOICE OF BALTIMORE? 



Some smart guy came up with a quick 
answer: "Twice as many ears as 
people!" 

But it's not quite that simple! For in- 
stance, back in 1922 when WCAO first 
went on the air, there were 880,000 
people in Metropolitan Baltimore. 
They all had ears — but they didn't all 
have radio sets. Right now there are 
1,455,000* people in Metropolitan 
Baltimore— and it would be mighty 
hard to find a pair of ears that didn't 
listen to radio. 

PULSE OF BALTIMORE tells us 
that WCAO is the most listened-to 
station in Baltimore. So that's that. 
But, WCAO's 5,000 watt signal goes 
a long way beyond Metropolitan 



27th Anniversary 
of affiliation with 
CBS as a basic 
radio station 




Baltimore. Our mail map shows 
extremely widespread listenership 
beyond the limits of Metropolitan 
Baltimore. 

And Baltimore's wealth is increasing 
faster than Baltimore's "ears". In 
1922, Baltimore's spending power was 
reflected by retail sales of $325,000,000. 
In 1927 (when we joined the CBS net- 
work) retail sales were $395,000,000. 
And, in 1953, Baltimore retail sales 
reached a whopping $1,543,684,000*. 

In other words, about twice as many 
people are spending nearly five times 
as much money! And, most of those 
1,455,000 (plus) pairs of ears listen 
to the "Voice of Baltimore". 

* 1954 Survey of Buying Power 

WCAO 



All programming is simulcast by WCAO-FM (20,000 watts) at no additional cost to advert 



sers 



CBS BASIC • 5000 WATTS * 600 KC • REPRESENTED BY RAYMER 
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2. How does audience composition (men vs. women) vary by hour of the day? 



S RCE: T. o Pu ,e In study fer The <a*z Agency, winter 1953 

Hoffi<*3i r<i<fio listeners per 1,000 homos with radios: 10 «.*«. ff«m. -!•>;. i.v hiyh point 



MON.-FRI. 



SATURDAY C 



SUNDAY 



250 



200 



150 



2.550 




TOO 



HOUR 
BEGINNING 



6 AM 



10 



I I 



12 I PM 



8 9 10 



* ❖ * 

JJcn radio listeners per 1.000 homes with radios: U p.m. .Mtm.-Fri. is hiah point 



vION.-FRI. 



3 SATURDAY C 



SUNDAY 




10 I I 12 I PM 2 



The charts above are based on the principle explained on the im- 
mediately preceding Radio Basics page. They show you the total 
number of people of each sex per 1,000 radio homes listening each 
hour. This does not include teenagers or children. Women listeners 
are most plentiful at 10 a.m. Monday through Friday. The biggest 
male audience is in the evening, 8 p.m. Monday through Friday. 
Hour by hour, the chart shows, more women listen to radio at home 
than men, except at I I p.m. when the male audience is larger for 
every d*y of the week. Another interesting fact shown by the 
chart is that the advertiser who wants to reach a big male audi- 
ence in the morning has his best chance of doing so during one 
hour only, 7 through 8 a.m. In the evening the advertiser can reach 



a high male audience for the four hours starting 7 through 10 p.m. 
On the weekends presence of more men in the audience helps tw 
balance lower female listening levels. Another factor in large Sat- 
urday morning audiences is addition of children and teenagers. 
Saturday morning listening at hours starting 10, II and 12 in morning 
are almost level with Monday through Friday audience. The male 
audience is up an average of 32 men per 1,000 homes during those 
hours and the number of teenagers and children in the audience 
goes up to the same degree. The children-teenagers average 31.6 
per 1,000 homes Monday through Friday at these hours, rise to 62 
per 1,000 on Saturday. (These figures derived by subtracting totals 
shown on previous page from total of men and women on this page.) 
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Sponsors buy 
by-the-year 

on WO WO! 




National and local clients sell BIG 
on WO WO . . . morning, noon and 
night . . . fifty-two weeks of the 
year! So they buy fifty-two weeks of 
the year! You'll never get a better 
buy in this high buying-income 
Ohio-Indiana-Michigan market. 
Buy us and see! 



For information about best buys 
and frequency discounts, call H. D. 
"Tommy" Longsworth, WOWO 
Sales Manager, Fort Wayne, 
Anthony 2136, or Eldon Campbell, 
WBC National Sales Manager, 
PLaza 1-2700, New York. 



WITNESS: 

NEW 52-WEEK CONTRACTS 

5:45-6:00 a.m. 
Tuesday, Thursday 
Keystone Steel & Wire 
(Red Brand Fence) 

6:00 -6:15 a.m. 

Monday, Wednesday, Friday 
Ralston- Purina Company 

7:20-7:25 a.m. 

Monday, Wednesday, Friday 
Funk Brothers Hybrid Seed Corn 

8:00-8:15 a.m. 
Tuesday, Thursday 
Parrott Packing Company 

11:00-11:15 a.m. 
Monday through Friday 
Procter & Gamble (Cheer) 

12:45-12:55 p.m. 
Wednesday, Friday 
DeKalb Agriculture 

10:30-11:00 p.m. 

Monday, Wednesday, Friday 

Falstaff Beer 




tfESTINGHOUSE BROADCASTING COMPANY, INC. 

WOWO, Fort Wayne; WBZ-WBZA • WBZ-TV, 

Boston; KYW • WPTZ (TV), Philadelphia; 
KDKA, Pittsburgh; KEX, Portland, Oregon 

National Representatives: Free & Peters, Inc. 
444 Madison Avenue, New York 22, N.Y. 
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3. How many hours do homes listen per day? 



SOURCE' A. C N'esen Cc Apri 1953-Apr- 1954 

Average total hours of radio use per home per day* 




2.78 2.73 2.78 . 
2.63 2.69 




APRIL 



MAY 



1953 

• N lelst'M thart ahuvi 



sIluH i 



JUNE 



Ufi of IlOi 



JULY 



AUG. 



SEPT. 



OCT. 



NOV. 



DEC. 



JAN. 



FEB, MARCH APRIL 



iMifcl (ICrllh.ii fruiLloils <it ])(>Urs) lllii 



avt'iak'i' X S raJui home (laiiio only and radio if) spends uith ra«lio during tin- 



twri'M of April 19j3 inn UKh April 19j4 Note thai the NieUen-mra^ured ridi<> audi 
rntr takes a summertime slump, ris.nc psain In Sctiicmbcr lo a mid, winter hi Kb point 



4. How much radio listening do tv homes contribute? 

SOURCE: Pulse study for the Ka+z Agency based on Jan. -Feb. 1953 Pulse r eports 

Radio sets-in-use tit tv homes eompttretl with till homes 



PERCENT OF RADIO HOMES WITH RADIO SETS-IN-USE Va HOUR AVERAGES BETWEEN 8 PM AND IO PM 







MON.-FRI. 


SATURDAY 


SUNDAY 




%TV 
OWNERSHIP 


IN TV HOMES 


IN ALL HOMES 


IN TV HOMES 


IN ALL HOMES 


IN TV HOMES 


IN ALL HON 


lEiriiiinglia m 


14.0', 


16.9 


23.1 


15.2 


18.5 


15.2 


18.1 


iSostoii 


71.0 


16.9 


21.1 


16.4 


22.4 


16.5 


204 


ISnffalo 


60.5 


17.1 


19.3 


14,7 


18.2 


17.2 


18.4 


Chicago 


71.8 


1 5.9 


18.4 


17.2 


18.9 


14.2 


16.6 


Ciiioiu nati 


73.0 


16.2 


19.1 


15.2 


18.1 


15.0 


17.7 


Los Angeles 


72.8 


18.5 


24.0 


17.7 


22.0 


16.8 


22.7 


MinncapoIis-Sl. I'aul 


06.7 


1 7.5 


20.4 


15.4 


19.9 


14.4 


21.1 


Ne%v York 


73.2 


17.1 


20.4 


16.3 


19.9 


15.9 


19.3 


Philadelphia 


76.0 


17.7 


18.0 


15.8 


16.9 


16.6 


18.6 


San Francisco 


47.9 


17.7 


24.0 


1 6.5 


24.0 


16.2 


21.7 


Si. Louis 


67.0 


16.6 


19.9 


15.1 


17.7 


15.6 


19.0 


Washington 


70.0 


17.5 


21.3 


14.9 


18.7 


16.3 


19:8 


12-Cily Average 


1 67.1 


17.1 


20.8 


15.9 


19.6 


15.8 


19.4 
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USE THE BIG 



when you want the people 
of Southern California to get 
your Sales Message 



GUN! 




O-O-H"* A "BOOM" WITH A BONUS! 

A recent Pulse Report (Feb. 1954) shows that 
KMPC dominates Southern California's 
* out-OF-home audience : 

KMPC tops all Los Angeles stations, except one 
network outlet, in total O-O-H ratings. 

KMPC, except for just one network outlet, has a 
larger O-O-H audience than any other Los Angeles 
station — including the networks I 
A 1953 survey estimates 2,804,196 automobile 
radios for O-O-H listening in Southern California. 

KMPC reaches them ALL ! 

KMPC The One-Station Network 
You could buy 38 stations in this area and still 
not get this great KMPC coverage. 

KMPC IS A 24-HOUR STATION 



RMPC 





710 kc, Los Angeles 



GENE AUTRY, President • R. O. REYNOLDS, Vice-Pres. & Gen Mgr. 

Represented Nationally by A. M. Radio Sales Company 
NEW YORK • IOS ANGEIES • CHICAGO 
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At 



5. How do network radio program types compare in number of people reached? 



SOURCE. Home base, A. C. Nie sen Co., listeners- per-set, The Pu se, Inc. 

/li'i'rnj/e number of people reached by proyrwm types, 7-IJt Feb. If)54 

ONCE-A-WEEK EVENING (25 minutes or more duration) 



SITUATION COMEDY 



4,757.892 



GENERAL DRAMA 



3,885,612 



MYSTERY DRAMA 



3,568,419 



CONCERT MUSIC 



4.202.805 



POPULAR MUSIC 



3,647.717 



VARIETY MUSIC 



4.440.699 



VARIETY COMEDY 



8.009. 1 1 8, 



QUIZ & AUD. PARTIC. 



4.678,594 



MULTI-WEEKLY DAYTIME 



ADULT SERIALS 



3.092,630 



CHILD PROGRAMS 



QUIZ & AUD. PARTIC. 



2,486,232 



2.183,032 



Chart above Is ba.'.ed on A. C Nielsen Co. figures for number of 
radio HOMKS reached fcy various basic network ra'ilo proemm 
types, multiplied by Pulse estimate of 1.3 persons- per- radio-set 
during the daytime (3:00 am. to 6:00 p.m.) and 1.7 persons 
per-set In the erenlnc (f,:0O p.m. to midnight). I*ulsc arerate 
is for the entire U S 



6. How many homes are added to the radio audience by turnover? 



SOURCE: A. C. Nielsen Co. study 

Different homes reaehetl by radio programs yroiv rapidly in month 



HOMES REACHED 

I WEEK 4 WEEKS 



4-WEEK AUDIENCE 
TURNOVER 



€io<lf reu's Talent Scouts 


t 


3,961 


_ 8.683 


2.19 


I„u.v Theatre 




5,259 


i o.i «e 


1.93 


Mr. A Mrs. Xorth 




3,469 




2.13 


Our Miss It rook x 




4,767 




1.95 


It«'«J Sleelton 




2,350 


_ 6,1 MS 


2.61 


Hoy It offers 




2.417 


6.012 


2.49 


Average 




3.704 


7,nr,2 


2.15 



RADIO BASICS pages 




GoBIG GAME 
HUNTING 




market 



There's big game in the Southwest's biggest, richest 

, . you'll bag the sales limit easily when you load up with a sure-fire 

WFAA-formulated program or adjacency — proved to have the 
largest audiences over any other local or network programs 
broadcast at their time in the Southwest. 



WFAA-820 MARKET 



Population 4,566,600 

Families 1,369,900 

Effective Buying Income . . $6,411,105,000 

Retail Sales ...... 4,780,421,000 

Food Sales 1,033,675,000 

General Merchandise . . . 616,534,000 

Furniture, Household, Radio . 227,534,000 

Drug Sales 146,955,000 

Automotive Sales .... 1,186,435,000 

(SOURCE SM. Moy >0, 1954- 



WFAA-570 MARKET 



Population 2,382,000 

Families 738,500 

Effective Buying Income . . $3,607,175,000 

Retail Sales 2,655,695,000 

Food Sales 562,266,000 

General Merchandise . . . 417,570,000 

Furniture, Household, Radio . 126,306,000 

Drug Sales ...... 82,767,000 

Automotive Sales .... 608,298,000 

-25%- 1 00% coveroge area. SAMS Spring, 1952) 




ALEX KEESE, Station Manager 

EDWARD PBTRY 8, COMPANY » Natl. Rep. 



RADIO SERVICE OF THE DALLAS MORNING NEWS 
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/// Cost of radio advertising 



1. What's the cost-per- 1,000 homes of network programs by types? 



SOURCE A. C Nie ,en C NR'I Reports 7-13 February 1954 
ONCE-A.WEEK (25 mfnutti or mart Ountlan) 

SITUATION COMEDY 
GENERAL DRAMA 
MYSTERY DRAMA 



CONCERT MUSIC 



POPULAR MUSIC 



VARIETY MUSIC 



VARIETY COMEDY 



QUIZ. & AUD. PARTIC. 




$5.99 (6.0 rating) 
2,798,760 homes 



$6.93 (4.9 rating) 
2,285,654 homes 



$5.90 (4.5 rating) 
2,099,070 homes 



$6.81 (5.3 rating) 
2,472.238 homes 



$5.64 (4.6 rating) 
2,145,716 homes 




$6.86 (5.6 rating) 
2,612,176 homes 



$4.72 (5.9 rating) 
2,752,1 14 homes 



$8.24 (10.1 rating) 
4,71 1,246 homes 



MULTI-WEEKLY DAYTIME 

ADULT SERIALS 
KID PROGRAMS 
QUIZ & AUD. PARTIC. 




$1.88 (5.1 rating) 
2,378,946 homes 



$2.92 (4.1 rating) 
1,912,486 homes 

$2.85 (3.6 rating) 
1,679,256 homes 



NOTE: These cost-per- 1 ,000 f'gures are 
most useful as a comparative yardstick 
of the program types. They are not an 
up-to-date index of actua network costs 
next season because the recent increase 
in network discounts will *end to bring 
down cost-per- 1 ,000. 



2. What are some typical talent-production costs for network radio shows? 



SOURCE: Network Radio Comparagraph which appears in a! l erna+e iss.es t SPONSOR. These 
UYSTFJiY-CItl HE lilt AM A 



The Shadow (per partic) . 

Dragnet 

Nick Carter 

Johnny Dollar 

Mystery Theatre ...... 

Big Story 

Suspense 

The Falcon (per partic) 
Squad Room (per partic) 
Mr. & Mrs. North 



$2,100 
$5,500 
$1,850 
$3,400 
$2,000 
$6,000 
$5,000 
$1,500 
$1,500 
$4,500 



sitvatio\ co}u:n\ 



Our Miss Brooks 
Amos V Andy . 



$6,500 
$15,000 



My Little Margie $3,750 

Harris-Faye ...$10,000 

Meet Mr. McNutley $3,500 

Fibber McGee (per partic) $2,917 

My Friend Irma $5,000 

Ozzie & Harriet $7,500 



GKSEIt XL Ult AM A 



Hallmark Theatre 

Stars Over Hollywood. . 
Gunsmoke 

City Hospital , , , 

Time for Love , , » 

Lux Radio Theatre 



14,000 
, $4,000 
$2,875 
$2,500 
$3,000 
$12,000 



•• VII Hzim-i trier to ui-rkly «Ht» rvrn »lwn Oinu l> on more than once « «rrk 
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represen* 53- 54 seascr p" e 

/\ r ihe\ci: paisticipatios 



You Bet Your Life. ....... $7,500 

Truth or Consequences . . . $5,000 

House Party $6,000 

Welcome Travelers . . . . . $4,000 

Walk a Mile ........... $3,500 

People Are Funny , , $4,000 



SERIAL IHtAMA 



Rosemary . 
Ma Perkins 
Perry Mason . . , 
Road of Life . . , 
Pepper Young . 
Backstage Wife 
Stella Dallas . 



$2,700 
$3,250 
$3,500 
$3,250 
$2,700 
$2,500 
$2,800 



(This chart continues next page) 



, BIG MIKE 

the butter s eaa man 




Big Mike points out that Omaha, Nebraska's 
largest city, is number one in the nation for 
butter production — 40% above its nearest 
competitor. Big as it is (25-30 million pounds 
a year) butter is only part of Nebraska's food 
processing story. Rankin g second in the na- 
tion for ALL food processin g Omaha's poultry 
products, processed in five plants, range from 
dressed birds to dehydrated eggs. Omaha 
meat packers process nearly six million head 
of livestock in a typical year. 

Nebraska's food processing story is a mighty 
big story . . . and it's getting bigger and better 
every year. As the market grows, so grows 
Big Mike . . . with more listeners, more service 
. . . more success stories to tell you about. Free 
& Peters will be glad to give you the facts . . . 
So will Harry Burke, General Manager. 



\ \ \ \ \ ^ I ' / / / / 



Big Mike is the physical trademark of KFAB 
.Nebraska's most listened-to-station 




?°o WATTS OMAHA c gs Radio 



SEtHAI. f>II/l>f/t (tout.) 

Lorenzo Jones $2,750 

Right to Happiness...... $3,000 

Voice of Firestone* $18,000 

Railroad Hour $6,000 

Telephone Hour . . $8,000 

Band of America $6,500 

It.' Ill Ml I t\ 



POI'l'LAK MUSIC 



Perry Como (tape) ... . 


... $1,100 


Dinah Shore ... 


$5,000 


Eddie Fisher (tape) . 


... $1,000 


Julius La Rosa 


... $1,750 


Grand Ole Opry ..... 


... $5,000 


VAttlETY' COMFMl' 


Bing Crosby ....... 


.. $15,000 



Gene Autry $9,500 

i Jack Benny $16,000 

| Bergen-McCarthy . . $12,000 

a 

XEWS AM* CO.lI.lf &,VT.4RV 

I Walter Winchell* $17,500 

Morgan Beatty $2,500 

Frank Edwards ... , $1,750 

Gabriel Heattert ....... $1,500 

Lowell Thomas $7,650 

Alex Dreier . .... . . ., . $1,500- 



I't r iiuurlcr hour 



3. What can you buy with various typical ad budgets in spot radio? 

SOURCE: SPONSOR calcu otions based on 'Spot Radio Estimator' of Station Representatives Association 



BUDGET 



CAMPAIGN 



r 



Advertiser wants intensive 
short-term promotion to 
reach women in markets of 
over 500,000 population 



Advertiser Hants year-round 
sch<><lule of 15-rninute news- 
casts to reach mixed audi- 
ence in markets of 100,000 
up to 250.000 population 



Advertiser wants steady. 
52-week campaign of minute 
announcements in as many 
markets as possible over 
25.000 population 



Sponsor icilh 



$100,000 



lo spend 



"1 



r 



L 

r 
i 



lo spend 



_1 

"1 



| Sponsor icilh 

$600,000 ' 



J 

1 
I 



Sponsor icilh | 

I I 

I $1,200,000 I 



lo spend 



► 
► 



► 

► 



L 



J 



A single daytime minute announce- 
ment on one network affiliate in 
each of the 38 markets of this 
size icill cost a total of about 
$1,116. Therefore, with discounts, 
the $100,000 budget buys about 
16 announcements per week on one 
station in each of these top 38 
markets for six weeks, daytime. 



On highest-priced station in each 
of 78 such markets, newscast campaign 
comes to about $2,863 for one time. 
A thrice-weekly schedule on year' 
'round basis icould be about 
$446,628. For extra impact campaign 
could be expanded to one inde- 
pendent station in 56 markets 
of the 78. This would mean an extra 
$200,000. Campaign would then cost 
a total of about $600,000. 

Since a single minute announcement 
on one neticork affiliate station 
in each of 291 markets of this 
size (of a U.S. total of 313) 
comes to about $3,085, the budget 
of $1,200,000 will buy about 500 
announcements on each of the 291 
outlets. Spread out over a year, 
this will mean about 10 announce- 
ments per week on each of 291 
stations in markets of 25.000 
population or more. 



IIEI'MSTS OF IIADIO UASICS are available on request. Special price for quantity orders 
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Higher Tower, Higher Power 



Tower 
Power 
Households 
Farm Households 
Tv Homes 
Retail Sales 
Farm Income 
Food Store Sales 
Drug Store Sales 
Counties Covered 



For topnotch national and local 
programming, topnotch facilities, 
topnotch signal and a topnotch market, 

see WFBM-TV. 

* Data, based on Nov. Nielsen, 
compares new coverage area 
with coverage prior to 
power-tower increase. 



add 1 2,000 sq. mile 
coverage area 



UP Now 1019 feet 

UP Now 100,000 watts 

UP 76.1%* 

UP 147.3% 

UP 59.5% 

UP 71.8% 

UP 141.1% 

UP 74.3% 

UP 20.3% 

UP 122.2% 



WFBM-TV 

Indianapolis • CBS 

Represented Nationally by the 
Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & 
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Kaiz Agency 
TV. Grand Rapids 



247 



IV Jiadia *s billinys 



1. How much money (gross) has been invested in net radio '49-'54? 



SOURCE Pub i hei< Inf rmat'on Bureau 



NETWORK 


1949 


1 950 


I95I 


1952 


1953 


1954 
First 4 Months 


"% 


$42,342,854 


$35,124,624 


$33,708,846 


$35,023,033 


$29,826,123 


$10,457,574 




$63,403,583 


$70,744,669 


$68,784,773 


$59,511,209 


$62,381,207 


$20,416,980 




$18,040,596 


$16,091,977 


$17,900,958 


$20,992,109 


$23,176,137 


$7,598,134 




$64,013,296 


$61,397,650 


$54,324,017 


$47,927,115 


$45,151,077 


$13,170,839 



YEARLY TOTALS 



'1930 i 




$27,694,090 



[lH6] $198,995,742 




I95l7 $174,718,594 



[l935] $49,293,901 
flHO] $96,455,603 




fmoi 




$187,800,329 
$183,358,920 



/ISM] $163,453,466 



1 1953 1 $160,534,544 



■ 



2. How much money have advertisers spent for spot radio time ('47-'54)? 



SOURCES: Federal Cornmunications Commission; SPONSOR estimates 

140 




1947 1948 1949 1950 1951 1952 1953 

$98,581,241 $104,759,761 $108,314,507 $118,823,880 $119,559,000 $123,658,000 $135,000,000" 

DolUr flcurci ihmv nillonil ipot rcvcnutj of lUHoni AlTKIl tri<l« discounts of fr»- "SPON'SOIl cdrailo basc<I on industry mil sUtlon rep forecisls 

qutnry inii dollar volumo; IIKFOHK coininlisloni to rein, acom ics. brukers. 
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Announcing 






UPER MARKETING IN 
AN FRANCISCO 



. . . with features that 
no other merchandising plan can offer! 



What it is: Northern California's most 
effective, guaranteed advertising-plus- 
merchandising plan, similar to the highly 
successful WCBS (New York) Supermar- 
kets — but ingeniously adapted to take 
advantage of the unusual characteristics of 
the San Francisco market, where independ- 
ent food stores account for more volume 
than the chain stores. 

Where it is: Only on 50,000-watt KCBS, 
which has a larger average share of audience 
than any other San Francisco radio station 
day and night— month after month. 

What it does: Advertises your product to 
the largest audience throughout the entire 
Bay Area; increases your orders at both 
chain stores and independent supermarkets; 
boosts your volume at point-of-sale. 



How it works: Guarantees (by contract) 
mass displays for your product* in all stores 
of the biggest chains in the area, including 
Purity and Safeway. But that's only half 
the story. In the Bay Area, unlike other 
markets, independent stores account for 
75% of total grocery volume. So KCBS 
Super Marketing has contracts with the 
major wholesalers, too, by which an adver- 
tisement for your product* (produced to 
your specifications) will be inserted, with- 
out cost to you, in the weekly order books 
which these wholesalers send to 2,235 
independent stores. Thus, with Super 
Marketing you cover not only the chains 
but the all -important independent stores 
as well — something no other merchandising 
plan can do for you. For details, call us or 
CBS Radio Spot Sales. 



San Francisco • CBS Owned 



KCBS 



*Subjrct to prniluct approval by the stores. 
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1954 



The American Society of Composers, Authors and 
Publishers wili be forty years old in 1954. During 
these forty years many important changes have 
taken place in the entertainment world, 

America's listening audience has increased by 
the millions with the growth of new media — such 
as sound pictures, radio, television and juke boxes. 
And the one ingredient in the field of entertainment 
which has survived all technological changes — not 
only survived, but has increased and expanded — is 
Music! It has remained a basic requirement for all 
phases of show business. For a good song always is 
good entertainment! 

ASCAP— entering its forty-first year — is justly 
proud of the repertory of its more than 3,000 song- 
writers and composers. ASCAP also is proud of its 
many years of service to its licensees, and pledges 
itself to a continuation of making available to the 
entertainment world the best in music. 



AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS 

575 MADISON AVENUE, NEW YORK 22, N. Y. 



QDB SPECIAL FALL FACTS REPORT 




NIGHTTIME NETWORK RADIO TO COST LESS THIS FALL 

Here are some of the important questions you will find answered in the pages of this report 



|£ What is the fall outlook for network radio rates? pttyc 252 

Q How ilo agency media directors feel about new discounts? 253 

Q How does each of the nets figure discounts? P*tge 25 1 

Q What's nciv in programing this fall? P^tge 256 

Q Are program formats changing? pnge 256 

Q Will there he more spot carriers next season? pnge 25S 

Q What's the big problem in network radio research? . )>«</<* 260 

W7i«< types of clients arc buying net radio? P»ge 262 

Wli€tt arm some of the most recent net radio buys? )>"</<* 262 
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Urt'VlinU CUfil .sponsor: Merit Greeting Card Co. of Newarlc, a 
mail-order house, had sponsored Martin Bloc k locally. Impressed with 
results, firm has bought him on ABC Radio. This new-to-networlc cli- 
ent has 140-station lineup which covers its four mailing areas all over U.S. 



Soft «/r»»»/» sponsor: Royal Crown Cola signed up Robert Q. Li 
show on CBS Radio Saturday morning for 52 weelcs. Client feels L 
is merchandisable, bought network radio for broadest possible mi 
coverage, bought Saturday morning to reach consumer before shopi 



Kates 

Q. How much will network radio 
rates go down this fall? 

A. Rate*, as such, will not change. 
\\ hat the networks w ill do is increase 
the nighttime discounts on network 
time charges. The reason discounts 
will he changed and not rates is that 
afliliate stations prefer to keep the hase 
nighttime rate higher than the daytime 
rate for I lie purpose of maintaining 
their national spot rales. 

CHS Radio and its affiliates, which 
started the snowball rolling on re- 
duced time charges for nighttime net- 
work radio, said in their statement on 
26 May : "To stimulate still greater 
ir-e of nighttime hours for indivrdualK 
sponsored network programs. CBS 
Radio will consider for the fall added 
inducement tn ad\erli*ers liming facil- 
ities for their program- hy adju-ting 
by discount* nighttime < -o*t- to approx- 
imately those of premium (hntinic 
co>ts. Related to sncb a co»t adjust- 
merit, the program time of certain 

252 



network shows of 25 minutes or longer 
duration would be reduced slightly to 
permit full one-minute commercial or 
public sen ice announcements by the 
stations." 

CHS has polled its affiliates on the 
question of whether they would take 
20' r' less compensation from network 
sales and it reports a high percentage 
of O.KVs. The network has already 
guaranteed sponsors a 1ST reduction 
in nighttime time charges for fall buys. 
So it seems safe to sav that the discount 
increases will amount to between 15 
and 201. 

While NBC altacked the CHS mo\e 
as an "act of desperation and '"con- 
trary to the best interests of radio 
stations and networks, it said it had 
to go along in order lo meet the 
competition. Stations have been asked 
to accept a 20' < reduction in com- 
pensation and \HC made clear it 
would meet whatever actual reduction 
CB> final K decided on. 

It appears likely that \BC will fol- 
low along. Mutual, which has a 
""creeping" rate reduction formula. 



will continue with it. The Mutual 
formula provides for a 50 r 7 reduction 
in nighttime rales in individual markets 
six months after a tv station comes on 
the air in that market. Since Mutual * 
rates have been automatically adjusted 
as new video outlets have appeared, 
the network sees no reason to add 
further inducements. 



Q. Why will the radio networks 
cut their time charges af night? 

A. Obviously, no business cuts prices 
when customers are anxious to buy. 
And customers are not exactly banging 
on the radio networks' doors to bin 
nighttime — at least, not at the exi*ting 
discount structure. 

It is interesting to note that P1B 
gross time sales figures — a reliable 
measure for comparing sale* activity 
since basic network rate* themselves 
have changed little in recent years — 
sliow daytime sale* down this year, but 
not nighttime. For the first four month! 
of this \ear the four-network 1MB day- 
time fWure wa> S28.liW.001. The 1953 



SPONSOR 



rut growers sponsor: Florida Citrus Commission added network 
'6l\o other media, bought "Florida Calling" on MBS with m.c. Tom 
1'ok (above). Client hopes to build up citrus fruit use in rural 

ei which it can reach with radio, liked idea of show from Florida 



fits ll I'd Iter sponsor: Prudential Insurance Co. put nearly $700,000 
in NBC Radio "Fibber McGee and Molly" nighttime strip for 39 weeks 
starting September. Client likes nighttime radio for low cost and 
ability to reach men, who buy most insurance; is already on daytime 



corresponding figure was $31,470,611. 
Nighttime figures for the first four 
months of this year total $23,454,526 
compared with $23,845,520 last year 
(see Radio Basics, page 248). 

The advertisers" demands for lower 
time costs or the reluctance to buy at 
the old discount structure are a result 
of the ratings, especially the Nielsen 
figures. Audiences for evening shows 
have dropped substantially — according 
ro Nielsen. For the week ended 8 May, 
the average audience for the evening 
once-a-week show was 1,633,000 
homes. This compares with 1,969,000 
during the corresponding week in 
1953. The corresponding 1952 figure 
was 2,097,000. 

One network executive told SPONSOR: 
"Whether we like it or not we're stuck 
with the Nielsen figures. Thev don t 
tell the whole listening story. They 
don t show the growing importance of 
out-of-home listening in autos and on 
portables. Unfortunately, we haven't 
been able to get the same, complete 
figures on out-of-home listening ns we 
have on in-home listening. So we have 



to show comparable cost-per-1,000 
figures for daytime and nighttime."' 

Another factor in the slning away 
from network radio is the cost of 
competitive media. Tele\ision is de- 
vouring advertising dollars at a 
tremendous rate, and its glamor puts 
radio at a psychological disadvantage. 
Costs of other media have been going 
up, too. 



Q. What effect will the reduc- 
tion in network time charges have 
on nighttime business? 

A. SPONSOR queried media directors 
at a number of the top agencies as to 
the effect of the cuts. Here are some 
answers: 

William C. Dekker, vice president in 
charge of media, McCann-Erickson: 
"To my mind, the recently announced 
rate reduction for evening network 
radio costs should be reflected in in- 
creased use of nighttime network radio 
through package media buys. With a 
favorable cost-per-1,000 opportunity, 
an advertiser can come in and make a 



good buy for two, four, six or eight 
weeks or more in programs with known 
latings. Continuance of good night- 
time programing should contribute to 
maintaining the level of listening and 
thus national spot sales should benefit 
as well.'" 

Arthur Porter, vice president in 
charge of media, Leo Burnett: "Accord- 
ing to the best information available 
from the networks, the proposed rate 
cuts will affect a saving of about lOT 
to the national advertiser. It is my 
feeling that this is not enough of a 
slice to result in any greatly increased 
use of nighttime network radio. 

"In the 1953-'54 season, in terms of 
reaching people for a dollar, daytime 
radio was most efficient, daytime tv 
was next most efficient, and nighttime 
tv and radio were about equal in 
efficiency. Now. if the advertiser 
receives a 10*7 reduction in the cost of 
reaching people through nighttime net- 
work radio, this would result in making 
this medium about lOT less expensive 
than nighttime tv but not nearh as 
I Please turn to page 256) 
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EASY-TO-USE GUIDE 



TO NETWORK RADIO 



ABC 



Discount. v.* ABC. like other \vcl)s, has a 
separate discount schedule for morning and 
afternoon. In the morning it runs from 15% 
for billings of less than $3,000 per week to 30% 
for hillings of $18,000 or over per week, The 
afternoon schedule runs from 27% to 42%. In 
the evening the gamut is 40% to 53%. Above 
this ihere are maximum discounts going up to 
43'f in the morning and 54% in the afternoon 
when billings conic to $2.4 million or more. The 
maximum discount in the evening goes to 62% 
for billings of $1.5 million or more. 

t&ehate: There is an annual 9% rebate for 52- 
week advertisers but this added discount can be 
earned by less-than-52-week clients if they spend 
$2.4 million annually on daytime billings or $1.5 



million annually for nighttime billings. 

Continuity: ABC has both vertical and hori- 
zontal contiguity. It applies only to periods of 
15 minutes or more. In vertical contiguity, for 
example, a client can buy a 15-minnte show dur- 
ing the day and one at night during the same 
day for the half-hour rate. Horizontal contigu- 
ity is given only" at night for buys totaling an 
hour a weeks For example: four 15-minute shows 
at night can be bought at the hour rate. Nor- 
mally, a 15-wimite show costs 40% of hour rate. 

Other: Xot shown on the rate card are such 
special prices as a 7Vi»-iumutc rate (oue-half of 
Vi-hr, rate) for Jack CJregson and an announce- 
ment rate for Martin Block. 



Discounts: These are now figured on annual 
dollar volume basis but this may be changed to 
weekly dollar volume basis because there is more 
short-term buying on network radio these days. 
Nighttime discounts now run from 27.5% for 
any billings of less than $10,000 during any 52- 
week period up to 44.5% for billings of $2.5 mil- 
lion or more. Daytime discounts start off with a 
flat 5% for any weekday buy. The regular day- 
time discounts start at 8% for buys over $10,000 
and go up to 23.5% for billings of $2.5 million 
or more. 

Hvbate: Starting last year CBS gave 8*4% 
addilional discount only to .V2-week clients. 
There had been an annual rebate previously but 
sponsors could, in effect, have earned it by 



CBS 



spending enough money in less than a 52-week 
period. 

Continuity: CBS has no contiguity as such 
but an advertiser with a daytime show gets a 
"proportionate hour rate" for a nighttime buy 
of same amount of time or less any day of the 
week. That is. if the advertiser has a 15-minute 
daytime strip he ran buy an equal-sized strip at 
night for 25% of hour rate rather than the regu- 
lar -10% of the hour rate. However, he still pays 
40' 1 of the hour rate for his daytime strip. 

iS'etwork flexibility* By the Selective Fa- 
cilities Plan the advertiser does not have to pay 
attention 1o group requirements but must per- 
mit CBS to sell show in markets where lm 
doe&ii 't sponsor it. 
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CARDS 



Shows discount systems used by each of the four networks to give you basis 
for understanding upcoming discount changes at tlie radio networks 



MBS 



Discounts: There are two evening discount 
schedules, one schedule for a .split and one 
for a full network. The former run from 7 1 /»% 
for bays of less than $3,000 per week to 20% for 
billings of $20,000 or more. The comparable full 
network schedule goes from 15 to 35%. How- 
ever, there is a 50% discount for stations in ty 
markets but in no case can weekly dollar volume 
discounts at night exceed 50%%, Since stations 
making up 86% of network time eosts are in tv 
areas this 50% discount applies to virtually all 
stations at night. The maximum discount of 
63% can be earned on nighttime billings of $1 
million or more in lieu of the other discounts. 
Daytime discounts go from 22V 2 % to 37*4% 
with an annual discount of 50% for billings of 
$1.2 million or more. 



Rebate: There is a rebate for 52-week 

clients. However, total discounts cannot exceed 
50 f /( daytime and 63% nighttime. 

Contiyuity: Vertical only. Example: m cli- 
ent who buys half-hour show during day and 
half-hour show at night on same day gets the 
hour rate instead of two half-hour rates, or 75% 
rather than i)0% of evening rate. 

Network flexibility: '"Station group" re- 
quirements have been eliminated. Even in case 
of high-rated, established MBS "house" prop- 
erties less than full network buys are possible, 
subjeet to preemption for full network buys. 
For participation buys, requirements for net- 
work size are stringent. 



NBC 



Discounts: Nighttime discounts start at 32% 
for billings under $6,250 per week and go up to 
42% for billings of $50 000 per week and up. 
Advertiser can eleet, instead of weekly discounts 
and the annual rebate, an over-all nighttime dis- 
count of 47.75% for combined billings of $1 mil- 
lion and up in a 52-week period. Daytime dis- 
counts run from 5% for billings under $750 per 
week up to 27.5% for billings of $25,000 per 
week and over. However, total discounts, includ- 
ing annual rebate, are reduced by 10 percentage 
points for morning programs. 

Rebate: Advertisers on 52 consecutive weeks 
get additional 10% continuity discount. It can- 
not be earned any other way, 

Contiyuity: NBC broadened its contiguity 



policies starting 1 March last. The new plan 
permits an advertiser with as few as two quarter- 
hour periods on different days to get contiguous 
rates with other shows of 15 minutes or more on 
same days. Suppose client has 15 minutes on 
Tuesdays and Thursdays. If he buys another 
15-niinute show on Tuesdays he can combine the 
two Tuesday shows and pay the half-hour rate. 
Similarly for Thursdays. Another change pro- 
vides that sponsors of daytime shows of 15 min- 
utes or longer can buy equal amount of time at 
night at the proportionate hour rate. The night- 
time show could be bought on any night. 

Network flexibility: An advertiser can buy 
any lineup if gross cost is at least 75% of full 
network. Exception: spot earners. 
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efficient a- daytime radio or daytime l\ . 

"With the f>l>\ ioiis advantages of tv 
oser radio, it docs not appear to me 
that a 10' r differential in cost is 
enough to force advertisers to stand in 
line to get into nighttime radio. W hile 
nighttime radio li-lcning in radio-only 
home- i- a- high a- ever, it has suffered 
a drastic drop in l\ homes. 

" This, eoinhined with the fact that 
there are about 20-25 r < fewer radio- 
oid\ home- than there were a year 
ago. may mean that the networks' rale 
( lit may he too little and too late." 

Fred Barrett, vice president in charge 
of media. BBDO : "Since we buy 
media on its effectiveness and its 
ability to meet the needs of a specific 
product or problem, rate cuts are not 
likely to change our thinking one way 
01 the other should some media prob- 
lem suggest the use of the network 
1 adio."' 

Walter G. Smith, vice president and 
media director, Mow: "In our opinion, 
the recent radio network rate adjust- 
ments are long overdue. While these 
rate cuts should he heloful in main- 
taining a good share of current net- 
work volume, we question whether they 
will attract any important new business. 
We believe the networks may have to 
give consideration to additional rate 
adjustments, and an even more flexible 
policy of station selection if they expect 
to maintain a substantial volume of 
advertising in the future." 

Programing* 



Q. What's new in network radio 
programing this fall? 

A. Programing trends this fall will 
he marked by an intensification of 
previous developments caused by telc- 
\ ision, especially at night. Possibly the 
most noticeable development will be 
the increased use of strips at night. 

CPS will have an hour of them from 
9:30 to 10:30 )>.„,. The Amos V Andy 
Music Hall will be on from 9:30 to 
9:53 fi\e nights a week, followed 1>\ 
fne minutes of Bob Trout and the 
new?*. Two 15-ininutc strips will follow 
Hob Trout. Mr. Keen ami Life uith 
Luipi. Poth 1/r. Keen and Amos V 
Andy will also remain in their half- 
hour period weekly formats on Frida\ 
and Sumkn. respectively. The 25- 
uuinile Amos V And) strip period will 
be warmed up this -unnner by Jack 
Carr-on. 



MiC will add another nighttime 
strip to it- existing libber McCee and 
Molly across-the-boarder. It will be 
The Great Gildersleeve. The two will 
run hack-to-back in the 10:00-10:30 
period Sunda\ through Thursday. 1 his 
unconventional fi\e-day run i- caused 
by some new bu-iness in \PC Radio's 
Friday lineup. Gillette's fight show, 
Cavalcade of Sports, came o\er to \PC 
from A liC a- part of a big mo\e of 
Toni-Cillctte bu-iues- to \PC Radio 
and T\ . 

ABC, which had an hour of 15- 
iniuute a< ross-the-boanlers from 8:00- 
9:00 p.m. during this past season was 
unable to get much business out of 
them and is switching over to a longer 
show, the hour-long Jack Gregson 
Show, already on. The Gregson pro- 
gram will probably hie on Tuesday 
through Friday in the fall. On Monday 
ABC is building a program lineup 
around its newly acquired Voice of 
Firestone, which keeps the same slot 
it had on i\BC, 8:30-9:00. Keeping the 
same time slot w as. of course, of great 
importance to this old-timer on radio. 
ABC will also retain the strip format in 
the 10:00-10:30 p.m. period. 

Mutual has no new plans for night- 
time strips. However, its block of 
half-hour mysteries from 8:00 to 9:00 
p.m. every weekday can be considered 
a kind of strip since the same kind of 
show is on at the same time every 
weekday night. 

Q. What is the reason for the 
increased use of strips? 

A. There are a number of them. 

In the first place, talent and produc- 
tion costs can be spread out in a strip, 
and so they are cheaper buys for the 
advertiser, a very important factor in 
radio these davs. 

Secondlv. they are a way for adver- 
tisers to gather large cumulative audi- 
ences quickly, a factor of growing 
importance in buying radio today. 

Thirdly, they offer another device 
for networks to sell announcements or 
.-egments to clients seeking cheap circu- 
lation buys. While any of the radio 
net w oiks would be glad to sell night- 
time strips to single advertisers, the 
actual purpose of them in 1954 is to 
-ell them to a variety of advertisers in 
a varied of wa\s. 

Fourthly, the strip is easy for the 
lir-tener to remember. It is felt that the 
radio audience ha- enough to remem- 
ber in the way of television programs 



and that hi- memory of radio programs 
tend- to be secondary. With strips the 
listener can easily remember that, for 
example. Amos '(/' Andy is on 9:30 
even night or Fibber i« on at 10:00 
every night. The Mutual block of 
m\sler\ shows, while not strips in the 
trdinary sense still cater to the easy- 
lo-remember factor. 



Q. What changes are going on 
in radio network program formats? 

A. The trend toward easy-to-listen-to 
shows is continuing. This i»s the net- 
works' nay of adjusting themselves to 
the change- in the way people listen 
nowadavs. With the growth of out-of- 
hoine listening and the spread of radio 
sets outside the living room, the U.S. 
audience more and more listens while 
doing something else. 

This listening revolution is by no 
means a 100' < thing. The top radio 
network shows are still the convem 
tioiiid ones. like Amos n' Andy and 
the Jack Benny Show. A good show is 
easy to listen to whether you're in tbe 
living room, in an automobile, on the 
beach, in the kitchen, bedroom or den. 
But it is significant that the new Amos 
'n' Andy strip is colored by the disk 
jockey format whieh has been so suc- 
cessful and which has enabled the inde- 
pendent stations to give the network 
outlets a run for their money. 

The new A&A strip on CBS Radio 
will he part fiction, part reality. It will 
not be a story show. It will "originate"' 
from the Grand Ballroom of the 
Mvstic Knights of the Sea. Recorded 
music will be played, guests will appear 
but Amos, Andy and the Kingfish, who 
will "manage" the show will play 
their parts in character. A hy pothetical 
gimmick might be some ludicrous mix- 
up whereby the Kingfish mistakes 
Frank Sinatra for Eddie Fisher when 
the former appears on the show; 

Another swi'ch in approach for a 
well-known radio personality will be 
the new Fdgar Bergen show, which 
Kraft will sponsor on CBS Radio for 
an hour on Sunday nights starting in 
the fall. Bergen and his puppet- will 
indulge in discussions of politics, 
sports, show business anything of 
current interest. There will be well- 
known guests and there will be musical 
lecordings played a la the d.j. The 
approach will be low-key. There will 
be humor, but it will not be a comedy 
show in the usual sense. 

The above -hows are examples of the. 
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networks" efforts lo find a program 
formula which not onlv will compete 
with tv hut with the independent sta- 
tion-. The increasing emphasis oit 
music and news in network program- 
ing, the network peoj)le realize, might 
he fatal to the networks if it turns 
<jiit to he a earboii ropy of programing 
1>\ the independent outlets. 

Spot carriers 

Q. What's the outlook for spot 
carriers? 

A. More of them. While spot carriers 
have not Keen an outstanding success 
in all cases the reason is the adver- 
tisers resistance to network radio 
rather than a dislike of the spot 
carrier idea itself. 

Q. What does the advertiser like 
about spot carriers? 

A. 1 hey are a cheap way of reaching 
a lot of different homes. By buving 
announcements in a group of different 
shows or on different days of the week 
in the same strip the advertiser is able 
to scatter his shots. He is likelv to 
reach more different homes with three 
scattered spot carrier announcements 
than with three commercials in the 
same show. 

Counter-balancing this unduplicated 
homes advantage is the fact that each 
home reached through spot carrier 
buys is likelv to he reached fewer 
times than the homes reached through 
one complete program. In addition, 
the sponsor buying a complete show 
for himself gets better sponsor identi- 
fication and is better able to merchan- 
dise the show and its personality. 

Q. What's new in spot carriers? 

A. Mutual is polling its affiliates to 
get an O.K. on it< new half-hour spot 
carrier strip on weekday mornings and 
a similar strip in the afternoon. 
I his \m"H b P added to the existing 
Multi-Message Plan in the evening 
and on late Sunday afternoon. The 
MH> affiliate committee; already has 
approved the new plan. 

1 he morning strip will be Story 
Time with Madeleine Carroll. She will 
narrate the stories and act in them. 
Kaeh storv will be a week long. The 
time slot will be 10:3(1-1 I :00 p.m. The 
price has not been decided upon vet 



but in line with previous Mutual spot 
carriers there will be four announce- 
ments per hour. The afternoon strip 
won t be set up until the morning strip 
is sold. 

In its announcement disclosing the 
cut in nighttime costs CBS and its 
affiliates deplored "the widespread 
activities of some networks in accentu- 
ating the sale of other than the cus- 
toniar\ time and program units." In 
line with this, CBS will sell its new 
15-iuiuute nighttime strips and some 
of its longer shows in 15-minute seg- 
ments. One exception is the Amos , n 
Andy 25-minute strip which will be 
sold in six-minute segments. 

This means that the sponsor can 
bu\ as little as one program in a 15- 
minute strip. Of course, nobody buying 
network radio will normally buy 15 
minutes of programing and no more. 
It s not only ineffective, it's expensive 
because the time discounts will be nil 
or practically nil. The point is that the 
CBS strips will be flexible buys, one 
of the important characteristics of the 
spot carriers. 

It is not outside the realm of possi- 
bility that if the 15-minute segments 
do not sell well, CBS will break them 
down into 7 1 •♦-minute segments. This 
means in effect, selling single com- 
mercials. 

The 7 1 '2-ininute segment, which 
means four commercials within a half- 
hour show, seems to be growing in 
popularity. NBC's long participation 
show s provide for eight announcements 
an hour. Mutual's original Multi-Mes- 
sage Plan prov ided for three commer- 
cials per half hour but this was later 
switched to four. CBS" Power Plan, 
which has been discarded, sold three 
commercials per half hour. The use of 
four per half hour means, of course, a 
cheaper price. 

NBC has added only one spot carrier 
to its present roster. However, it has 
the O.K. from its affiliates to program 
12 additional hours of spot carriers. 
These will not be put on until the 
existing ones are sold out or nearly 
sold out. 

NBC's new spot carrier is The Great 
Gildersleeve, which will become part 
of the Three Plan, following another 
Three Plan strip. Fibber McCee and 
Molly, at 10:15 p.m. The remaining 
Three Plan weekday strips are Second 
Chance, on at 11:45 to noon, and // 
Pays to be Married, on from 5:4.5 to 
6:00 p.m. 

There are four other NBC participa- 



tion shows, some of which involve 
some time sw itches for the fall. Road- 
show, now on from 2:00 to 0:00 p.m. 
Saturday may be moved over to the 
11:00 a.m. to 1:00 p.m. slot on the 
same dav. Weekend will be shortened 
a half hour and is scheduled to run 
from 4:00 to 5:30 p.m. Sunday instead 
of 4:00 to 0:00 p.m. The Big Preview, 
now on from 7:30 to 9:30 p.m. Satur- 
day, will he shifted over to the Friday 
8:30-10:00 p.m. slot leading into the 
Gillette fights, previously on ABC 
Radio. Part of its tiirie on Saturday 
will he filled in with a scheduled one- 
hour Boston Symphony concert. Sun- 
day with Garroway remains i/i the 
{5:00-10 :(l() p.m. Sunday period. 

Q. What do participations and 
segments cost? 

A. They're generall) cheap. This is 
so despite the fact that the sponsor 
generally has to buy the complete net- 
work or whatever stations carry the 
show. The flexible station lineups 
which a sponsor can get with his own 
show are not available to buyers of 
spot carriers usually. 

The Three Plan has had a minimum- 
buy requirement of three participations 
a week for four weeks. While this is 
technically still in effect it will not be 
required in all cases. For example, an 
adv ertiser w ho buys a big chunk of the 
Three Plan for. say, a two-week satura- 
tion campaign will not be turned down 
because it is less than a four-week buy. 

The two nighttime Three Plan strips 
sell for S3. 200 per participation or 
$8,750 for three. The two daytime par- 
ticipation strips cost $2,250 per for 
Second Chance and $2,025 for // Pays 
to be Married, The first-mentioned 
daytime strip costs more because it is 
on during morning time. 

The other four participation .-how's 
are priced as follows: Roadshow. 
Weekend and The Rig Preview sell 
announcements for $2,250 while on 
Sunday with Garroway the price is 
$2,000. The Three Plan has its own 
discount structure apart from the gen- 
eral network discount structure. These 
run up to b" < for 156 or more partici- 
pation* w ithin a 52-week period. Par- 
ticipation buvs on the other NBC spot 
carriers can be combined with the 
Three Plan buys for discount purposes. 

On CBS the new nighttime strips 
are priced as follows: Amos n' Andy 
Music Hall will be $2,943 per six- 
mi tjute segment. This includes time 
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im to keep from getting lost 
in NEW YORK or CHICAGO 



Ever wonder whether Presba, Fellers & Presba 
was on North Michigan or South W acker? Ever 
worry as you pulled out of Grand Central Station 
how many important calls you forgot during your 
three days in New York? It happens to the 
best of us, at the worst times. 

Next time you're in New York or Chicago make 
very minute and call count by using SPONSOR'S 1954 
pocket-size, 16-page booklet titled "Radio and TV 
Birectory of New York and Chicago." Here you'll 
find names and addresses, by categories, of key- 
advertisers, agencies, stations, networks, news 
services, representatives, TV film services, music and 
transcription services, research firms, hotels. 

We'll be glad to send you a Radio and TV Directory 
on request — with the compliments of SPONSOR. 

P.S. — Don't forget to call on us 
next time you're in town. 
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4fr Agencies 
#. Associations 

# Hotels 

# Networks 

■5f Researchers 

* Representatives 
•5€- Services 

* Stations 

X TV Fllrn Sources 



SPONSOR ^ e ma £ az * ne ra di° an d TV advertisers USE 



New York 17 . .40 E. 49th * MUrray Hill 8-2772 

Chicago 161 E, Grand • Superior 7-9863 

Dallas ......1500 Jackson • RAndolph 7381 

Los Angeles . .6087 Sunset • Hollywood 4-8089 



and talent. Program prices for Mr. 
/seen, \% 1 1 iol 1 is already on the air, and 
Life uilh Luipi arc SL340 and SI. 500 
per quarter liuur. respect iv civ . 

CMS Radio is planning to I>rin«i hack 
Stop the Music in tiie fall. Beit I'ark- 
will possibly lie ni.e. The unusually 
interesting thing about it, however, 
is that it nun be l'*» hours long and 
will he shitted between .'!:<)<> and 9:30 
p.m. on Tuesday.-. At lea-t it will he 
that long if the time can be sold. 
Advertisers will he able to buy the 
show in segments with the price $2,000 
per segment. 

Kcvsoarcli 

Q. What's the big problem in 
network radio research? 

A. One of the biggest, if not the big- 
gest, is to uiea-nre the extent of out- 
of-home listening on a regular pro- 
gram basis. 

Q. Why is this particularly im- 
portant? 

A. Because the amount of out-of- 
home listening is increasing in abso- 
lute figures and relative to in-home 
listening. Most of this out-of-hoine 
listening is in automobiles— there are 
29 million or more auto radios — and 
the networks consider other out-of- 
liome listening a factor, too. In a pres- 
entation now making the rounds of 
agencies and advertisers, CBS Radio 
points out that there are about 10 mil- 
lion batterv -operated portables and 
about 10 million radios in public- 
places. The problem of how to mea- 
sure all this listening economically is 
a humdinger. 

Q. To what extent is out-of- 
home listening increasing? 

A. Pulse has been measuring out-of- 
liome listening locally in an increasing 
number of markets for four years. In 
those markets f-ix of them) where 
ont-of-bome listening has been mea- 
sured during tho-e four years the in- 
i rease is 32' ( . 

A- a by -product of its coverage study 
in 1932. Nielsen found that the aver- 
age hourly amount of out-of-homc lis- 
tening relative to in-home went from 
1 1.9', during the week to ll.tt'i on 
weekends. However, during a number 



of hours the percent rose to Ironi 23 
to more than 30'/. There i s general 
agreement that -hire 1932 the fig<jp , s 
have gone up substantially. 

Q. What is the outlook for the 
measurement of out-of-home lis- 
tening? 

A. As a by-product of its new laeal 
rating service. Nielsen is offering the 
networks national auto radio set- in- 
nse figures by quarter hours. Iliese 
will be given as a percent of homes 
using radio. These auto radio listen- 
ing figures will also be available local- 
ly. There will be no breakdown In 
programs, however. 

Auto listening data will be collected 
from Nielsen diaries fAudilogsl plus 
Recordimeters on auto radios. These 
Recordiineters show the amount of 
time a radio or IV set is turned on but. 
unlike the Audimeter. do not show sta- 
tion or channel listened to. The auto 
Recordimeter, unlike the home Reeord- 
inieter, will not for obvious reason- 
buzz or light uj) periodically to remind 
ihe listener to fill in the diary. The net- 
works and Xielsen are still dickering 
about this service and it is not known 
exactly when the information will first 
be available. One of the webs is re- 
ported close to signing up. 

Q. What new research is being 
done affecting network radio? 

A. Anxiously awaited are the results 
of the BAB-four network radio and tv 
set count. W ith the field work already 
completed by the Alfred l'olitz Re- 
search organization, results are now- 
being tabulated and the figures are ex- 
pected to be out by the end of this 
month. The study will have stature in 
advertising circles, having been vali- 
dated by the Advertising Research 
Foundation. 

The Politz study did not go into ac- 
tual listening but gathered complete 
information on all radio and tv sets 
in and outside the home, where they 
are located and how many each home 
has. 

Also expected to be released shortly - 
if it has not already been released, are 
partial figures on Mutual s radio study , 
This studs, done bv J. A. W ard. Inc.. 
not onlv counted radio and tv sets and 
noted their locations but gathered ma- 
terial on listening and viewing habits 
bv quartei hour- of the day. 



]-or example. those interviewed were 
not uii!\ asked whether thev were lis- 
tening l'i their radio or lv seLs each 15 
t nf ] i ulr-- but lu'rr a-ked what I bet were 
doinf.*. Tliis will not only' give a |jro- 
fi If of family arfivitj fifi through the 
[lay 1ml will shon lu what e.Nlenl peo- 
ple li-len L r p radio while doing some- 
llting el^c. 

.Mutual vtili not release nil the data 
gathered In thr. study bul will use some 
of il for ^pevifit sales pitches to client? 
ami prospCelivT' clients, lloweier. iupi4 
of the broad re-uk? are expected In bp 
made public. 

Q, What research data are the 
networks pitching at advertisers? 

A. Aside from pointing out the bo- 
nus of out-of-home listening, tin; net- 
works are stressing such tilings a- l I i 
total amount of radio listening in the 
country. C2j the large undupliealed 
audiences a radio advertiser can gath- 
er over a period of time and (31 the 
still-large percent of non-tv homes. 

In its new general radio presenta- 
tion CBS is st re-sing figures showing 
total in-home radio listening that Niel- 
sen got together for the radio networks 
in March. Thev -bow that 92 '", of al] 
radio homes listen to radio sometime 
during the week. This is a weighted 
average of the 90^ of tv home? dial 
listen to radio during the week #tit\ 
the 95 r r of radio-only homes that 
listen. The figures also show thai lb? 
average radio home listens 20 hour 
and 4-4 minutes each week ami that 
(ll 10 million people are li-Lrnlii^ 
during the average daytime minute 
and (2) 13 milium listen during the 
average nighttime minute. Tlie&c fig 
ures are for in-home listening iinh. 
Thev cover the week i>[ 7-13 Miin-h 
1954. 

The large un duplicated radio aud 
ences that an advertiser can gather 
through a single hut or ;i series ill 
spot carrier buy.- i- another it ay of 
saying that radio urogram audi>-nce 
show a large turnover. Here is a -ai 
pie of unduplicaied audiences for 
half-hour once-a-week evening pro 
gram. The figure- are Nielsen s; 

The program averages a OA ratin 
during a 12-week period with a hip 
of 8.0 and a low of 1.5. The av£tsi£< 
number of home- reached each WVm 
2.982.000. During the fir-l week 0 
this 12-week period the priSgfjast 
reached 6.7' r of ail radio homes. 
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second week it readier! 5.9' f. some of 
whom heard lla* first broadcast, hut 
main of whom didn't. ( Jmiicp Nielsen 
ha- a fixed sample, it can niea ure tin- 
duplii aliou. I A total of 2.9' f of all 
radio home- represent new homes 
which did not hear the first program. 
Thus I he tin Jnplieated home* percent- 
age is 9.6' « of all radio homes. 

I li s undiiplieated homes total con- 
tinues rking. At the end of four week? 
the mi flup lira ted rating is I 1-.5 or 6,- 
757.000 homes. At the end of 12 weeks 
the undiiplieated rating is 25.6' J of all 
r; d o home; or 11.930.000 homes 
which ha\e heard one or more pro- 
grams. 

This audience accumulation is more 
marked on radio than on tv. The rea- 
son is that the average radio rating is 
lower than the average television rat- 
ing. A tv program viewed by 40'r of 
all the l\ homes obviously cannot 
quadruple the number of different 
homes which tune in while a radio 
show with a rating of 6.4 has lots of 
room to do so. 

It should also he noted that nndu- 
plicated homes figures are not a mea- 
sure of total home impressions. A tv 
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WWRL has a larger audience in the 
1,045,371 New York Negro Market 
than any other station — network or in- 
dependent — according to Pulse Ratings. 
WWRL moves merchandise FAST — 
that's why: 



Carolina Rice 
Aunt Jemima Flour 
Tip Top Bread 
Carnation Milk 
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Camel Cigarettes 
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Feenamint 
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Discover today how New York's Negro 
Market (greater than ALL of Boston, 
St. Louis or Pittsburgh) plus WWRL 
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duce greater sales for you. 
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In New York City 
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program nia) show a slower rate of 
rise in undiiplieated audience over a 
period of weeks hut the probabilities* 
tire that each home hit is hit more often 
than a comparable radio show. 

Turning now* to point Xo. 3 in the 
first paragraph of this question: 

The radio networks have not heen 
pushing loo hard the point that radio 
is the hesl way to reach non-tv homes. 
As the nuniher of non-lv homes has 
been decrea-ing that sales argument 
has been losing its force. The radio 
stations and networks have heen pro- 
graming more and more to tv homes. 

Despite the decreasing nuniher of 
radio-only homes there is still a large 
number of them. NBC Radio is mak- 
ing a point of that in one of its new- 
est sales presentations. The pre-enta- 
tion declares that an advertiser who 
uses network tv must complement his 
television advertising for full national 
coverage. 

It points out that of the 47,560.000 
U.S. homes 63' J have tv sets but only 
49'r of U.S. homes have tv sets and 
are in the coverage areas of "the aver- 
age 66-station evening television net- 
work.'' That leaves 51 r t of U.S. homes 
uncovered, on the average. Even if 
every tv home is covered an adver- 
tiser would miss 17 : 100,000 or 37'T 
of all U.S. homes. However, to in- 
crease a tv network station lineup is 
often difficult, clearances being what 
thev are. and. NBC savs. the mush- 
rooming co.-t is out of proportion to 
the gain in coverage. The presentation 
states: "When you increase (from) 
basic to full tv network, coverage lis) 
np 21' r and cost (is) up 50^*."' 

The presentation also compares net- 
work radio with four top national mag- 
azines and four top Sunday supple- 
ments in their ability to reach non-tv 
homes. It finds that the nuniher of 
non-tv homes reached by these eight 
periodicals range-; from 1,251.000 to 
3,843.000 per issue and compares this 
with the 17.100.000 non-tv homes 
which can he reached by radio. 

The presentation also touches on the 
amount of duplication between radio 
and tv programs. Quoting a Nielsen 
*tudv of 47 radio-tv program combina- 
tion*, the presentation points out that 
the highest delivered audience duplica- 
tion for any combination was 4.3T 
while the average duplication for all 
47 was 1.9'?. 

\s a final inducement to prospective 
clients NT>C Radio offers "at no cost 



to you, a complete Nielsen analysis 
(of) your tv advertising combined 
with a recommended complementary 
schedule." 



iVelwork stclvertisers 



Q. Who's buying more of radio 
network advertising and who's 
buying less? 

A. A comparison of PIB hidu try 
figures for tlie first four months of 
this year vs. the corresponding period 
last year shows: 

1. In three important categories 
there are increases in gross billings: 
for soaps and cleansers, autos and ac- 
cessories, gasoline and oil. In the case 
of the soap- and cleansers and gasoline 
and oil classifications the upward move 
in billings is a reversal of the 1953 
trend. There are a variety of reasons 
for the increase in soap and cleanser 
business but the gas and oil increase 
seems clearly linked to the increased 
advertising for the new, higher octane 
auto fuels. The increase in auto ad- 
vertising on the radio networks (from 
$2.0 to $3.4 million) is a continuation 
of last year's upward rise, a result of 
the keener competition in the business. 
Auto billings went from $4.4 in 1952 
to $8.0 million in 1953 on network ra- 
dio. according to PIB. 

2. In five important categories there 
were decreases in toiletries, drugs, 
food, tobacco and household equip* 
ment billing-. The first three cate- 
gories are the most important in net- 
work radio from the standpoint of 
billings. The decline in food billings is 
a continuation of last year's trend. 
However. 1953 PIB billings for toilet- 
ries and drugs were above 1952. 



Q. What are some of the new 
radio network buys this year? 

A. ABC ha*, attracted four clients 
new to network radio. They are Cat's 
Paw Rubber Co.. which bought Mod- 
ern Romances : Merit Greetinn Card 
Co., which bought into the Mart n 
lilocl; Show; Elsevier Press, which 
bouiiht health talks bv Carlton Fred- 
erick-, and Table Products Co.. a divi- 
sion of Safevvav Stores, which bought 
A o School Today. 

CBS was quite successful ill selling 
its Robert Q. Lewis Saturday morning 
show, which beean earlv this vear. 



SPONSOR 





Among those who bought : Royal Crow n 
Cola, Helene Curtis and Doeskin. A. 
E. Staley, a new-to-radio-network cli- 
ent, starts on the Godfrey morning 
show 19 July. Eversharp has signed 
up for the Godfrey Digest. Dr. Scholl 
is a new sponsor for the 24 April-31 
July period. One of the most impor- 
tant new radio purchases is Kraft's 
buy of Edgar Bergen for an hour on 
Sunday nights, starting in the fall. 
(Kraft dropped The Great Gildersleeve 
on NBC Radio.) 

Mutual has sold the Florida Calling 
show with m.c. Tom Moore to the Flor- 
ida Citrus Commission. The Pan 
American Coffee Bureau has picked up 
participations in the Multi-Message 
Plan. Bridgeport Brass has also bought 
into Multi-Message. Other 1954 clients 
include Grand Duchess Steaks and Ni- 
agara Manufacturing and Distributing. 

NBC wrapped up two clients new to 
.network radio this year. Mytinger & 
Castlebury, makers of Nutrilite, a food 
supplement, will sponsor the Dennis 
Day show on Sunday afternoon. D- 
Con Co. bought two shows on Satur- 
day, one in the morning, Doorivay to 
Beauty. There is a good chance that 
the American Dairy Association will 
buv Bob Hope on Thursday nights this 
fall. The sale of participations to Pru- 
dential and RCA amounted to S1.5 
million in new business. The insurance 
company will start off in September, 
RCA this month. ★ ★ ★ 



SPONSOR ASKS 

(Continued from page 57) 

FLEXIBLE BUYING CITED 

By Thomas F. O'Neil 

President, Mutual Broadcasting System 

Flexibility is the 
keynote in net- 
fwork time buy- 
fing this fall. Oth- 
\er factors adver- 
tisers will be 
Jwatching are 
changes in listen- 
ing patterns 
'(where listening 
will increase outside the living room 
and out-of-doors), improved program- 
ing, intensified merchandising support 
jand coverage other media miss. 

More detailed research figures are in 
the offing for MBS clients. Results of 





KOMA 



fated Management KWTV CBS 



KOMA carried the first Ford 
dealer's sponsorship of Edward 
R. Murrow on a spot sales basis. 




CBS 



EDGAR I BBLL 
General' Manager 

GENE RIESEN 

Sales Manager 



REPRESENTED BY 

AVERY-KNODEL, INC. 
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a n<-\> -nrvcv determining where and 
wlwii li-tciiing i- done I kite lien. car. 
d< n I ami who li-ten- (housewife, teen- 
jf.cr» and tlieir income l<-vel-i a* well 
a- how main li-ten will he available 
enabling udveiti-er- to inw-t their 
dollar- more wi-ely than hit before. 

Mutual*- "Multi-Mr-- age I'lan." in- 
auguriited January 1952. qui* klv bc- 

< anie a favorite with adverti-er- large 
and -mall. This fall the network plan- 
to offer a davtimr eounterparl morn- 
ing and afternoon "multr-ine— age ' 
-e—ion-. In the pa-t season more lead- 
nig advertiser- u<ed MBs than ever 
before in it- hi-tory. \nd a sizable 
number of -pon-or- new to network 
ladio were added as \\ ell . 

(Greater nighttime value- are another 
radio "pin-"" adv^rti-er- will find difli- 

< ult to ignore. The MMS formula, 
which « ompares favorably w ith the 
newly reduced rate- announced by 
other network- recently, ha- been in 
cflect for vears. Mutual- automatic 
formula for reduction of nighttime 
i ate*- — the only one in network radio 

afford*- adverti-ers a continuously 
adjusted rate structure whenever tv 
enter- a radio market. 

Inrrea-ed merchandising -upport 
on a local level- -is another plu- at 
Mutual. A new merchandi-ing plan is 
-oon to be put into effect. I he trend 
to larger network hookup.-, for more 
concentrated coverage, will continue. 
In 1950 the average lineup totaled 267 
station-. It rose to 318 in 51. 366 in 
'52 and 435 in "53. 

Closely watched bv advertisers will 
be Mutual- pol'u y of retaining the ac- 
cepted and highly rated programing 
structure intact during the summer 
months as-uring a -olid and loyal au- 
dience for the fall -ea-on. 



TVS AUDIENCE LEAKAGE 

Ity Robert E. Kinliipr 
l'r**iii*>ut. AIM. 



SI'ONSOK - ques- 
tion. "\\ hat are 
the ra d i o - 1 v 
trend- adverti*- 
er- diould look 
out for this 
fall"' ' intrigues 
nie, 

I read tbe 
que-tion through 
twice. My -e< mid reading wa- the pre- 
« i-e oppo-ite of the fir-t. I should like 
to an-wer tin- que-tion. a- I Hr-t in- 



terpreted it. And so you ma; know- 
how I read it. I shall rephrase the 
(jue-tion: "What radio-tv trends should 
adverti-ers beware this fall?'* 

I will cite only one ... in television 
where one can detert the subtle begin- 
nings of what I call "tv - audience 
leakage/ 

Every shopping day. 23,753 homes 
buy a tv set for the fir-t time. And the 
circulation of evening television con- 
tinues to mount. Witness the 17.271.- 
000 home- that now watch tv per aver- 
age minute in the prime <i:00-10:00 
p.m. hour-. Last year it was 13.779.- 

000 homes. In 1952 it was 11.211.000 
homes. *\ et this fabulous growth 
(54 f f in two years I has, I fear, ob- 
scured a small contrary trend which, 
if unheeded, would constitute a threat. 

I refer to television's audience leak- 
age. That segment of tv potential 
audience which leaks away before its 
expected volume is delivered to the 
advertiser. 

We at ABC have been studying 
borne- who-e viewing is atypically 
light. This is the group whose view- 
ing habits are said to be proving in- 
creasingly "selective." This is a eu- 
phemism for what our research shows 
to be some evidence of a still small 
but growing reaction against what has 
been called "the misery of choice" be- 
tween programs of too s imilar and 
therefore monotonous quality. I re- 
fer to the beginning of a development 
more fundamental than the wearing 
out of tv's nov elty . 

Program diversification and balance 
offering a greater variety of choice 
will plug the leak. And this means a 
program fare in prime time — far 
broader than variety reviews, comedi- 
ans and drama shows. 

It means a refu-al on the part of 
both the advertiser and the broadcaster 
to worship at the shrine of ratings. 

1 he total cumulative audience not 
the per-telecast audience — must be tbe 
test. It would lie unthinkable for the 
\eu ) or/; Times, for example, to cut 
lo tabloid -i/e to reach the circulation 
of the Daily \e*<s. ^ et thi- ab-urdity 
would parallel the ratingitis which ha- 
infe< ted telev i-ion with the virus of 
imitation whi<h result- in s a inene->. 

Thi- i- win \BC T\ i- delighted to 
carrv the / aire of Hrestone. Thi- i- 
a program with it- own telecast con- 
< cpt it floe- n t attempt to follow the 
pattern of any other program it ba- 
it- own vitalitv. Tho-e who have 
pointed out that the ' oice of Firestone 



fails to achieve the highest levels oi 
rating apparently fail to see that this 
program adds far more to television's 
circulation base. i.e.. it- net undupli- 
cated audience, than the typical higher 
rated program. 

However, a program which is new 
and different can also be a serious con- 
tender for top 10 rating honors. For 
example. Disneyland which premieres 
on ABC TV October 27. Disneyland 
will rotate four new and different 
format area.-. .New concepts which 
innovate, not imitate. 

One 1954-1955 tv trend to beware is 
"tv s audience leakage." The leak, now 
tiny, can be completely plugged by 
new programing which does not 
imitate but which through offering the 
public something either new or differ' 
ent adds variety, richness, balance, and, 
therefore audience recruiting power to 
television'* program structure. 



INTEREST CROWS IN NEWS 

liy Ted llergmann 
Managing Director. Du Mont 

Sponsors with 
whom Du Mont 
i- shaping up its 
fall and w inter 
schedule are 
a howing major 
interest not alone 
in entertainment 
programs, but in 
news, in sports 
and in color, as well as in the produc- 
tion facilities being made available to 
them through our new Tele-Centre. We 
are negotiating at the moment with 20 
national advertisers on show- that 
range from 30-minute dramatic pres- 
entation- and quizze- to a one-hour 
variety -how. W'e find several substan- 
tial network sponsors intere-ted in 
strong news programs and we fully ex-| 
pet t to have at least one such program \ 
on the air this fall with an outstand* 
ing nationally known commentator as 
its key personalitv . 

Rating* on professional football last 
fall disclo-ed an enthusiastic Sunday 
afternoon sport- audience. We wil 
take advantage of that bv airing i 
strong <rhedule of weekend Saturday 
night and Sundav afternoon footbal 
games from October through earlv IJe 
ceniber. 

During the last few weeks v irtualb 
all important -pon-or and agency ex 




NT" 



ecutive- in Manhattan have visited ou 
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new Teie-Centre. Thev tell up thcv arc 
impressed by its completeness, bv fa- 
( FRties which assure them economical 
prod lie I ion of an\ t\ pe program from 
[he simplest to the most elaborate. 
Tln v ^ere likewise interested in our 
plans lu originate color programs b) 
ftlm over WA15I) in September and to 
pick up color "liv e " from the networks 
mi Vt'DTV. Pittsburgh, about the same 
time- with WTTC, Washington, add- 
ing -iiniilar equipment sometime later. 

RADIO-TV AT CROSSROADS 
By E. L. DeeUinger 

Vice President & Director of Research 
The liioiv Co.. ISetc York 

Television and 
radio are each 
at crossroads in 
their develop- 
ment. Television 
is on the verge 
of becoming a 
national medium 
for advertisers; 
radio faces the 
possibility of loss of such status for 
advertisers. 

In such an atmosphere of turbulence 
and change, the media analyst must be 
fllcFL Lei man) trends. Among them are 

Ay; — 7"e/<? v is ion < f e vrlopm cn ts 

1. T he size of netw ork needed for 
virtual national roverage. 

2. Degree of success of morning 
■ nj.i dfiy tv. 

3. Rale of development of uhf. 

4. Rate of development of a "third " 
nelwork. 

5. "Settle down" lev el of tv viewing. 
(). Rule i)f development of color. 

7, Development, if any. of subscrip- 
tion It, 

8. Degree of success of tv interests 
ill keeping costs under control. 

D. Rale at whifh home-saturation 
is achieved in seL-OW nersbip. 
R.— Radio 

1. Success of rndio in programing 
ini Combat tv. 

2. Effect of inllux of tv serials — 
and growth of day tv in general — on 
i lay radio, 

3. Effecl of development of second- 
in tv set on radio's secondary audi- 
ence. 

4. Radio's ability to lure marginal 
audiences — out-of-home (including au- 
tomobile), secondary sets and so on. 

5. Radio's ability to adjust costs to 
Manges tn audience delivery. 



6. Radios resourcefulness, in de- 
veloping high circulation, low cost 
techniques. 

7. Degree to which ownership and 
use of home radio sets continues to 
develop. 

Ml things considered, sharp vigi- 
lance is ncrcssar\ in order to keep cur- 
rent with todav's verv fluid media 
situation. 



49TH & MADISON 

{Continued from page l«'Ii 

WBAY-TV STUDY 

We would be glad to have all further 
details you nia\ have on the Wiscon- 
sin stud) [""How far out does a tv 
station sell?" 3 Mav 1954, page 38], 
winch appears to be an extremely in- 



teresting one. 



Richard G. Blalne 
Manager Radio-Tv Dept. 
Raymond Spector Co. 
iXeiv York 



• A prrliiiniKtrv report on tin' Wt*<-oit>.tn sttiriy 
apticarctl in 1 1»<- A May I <>~i f i*«nt-. li.'-nlt- |>roli- 
itlily will not he |iiiMi*li<Ml iiultl lat<- iMt. ji-ar. 



CLOTHING CASE HISTORIES 

Do you have any television result 
stories for men's furnishing and de- 
partment stores? We would appreciate 
anything vour research department 
can dig up. 

Joins Sinclair 
Sales Dept. 
WCIIS. Charleston 



• SPONSORS Hoa«l«Ts' S«-r\ lev Ih-jit. i- "lad to 
furnUh readers with i it\v> a tut (la it's of east' 
histories ail<t result -toric- hi f.Jircifii' product 
cat <*";oricj». 



INTERNATIONAL SECTION 

\\ r e have noted that in vour fine sec- 
tion on International Radio and Tv 
[2!! June 1954, page 41] many au- 
thorities recommended program buvs 
abroad. 

We, however, have found the use of 
radio spot announcements the most ef- 
fective single selling tool for consumer 
products in international advertising. 
Furthermore it seems to he equally ef- 
fective in all markets. Commercial 
television is beginning to emerge 
throughout the world, particularly in 
Latin America, but radio is still the 
top medium and the spot announce- 
ment, despite the common abuse of 
multiple spotting in the same hour, re- 
mains the best seller. 

Among our clients using radio spots 



on a wide and intensive scale are Bor- 
den for K 1 i in milk. Cudo. Ileum and 
Instant Coffee: Lever Bros. Co. for 
Ivinso Blue. Lifebuoy. Lux Toilet Soap, 
I'epsodent; Quaker Oats Co. for Quak- 
er Oats: Griffin Mfg. Co. for ABC 
Polish. Liquid Wax and Mlwite; Lam- 
bert for Lbtcrine \ntiseptic: Norwich 
for Pepto-Bismol and \molin. 

We place and supervise 13 hours of 
radio and five and one-half hours of 
television program:- abroad weekly 
along with spot announcement cam- 
paigns in both media totaling more 
than 325,000 spots annually. 

We well realize [he great values of 
radio and television programs and it is 
our feeling that all programs should 
be designed to meet the special needs 
of the products advertised on them. 
W e are more impressed by good rat- 
ings for programs aimed direct!) at 
the buyers of the products advertised 
than by high ratings for shows which 
just have large, undefined audiences. 
Our client Lsterbrook Ben Co. has a 
great potential sale to school young- 
sters. To meet the special interest of 
these buvers we developed a radio pro- 
gram series called Esterbrook Goes to 
School which features a visit each 
week to a different high school. The 
series has proved phenomenally popu- 
lar with strong sales results. Kster- 
brook plans to expand the series into 
many additional markets. 

W ith the advent of commercial tele- 
vision in markets overseas we have 
been consistently on the alert for 
adapting successful radio programs 
into this medium. Lever Bros, has 
just authorized placement of a tele- 
vision series over W KAQ-TV. San 
Juan. Puerto Rico, ba^ed upon their 
radio series Los Jibaros. This series 
has been on radio for 23 years and it 
is our high hope that this record will 
be equaled or exceeded in telev ision. 

We feel that merchandising of radio 
and television campaigns is one of the 
most significant factor*, in selling. AH 
the tricks of selling must be used to 
support the regular advertising. In 
Puerto Rieo an offer of chinaware con- 
taining the picture of "The Last Sup- 
per" was extended over a dailv radio 
serial drama and over the Favorite 
Story show on telev ision. This offer 
has prov ided plenty of goodwill for the 
Borden name. 

James G. Zea 

Director of Radio and Tv 

Satl. Export Advertising Service 

A etv ) ork 
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WCOV-TV 

Montgomery, Alabama 

"CRADLE OF THE CONFEDERACY" 

PROGRAMS 

WCOV-TV is a primary CBS 
affiliate bur we also 
carry top flight programs 
from ABC, DuMont & NBC. 
34 live studio shows are 
featured weekly on WCOV-TV. 

VIEWERS 

We're 85 miles from the 
nearest television competition. 
Conversion is practically 100% 
and set ownership is almost 
40%. 

AVAILABILITIES 

We'll have to admit that 
the spot next to "I Love Lucy" 
and the "Pabst Fights" are 
gone but we still have some 
choice ones left. 

ASK ANY RAYMER 
OFFICE FOR DETAILS 
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Agency and client • 

behind closed doors • 
chopping on the schedule * 
your medium, your market 
are mentioned • a question 
is raised • the agency man 
reaches for Standard Rate . . . 



Brother, what a grand feeling to know that 




ill a Service-Ad near your listing. 



For the full story on the values 1.161 media get from their 
Service-Ads, see Standard Rate's own Service-Ad in the 
front of all SRDS monthly editions; or call a Standard Rate 
Service-Salesman. 

Note: According to a study of SRDS use made by National Analysts, 
Inc.. of all account men interviewed have SRD> available at 

meetings in clients' offices. 



sromon 

speaks^ 




Fall Facts: 1954 

"I urn a 10-man (and woman I edi- 
torial >ta(T loose for a month to six 
weeks on a project as challenging as 
the fall radio and t\ picture and you're 
bound to come up with something 
worthwhile. 

This \ ear's Full Fuels issue lour 
eighth ) conies to 2(>8 pages, as against 
236 last year and Go pages in 1947. 
our first such issue. Perhaps no other 
yardstick could show so graphically 
not only the growth of the air indus- 
try the-e \>d>[ eight years hut also the 
acceptance of these fall Fads issues 
as "use handbooks for fall buying by 
agencies and advertisers. 

What's in these 268 pages this year 
that should make you drop everything 
the moment you get the issue and start 
reading? A glance at the index on 
page o will tell \ ou. 

As for the trends the SPONSOR staff 
has uncovered, you'll find them de- 
tailed in the lead article pages 35 to 
37. these are three kev ones, as we 
see it: 

1. I he skyrocketing growth of tv. 
which has made the -urge of everv 



( ther medium pale into insignificance 
when compared with it. stations ap- 
proai hing the KM) mark. Color about 
to come in to *et oil another fren/\ of 
excitement just as imi>t people are 
getting used to black-and-white. Ad- 
vertisers seeking new ways to use this 
(lv iiamir new medium. 

2. Radio's increasing values, partly 
through network rate cuts, partly 
through the astonishing sale of new 
sets and partly through the rising costs 
of competitive media, including tv. 
Whatever radio *, long-term future, it is 
today the only truly universal mass 
medium in the country (98.3', satu- 
ration ) . 

3. The increasing awareness of 
loth air media on the part of national, 
iegional and local advertisers. The 
figures show radio and tv increasing 
in billings at a greater rate than news- 
papers or magazines. This will con- 
tinue as color gives tv the one exclu- 
sive feature that magazines have capi- 
talized on in the past. 

For the thousand and one tips on 
what's happening: in the radio and tv 
fields, as well as what's going to hap- 
pen this fall and winter, vou II not only 
want to skim through the entire issue 
right now but also file it to refer to 
again and again. 

As usual Radio Basics. Tv Basics 
and. for the first time. Film Basics will 
he reprinted and available to you at 
nominal cost. 

» # # 

A wise decision 

The decision of the XAKTB's Tele- 
vision Board and the Telev ision Adv er- 
tising Bureau (Tv \B) to merge plans 
for a single all-industry tv sales promo- 
tion bureau instead of heating each 
other s brains out wa? a wise one. 



I he industry would have suffered 
had two t\ bureaus been set up. 

lime i» vital, however. The bureau 
should get functioning as soon as pos- 
sihle. The entire industry needs the 
facts, figures and data that only a 
strong tv hureau supported h\ everv tv 
station and network can give it. spon- 
sor is glad the breach between the two 
groups has been closed. 

Meantime the separate \ABTB- 
sponsoied tv county -by -county set cen- 
sus and circulation survey should move 

forward at full speed. 

* * « 

"Tv radio" 

Jack Could, the Aeic York Times 7 
radio-tv reporter, created a buzz of 
excitement in the Big City recently 
when he devoted a full column to "tv 
radio." He revealed that for the past 
year lies had a four-tube fin mobile 
radio that tunes only the sound than? 
uels of New York.* seven video Na- 
tions. The listening, he says, is far su- 
perior to ordinary radio fare, the pace 
being slower and more realistic, the 
"acting" superior and the programs far 
more exciting than network radio's, es- 
pecial!) at night. He suggested that 
set makers could turn out "tv radio' 
sets for perhaps $25. 

Long before the column appeared, a 
network president told sponsor that 
radio networks may have to become 
adjuncts to tv networks to survive.. 

sponsor doe? not share this belief. 
Although there is a place for '"tv ra- 
dio." sponsor regards radio a? a me- 
dium separate and distinct from all ' 
others, with programing qualifications 
of it? own. 

"Tv radio. v while a happy develop- 
ment for specialized purposes, should 
not be confused with radio as a prime 
advertising medium. 



Applause 



Jake Evans* new book 

Not often does ;i hook come out 
written for one group that can he rec- 
ommended for another. 

Jake Kvans' Selling and Promoting 
I'atlio ami Television is just >uch a 
hook. Ohvioush writien for the time 
and program salesman, it can he read 
with profit In everv advertiser and 
agencvmaii interested in the air media. 

lica»on: Jake bvans U MiC - diree- 
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tor of national advertising and promo- 
tion. 

As examples of what should prove 
of especial interest to admen are the 
two chapters "Selling Hadio in a Tele- 
vision Market" and "W hat Television 
OITers the \dv ertiser." 

The first lists six exclusive features 
enjoyed by radio, including radio's 
ability to sell people who do not read 
magazines or newspaper-. 

Vs for television. Jake make.- three 



points about the medium: 

* It offers the advertiser more sales 
of his product. 

* It olTers hini greater public knowU 
edge of his product. 

* It offers him more prestige for his 
company. 

The 3 18-page book I w ith index I was 
published at $5.95 In Printers' Ink 
Publishing Co. It s so well done you'll 
want a copv . 

SPONSOR 
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fjght-blooming hiatus 



Iris flower's in season again, 
f.cinates, in a negative way, 
Wih every petal an unspent 
bnch of bucks, 

Bt it's papier mache, siipeifi- 
c!ly attractive, intrinsically 
ti.icherous as henbane, without 
>uits, obnoxious as poison ivy. 
le immediate effects are tern- 
p ary, though there are cases on 
rtjicl where audiences have 
, tit er been recovered. 

lough found largely in network 
p gramming, where it has been 
\Awn to run wild, the n.b. Ma- 
ins occasionally found west of 
Mississippi, even in Iowa. 

tsk. 



WMT & WMT-TV 

CBS for Kastein Iowa 
Mail Address: Cedar Rapids 
National Rep>: The Katz Agency 




and not maybe! 



wWd'C (mbs) 22.5% 



Station "A w WL*% 



notion "B" 11.2% 



Sto^C" B.3% 



V* 5.7% 



•f" 4.5% 




3.9% 



/n Out -of -Home Audience 

This is a survey — not just an opinion. 
PULSE made it— February, 1954— of the huge 
out-of-home radio audience in Washington, D. C. 
WWDC has this big extra bonus audience locked up tight. 
About one-quarter of this entire listening audience sets 
its dial to WWDC— and stays there, day and night. 

WWDC is dominant 77% of the time. 
What are your plans for selling the 
always-rich Washington market? You can hardly 
do without WWDC. Get the whole story about this sales-producing 

station from your John Blair man. 




2.8% 



In Washington, D. C it's 






2.6% Represented Nationally 
by John Blair & Company 

1.8% 
1.2% 



MISC 15.2% 



The Pvlte, Int. Report: Winter, 1954. 





